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FC&B Shifts Tully 
to N. Y.; Winston 
Heads Chicago Shop 


New York, Oct. 16—In another 
move to centralize Foote, Cone & 
Belding’s national operations in 
New ork, the agency has shifted 
Richard W. Tully, vp and general 
manager of FC&B’s Chicago office, 
to New York, where he will become 
chairman of the agency’s national 
operations committee, a new post, 
effective Jan. 1, 1959. 

A few months ago John B. Simp- 
son, then a vp in the Chicago of- 
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Richard Tully C. S. Winston Jr. 


fice, was also moved to New York 
to become national director of 
broadcasting. 


# Replacing Mr. Tully in Chicago 
is Charles S. Winston Jr., a direc- 
tor and senior vp of the agency 
who recently returned to Chicago 


after a stint as manager of the) 


agency’s Detroit office. He will 
continue to direct FC&B’s handling 
of the Edsel account. 

In his new post in New York, 
Mr. Tully will coordinate the oper- 
ations of FC&B’s seven U. S. of- 
fices: New York, Chicago, Detroit, 
Houston, Hollywood, Los Angeles, 
and San Francisco. 

During his 12 years with the 
agency he has served as a member 
of the plans board, an account su- 
pervisor on General Foods and di- 
rector of the marketing research 
department. + 


Pabst, NC&K 
Squabble Over 
Radio Charges 


Agency Agrees to 
Pay AFTRA $72,000 
for ‘Monitor’ Spots 


New York, Oct. 16—Pabst 
Brewing Co. and Norman, Craig 
& Kummel this week were not 
unlike a recently-divorced couple 
arguing over who should have paid 
the wedding organist. They faced 
the dour problems reared by the 
American Federation of Radio & 


|| Television Artists. 


At issue: $72,000 in back pay- 
ments which AFTRA figures it is 
due, because of a reclassification 
of time which NC&K bought for 
Pabst on NBC’s “Monitor” show. 

Norman, Craig & Kummel, which 
earlier had expressed unwilling- 
ness to pay for the reclassified tal- 
ent charge, has now decided to do 
so, ADVERTISING AGE has learned. 
Also, NC&K attorneys and Pabst 
legal advisors are due to huddle to 
settle if, how and when the agency 
will be compensated by the brewer. 

The issue is complicated by the 
fact that NC&K is winding up its 
| tenure as Pabst’s agency, and will 
be replaced by Kenyon & Eck- 
hardt in January. 


= Earlier, it seemed as if the his- 
toric question of whether an agen- 
cy is in fact an independent con- 
tractor—as most agency time 
orders specify—or an agent of the 
advertiser seemed likely to be in- 
volved. The advertiser was report- 
edly standing on the ground that 
|no estimate had been approved 
| for the charges. 

| (Continued on Page 106) 


At Western Four A’s Meeting ... 


Merger Is Agencies’ 
Destiny, Says Durham 


Net Profit Best in 
$50,000,000 Shops, 
Consultant Advises 


PaLm Sprincs, Oct. 16—Merger 
is perhaps the best prescription 
for today’s agency pains, Robert 
C. Durham, Robert C. Durham As- 
sociates, declared at an agencies- 
only session of the western re- 
gional convention of the American 
Assn. of Advertising Agencies. 

He diagnosed the pains as (1) 
tax inequities which hinder the 
building of surplus, (2) the money 
required to expand rising non-cre- 


last year. 

These factors all add up to a 
trend toward a limited number of 
very large agencies, Mr. Durham 
thinks. 

“The large agency provides a 
better market for stock whenever 
you want to sell it,” he said. It 
provides more security, a better 
chance for capital growth, far bet- 
ter long-range benefits. And if it 
fe set up properly, it can still en- 
|compass all the personal preroga- 
| tives the agency people seem to 
| worry so much about. 

Mr. Durham acknowledged there 
will always be small service and 


from Candyland 


Marselles 


FOR CHRISTMAS—Mars Inc. will step 
up the advertising behind Mar- 
settes chocolate caramels with this 
page ad in the Dec. 15 issue of Life. 
Knox Reeves Advertising, Minne- 
apolis, is the agency. 


Weiss & Geller 
Called ‘Inefficient’ 
in Bon Ami Reply 


Advertiser Which 
Switched Agencies Asks 
Damages in Countersuit 


New York, Oct. 16—The case 
of Weiss & Geller vs. Bon Ami 
flared into the news again today. 
Bon Ami tossed new fuel on the 
fire by filing a general denial of 
W&G’s charges and a counter 
action demanding $186,348 in 
damages. 

The new action was in answer 
to the breach of contract suit 
filed by Weiss & Geller when 
Bon Ami appointed Cole, Fischer 
& Rogow to handle its advertising, 
effective Sept. 1, “repudiating” a 
contract it had through May, 1959 
(AA, Oct. 6). In its complaint, 
Wé&G asked $115,144 for services 
rendered—not only on advertis- 
ing which ran during July and 

(Continued on Page 107) 


Mogul Warns Employes 
Will Be Fired for Taking 
Gifts, Even Small Ones 
New York, Oct. 17—An execu- 
tive of one of the top film studios 


has made an investigation of the 
kickback problem and has in- 


|formed the company’s top man- 


agement that he could get twice 
as much business if he were able 
to make payoffs to the agency men 
empowered to hand out contracts. 

A major ad agency has put em- 
ployes on notice—through a letter 
sent to all commercial tv producers 
—that they will be fired if they 
are found accepting gratuities, no 
matter how small. 

These were among the facts un- 
covered this week by ADVERTISING 
AGE in a spot check of ad agencies 
vand film producers to determine 
the gravity of that perennial prob- 
lem—kickbacks. Last week AA's 
Eye & Ear Man suggested that 
the kickback problem had reached 
new proportions in the tv film 
commercials area (1) because of 
intense selling by fly-by-night 
operators willing to grease the 
proper person’s palm and (2) the 
number of big agencies leaving 
these contract decisions to a single 


Film Man, Adman Blast 
Kickbacks on TV Ads 


person, who goes largely unsu- 
pervised. 


® For obvious reasons, the film 
company that made its own inves- 
tigation of this racket and came 
up with the very pessimistic con- 
clusion asks that its name be 
withheld. 

But the advertising agency 
chief, who several months ago de- 
cided it was time to take a stand 
on the matter, is Emil Mogul, who 
wrote a form letter to “all com- 
mercial television producers with 
whom we have or are likely to 
have any contact.” 

Mr. Mogul said the letter was 
“not to be construed as having any 
reference, direct or indirect, to any 
existing problem affecting us. 

“We want to go on record with 
you not only as being unalterably 
opposed to this illegal and vicious 
practice but also to inform you 
that if any employe of ours ac- 
cepts any gratuity, no matter how 
small, he will be summarily dis- 
missed without severance pay and 
with the loss of pension standing,” 
he wrote. “In addition to which 
any company with whom we do 
business that participates in this 
illegal practice will never again 


(Continued on Page 103) 


Popai Meeting Boils... 


Bare-Knuckle Panel Hits 
Buyers Who Yearly Cost 
Industry $5,000,000 
ATLANTIC CrtTy, Oct. 16—Five 
leading members of the Point-of- 


Purchase Advertising Institute 
presented a series of bare-knuckle 


proposals to eliminate the evils of 


Last Minute News Flashes 
CVA Corp. Moves to Norman, Craig from FC&B 


New York, Oct. 17—CVA Corp., subsidiary of Schenley Industries, 


ative costs, (3) the need for serv- Specialized shops, but he feels that 
ice offices in principal cities, (4) |the area of $50,000,000 and up is 


the replacement of capital to buy | the future of the business. Net, 


out those who wish to retire and/| Profit, often below 1%, seems to 
(5) the cost of training young! be the best in shops of that size, 
people. he said. 

Mr. Durham, formerly assistant 
to the president of Kenyon & Eck-|® Taking a look at mergers, he 
hardt and senior vp of Erwin Wa- | Observed that those which have 


sey, Ruthrauff & Ryan, launched fallen apart should never have. 


his own organization in New York, (Continued on Page 106) 


maker of Cresta Blanca and Roma wines, will move its advertising from 
Foote, Cone & Belding to Norman, Craig & Kummel Jan. 1. The account 
bills about $1,500,000. As previously reported (AA, Oct. 6), headquar- 
ters of CVA are being moved here from San Francisco. NC&K now han- 
dles Schenley’s Samovar vodka and another Schenley subsidiary, Bran- 
dy Distillers Co., which markets Coronet brandy and DuBouchett cor- 
dials and brandies. One of the reasons for the switch is believed to be 
that FC&B handles Hiram Walker’s Imperial, Walker's Deluxe, Mead- 
owbrook rye, and Hiram Walker vodka in Chicago. 


Court Orders Baltimore: Repay $1,500,000 in Ad Tax 


ANNAPOLIS, Oct. 17—The city of Baltimore must refund $1,500,000 it 
collected from advertisers and media under its now-repealed adver- 
tising tax, the Maryland court of appeals ruled today. The court said 
the ad tax is unconstitutional as an infringement of freedom of the 
press. The tax was put into effect Jan. 1, 1958, but already has been re- 
pealed by the city, effective Jan. 1, 1959. 


Gray Mtg. Co. Follows Brodie to Gumbinner 


Hartrorp, Oct. 17—Gray Mfg. Co. will switch its Audograph dictat- 
ing equipment and Phonoaudograph telephone dictation systems ac- 
count from Lewin, Williams & Saylor te Lawrence C. Gumbinner Ad- 
vertising Agency, New York, Nov. 1. Julian P. Brodie, who this week 
left Lewin to join Gumbinner (AA, Oct. 13), will handle the business. 

(Additional News Flashes on Page 107) 


Speculative Presentations Hit as 
‘Something-for-Nothing’ Concept 


speculative presentations here to- 
day. 

The proposals were presented 
at the opening of Popai’s two-day 
national members’ meeting. 

Speculative presentations cost 
the display industry at least $5,- 
000,000 a year, William Melish 
Harris, president of William Me- 
lish Harris Associates and a Popai 
director, said. 

“It is high time that display 
buyers for the large companies ex- 
amine this something-for-noth- 
ing concept,” he said. “I have it 
on good authority that many good 
members of Popai spend from 8% 
to 10% of total sales on creative 
efforts. If one includes the time 
value of the salesmen or top man- 
agement men who make house 
sales, or direct salesmen, the fig- 
ure would more closely approxi- 
mate 15% to 20%.” 


® Calling it “perhaps the most 
flagrant example of this some- 
thing-for-nothing technique,” Mr. 
Harris related the following ex- 
ample: 

“(This company’s] vp for sales 
and advertising owns an ‘adver- 
tising agency’ on the side which 
buys all the [company’s] point of 
sale, probably with the usual 
agency commission for its clever- 
ness.” 

The agency then issues an in- 
vitation for entries in a compelt.- 
tion for its client’s annua! display 

(Continued on Page 103) 
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At NAB Regional Meeting ... 


Airing of Liquor Ads 
Sparks NAB Conflict 


Fellows Hits Policy 
Shift; Fehiman Warns 
on Ad Lib Ad Requests 


MILWAUKEE, Oct. 
liquor advertising raised its head 
at the regional meeting of the Na- 
tional Assn. of Broadcasters here 
today, with these developments: 


e According to a “disturbing ru- 
mor,’”’ NAB admitted, a “radio sta- 
tion in an eastern market has been 
actively soliciting agencies” with 
distilled spirits accounts. 

@ Another station—-WOMT, Man- 
itowoc, Wis.—in a rate card which 
becomes effective Nov. 1, made 
it clear at the meeting (though 
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not on the floor) that it will ac- 
cept “all alcoholic beverage adver- 
tising.” 


e NAB issued a _ statement in 
which President Harold Fellows 
blasted any broadcaster which 
would “upset traditional broad- 
casting policy” as “selling his 
birthright for a $20 bill.” 


s For the past 10 days or so, 
WCRB, Waltham, Mass., serving 
the Boston area, has been running 
daily two five-minute newscasts 
under the sponsorship of Federal 
Liquors. The commercials feature 
mainly Nuyens cordials and some 
vodka; the contract is for 26 weeks. 

When asked why his station had 
decided to accept liquor advertis- 
ing, Richard L. Kaye, manager, 
said: “Ours is a concert music sta- 
tion, and our audience is one notch 
above beer, so why not?” 

The station’s position on the 
matter was amplified by WCRB’s 
president, Theodore Jones, who 


said, 


“We have built up our sta- 


Ellerman j Quello 


Lo ema a heat an 


tion the long, hard way. We have 
a loyal, adult audience, which 
doesn’t respond to jarring jingles 
that drive them crazy, but which 


|does respond to adult level mes- 


14—The _is- | 548 
sue of whether or not to broadcast | 


es. 

“When Nuyens approached us, 
we saw nothing agaist accepting 
their cordials, or even hard liquors, 
for late (11 and 12 o’clock) news- 
casts.” The station was given a free 
hand in handling the copy. 

Both station men emphasized 
that good newspapers and maga- 
zines accept liquor advertising and 
asked why radio should not be 
able to carry the same kind of 
business as long as the appeal is to 
a strictly adult audience. 


® The station doesn’t view this as 
any sharp reversal in policy. Mr. 
Kaye reports that WCRB has 
been accepting much this sort of 
business “on and off” for the past 
four or five years. By “much the 
same sort of business,” he referred 
to schedules for liquor package 
stores and to a Cinzano vermouth 
schedule—part of a general spot 
campaign—in which recipes for 
various kinds of highballs were 
given. 

Currently the station is carrying 
spots for three package stores— 
Harvard Wine & Liquor, which is 
pushing imported wines, and No- 
lan Package Store and Glendale 
Package Store, both suburban re- 
tailers which are using radio to 
emphasize their locations as con- 
venient places for suburbanites to 
pick up their spirits, wines and 
liquors. 

The station has not received a 

(Continued on Page 104) 


Meyerhoff Wary of 
‘Psychoanalysis’ as 
Creative Ad Tool 


Cuicaco, Oct. 15—The phony 
use of psychoanalysis in advertis- 
ing, and some techniques and 
claims .of motivational research 
were blasted last night by Arthur 
Meyerhoff, president of Arthur 
Meyerhoff & Co. 

“Psychoanalysis is not magic and 
anyone who thinks it is, is sub- 
scribing to a myth,” Mr. Meyer- 
hoff told members of the Adver- 
tising Executives Club of Chicago 
in one of his rare public speeches. 
“Its success, and this is important, 
depends on the skill and the nat- 
ural endowments of the therapist 

(Continued on Page 106) 


= 


mee 


ae <a B pe 


= 
a 4 
ee 


Rg he 


Breider 


sorro—Getting a boot out of a remark by James Quello, WJR, De- 


troit, are Gene Ellerman, WWTV, 


Cadillac, Mich., and Arthur Brei- 


der, MGM-TV, Cincinhati. The trio was photographed at the Mil- 


waukee regional meeting of National Assn. of Broadcasters. 


IT’S ALL SO EASY—A departure from the usual “pretty picture” school 

of carpet advertising, this four-color spread in Life this month il- 

lustrates the “easy” pleasures of buying and owning a Firth carpet. 

Grant Advertising, New York, handles the account (see story on 
Page 28). 


Big Billings Don’t Necessarily Constrict 
Creativity, Doyle Dane’s Robinson Declares 


New York, Oct. 


think of another job I’d rather! what 
have.” That’s Phyllis K. Robinson | 
speaking, and a lot of people in| 


advertising probably would agree 
with her, for the job is copy chief 
of Doyle Dane Bernbach Inc. 

Mrs. Robinson was one of the 
original 12 reporting to work that 
day ten years ago when Doyle 
Dane Bernbach opened shop. Her 


title then, as now, was copy chief | 


—“‘which means I wrote every | 
word of copy in the place.” 

Today, as the only woman vp in | 
the agency and with 11 copywrit- 


ers in her department, the situa- | 
tion is quite changed. In fact, | 
that’s one of the things Mrs. Rob-| 
inson likes about her job—“lIt’s| 


always changing. 


“First there was the initial thrill | 
of being on our own and doing} 


what we wanted to do—of creating 
that big splash. At first everyone 
said: ‘Sure you can be fresh and 
original when you’re small, but 
how about when you're billing 
$10,000,000?’ 


= “When we got to $10,000,000 


Retailers Vie 
With Admen as 
Critics of Ads 


Four A’‘s Panelists Use 
Isolation Booth to Get 
Independent Judgments 


Cuicaco, Oct. 14—A series of 
national television and print ad- 
vertisements drew both praise and 
panning last week from _ three 
agency men and three retailers at 
the annual meeting of the central 
region, American Assn. of Adver- 
tising Agencies. 

The panel members included 
Robert L. Foreman, exec vp, Bat- 
ten, Barton, Durstine & Osborn, 
and Sol Polk, president of Polk 
Bros., Chicago, who judged appli- 
ance advertising; Edward N. Rob- 
inson, vp, J. Walter Thompson Co., 
and Henry A. Stine, founder of 
Stineway Drug chain, who ruled 
on drug ads; and Howard M. Wil- 
son, vp, Kenyon & Eckhardt, and 
George W. Jenkins, president, 
Publix Markets, Lakeland, Fila., 
who criticized grocery ads. 

The creative workshop was set 
up with one of the judges in an 
isolation booth and the other on 
the speaker’s platform. The ads to 
be judged were flashed on a screen. 
Then the judge on the speaker’s 

(Continued on Page 44) 


14—“I  can’t|then they said, ‘Okay so far, but 


about $15,000,000?’ Now 
we're over $20,000,000, and we 
think we can keep on being new 
and different no matter how big 
the billings.” 

Mrs. Robinson’s big challenge in 
the past two years has been tele- 
vision. She now spends about 75% 


Phyllis Robinson 


of her time on tv commercials for 
Chemstrand and Acrilan. Even 
though she heads the department, 
she still functions primarily as a 
writer, thanks to three copy group 
heads she has appointed. 

“It’s been most gratifying to ap- 
ply the principles of print to tv,” 
she told AA. And the “principles” 
she referred to are the ones set up 
by Bill Bernbach when he first 
started the agency. These decep- 
tively simple principles are: “First, 
do things in a different way, and 

(Continued on Page 108) 


ANA Study Shows 
Pattern of Increase 
in Magazine Costs 


New York, Oct. 14—A wealth 
of information on the nation’s 60 
leading magazines is presented in 
“Magazine Circulation and Rate 
Trends, 1940-1957,” latest study 
by the Assn. of National Adver- 
tisers. 

As reported briefly in Apver- 
TISING AGE last week, the study 
shows that cost-per-1,000 rates of 
most magazines have risen sharp- 
ly. 

The following is a more detailed 
summary of trends in the 11 mag- 
azine groups covered: 


= General Weeklies & Bi-Week- 
lies—Circulations of five books 
(Grit, Life, Look, The New Yorker 
and Saturday Evening Post) have 
increased every year since 1940. 
In every case, the newsstand pro- 
portion of total circulation has de- 
clined, although Grit still sells 
89.5% of its copies on newsstands. 


(Continued on Page 68) 
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‘Business Needs 


‘Tycoonmanship, 
Heiskell Says 


‘Life’ Publisher Hits 
‘Myopic’ One-Cause Idea 
in Marketing Research 


East LANsING, Micu., Oct. 15— 
Andrew Heiskell, publisher of Life, 
said tonight business men still have 
a lot to learn about market re- 
search. 

Accepting Michigan State Uni- 
versity’s 1958 marketing award to 
Life, he declared: 

“Management today, either due 
to improper or insufficient under- 
standing of the true function and 
value of research, through sheer 
laziness, or through the wish to 
evade responsibility in making de- 
cisions, far too often wants mar- 
keting research data only at the 
end of the line—where the data 
leads to the relatively simple, in- 
escapable conclusion. This is de- 
cidedly not a sound approach to the 
solution of management problems.” 

Mr. Heiskell, who noted that 


(Continued on Page 64) 


Court Says Denver 
Paper Didn‘t Have 
to Run Store’s Ad 


DENVER, Oct. 14—A Denver de- 


|partment store’s $5,925 damage 


suit brought because of an unpub- 
lished newspaper advertisement 
has been dismissed in U. S. dis- 
trict court here on a directed ver- 


| dict to the jury. 


Judge H. Joe Rawlinson ruled 


|that Smith Department Store had 


failed to prove that there was a 
contract in existence between the 
store and the Rocky Mountain 
News or that the store had suf- 
fered any damages. 

The suit—believed to be the first 
of its kind—would have set a pre- 
cedent for advertiser-publisher re- 
lations on any decision coming out 
of the court. Many rulings are on 
record which uphold an advertis- 
ing medium’s right to reject of- 
fered advertising, but this was the 


| first case in which a solicited, ap- 


proved and accepted ad was in- 
volved. 

Of top interest in the suit—to 
both advertisers and publishers— 
was the store’s claim for damages 
alleged to have been incurred 
through loss of business through 
non-publication of its ad. 


= In December, 1956, Louis E. 
Smith, owner of the department 
store, decided to try to boost sales 
with a special “Open this Sunday” 
sale. After being solicited by a 
News space salesman, he decided 
to run an ad in the newspaper on 
Dec. 9—a Sunday. 

In his suit, Mr. Smith claimed 
that both he and the newspaper 
approved proofs of the special 
Sunday ad, but the ad failed to run 
on the designated day. Mr. Smith 
said he hired extra sales personnel 
in the expectation of additional 
Sunday sales but that no custom- 
ers showed up. 

“As the sole and proximate re- 
sult of the defendant’s negligence, 
the plaintiff suffered pecuniary 
loss of business, profits and addi- 
tional expenses in the amount of 
$3,925 and was further damaged in 
the amount of $2,000 for mental 
anguish and nervous anxiety,” Mr. 
Smith’s suit charged. 

Attorneys for the News pointed 
out during the trial that the de- 
partment store’s ad was one of 
several that had been forced out 
of that issue by space limita- 
tions. + 
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Griswold-Eshleman 
Affiliates with 


Willis in Toronto 


CLEVELAND, Oct. 14—Griswold- 
Eshleman, which last year billed 
$10,220,000, has affiliated with 
Willis Advertising, Toronto, “to 
broaden its service to businesses 
with economic and marketing in- 
terests in Canada.” 

Charles Farran, president of the 
U. S. agency, said that “in mar- 
keting products beyond U. S. 
boundaries, experience has shown 
that a locally oriented, totally in- 
dependent attitude is most de- 
sired.”” John F. Davis, board chair- 
man, added that “with the St. 
Lawrence Seaway bringing our 
country closer to Canada, more and 
more businesses will be looking 
across the Great Lakes for future 
markets.” 

Bill Willis, head of the Toronto 
agency, said some of his accounts, 
which have U. S. interests, will be 
able to get marketing and other 
help from Griswold-Eshleman. 

Griswold handles several divi- 
sions of B. F. Goodrich, Thompson 
Products, U. S. Ceramic Tile, War- 
ner & Swasey and Youngstown 
Sheet & Tube among a long list of 
industrial accounts. + 


New Trading Stamp 
Plan Helps to Pay 
Insurance Premiums 


SEATTLE, Oct. 14—A new trading 
stamp plan that offers consumers a 
check made out to the insurance 
company of their choice as pay- 
ment on their usual insurance pre- 
miums began operation here this 
week. 

The plan is operated by Insur- 
ance Premium Stamps Inc., with 
headquarters here. It was tested 
first in Missoula, Mont., early in 
the year, and now is projected for 
ultimate nationwide operation. 

If the Insurance Premium Stamp 
plan takes hold in Washington it 
will be because the operators have 
found a way to circumvent the 
heavy licensing fee which has kept 
out trading stamp plans which re- 
deem stamps with merchandise. 

Trading stamps have never been 
a factor in Washington because of 
a law that requires a $6,000 annual 
license for each store issuing trad- 
ing stamps that may be redeemed 
for “goods, wares, or merchan- 
dise.” Officials of Insurance Pre- 
mium Stamps Inc. say that their 

(Continued on Page 108) 
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INSURANCE—Insurance Trading 
Stamps Inc. is using newspaper ads 


PACT—Signing agreement which links Griswold-Eshleman, Cleve- 


ae 


land, with Willis Advertising, Toronto, is Charles Farran, president 
of U.S. agency. Watching is Bill Willis, head of the Canadian agency. 


Famous Reynolds Line 
Still Pacing Strongly 
After 33-Year Hike 


New York, Oct. 16—-Is the old 
slogan, “I’d walk a mile for a 
Camel,” being revived by R. J. 
Reynolds Tobacco Co.? 

Inquiries to that effect were 
received by ADVERTISING AGE in 
the past few days. 

At William Esty Co., Reynolds’ 
agency, it was said that the 
slogan has never been dropped by 
the company. It is used regularly 
at least once a year, and has been 
since it made its first appearance 
on outdoor posters back in 1925. 

Currently, it is being used on 
side panels of 12,000 Railway 


Orient Mail Ads 
More Directly to 


Consumer: Simmons 


WILKEs-BarreE, Oct. 14—Direct 
mail 
creativity and must be oriented 
more to the recipient, Sylvia 
Simmons, associate creative di- 
rector of Sales Communication, 
New York, an affiliate of Mc- 
Cann-Erickson, told the Northeast 
Pennsylvania advertising and sales 
promotion conference here last 
weekend. 

Miss Simmons noted that in 
the face of today’s competitive 
conditions, direct mail “must 
work uphill to make itself heard.” 
She suggested the advisability of 
enclosing a small gift or novelty 
in each mailing. “Since we are 
imposing upon the good nature 
and privacy of customers when 
we wesite to them in their homes,” 
she said, “it makes sense to offer 
some inducement to listen to our 
message.” 

Suggesting six points to increase 
the impact of direct mail advertis- 
ing, Miss Simm. made these rec- 
ommendations: 


e “Convey one 

points.” 

e “Headlines should hit hart! 

e “Copy should be kept amb, 


|be promised, and they should 


advertising needs more)! 


| 
| 


| 


Camel's ‘Walk a Mile’ 
Gets Annual Workout 


Express Agency trucks in all 48 
states and in Alaska and Hawaii. 
Reynolds has been using advertis- 
ing panels on Railway Express 
trucks for the past 15 years, a 
spokesman at Douglas Leigh Inc. 
said, but the panels are changed 
every month. 

The old slogan also is being 
used currently on the outdoor 
spectacular of a man puffing a 
Camel in Times Square. This also 
is handled by the Leigh organiza- 
tion. 


= It’s curious how a simple in- 
quiry can lead to a major research 
project. How long has Camels 
been using the slogan? When did 
Camels first come out? Who origi- 
nated the slogan? 

Those are questions that can 
lead into a realm, sometimes 


(Continued on Page 16) 


Volkswagen No. 1 
New Car Choice, 
'U. S. News’ Finds 


Next Four Makes Are 
Chevy, Ford, Plymouth, 
Rambler, Survey Shows 


WaAsHINGTON, Oct. 15—The De- 
troit auto wizards who have been 
hopefully assuming the small for- 
eign car market in the U.S. is an 
off-beat market of atypical buyers, 
hence no serious threat to domestic 
car makers, will derive no joy from 
a small car market report just pub- 
lished by U.S. News & World Re- 
port. 

The market for small foreign 
cars is virtually the same market 
for new domestic cars—mostly the 
upper income managerial and pro- 
fessional families—the report con- 
cludes. Even in the various income 
brackets the percentage of owners 
of new small foreign cars closely 


ides. *ll, rather 
than attempt to ex several | parallels the percentage of owners 


of new domestic cars. 


ls Probably the biggest single dif- 


ference between the two markets 


|e “Only realistic benefits she —and it isn’t very great—is age: 


smal] foreign cars are most popular 


‘insult the reader's intelligence » vith a slightly younger group than 


} 


e “Avoid shouting unless you 
really have something to shwut 
about.” 


, @w domestic cars are. 


. Not at all surprising is the evi- 
sce im the report that small for- 


ee 


‘Let's Make It Beer, 
Let’s Make It Clear,’ 
Says L. A. Agency Head 


New York, Oct. 15—Two big- 
name advertising executives told 
the brewing industry here this 
week what’s wrong with its ad- 
vertising. 


e Emerson Foote, senior vp of Mc- 
Cann-Erickson, told the National 
Beer Wholesalers’ Assn. of Amer- 
ica that beer needs more industry- 


Aitkin-Kynett Adds 
Tasty Baking, Nears 
$10,000,000 in Billings 


PHILADELPHIA, Oct. 15—Aitkin- 
Kynett, which will celebrate its 
40th year in 1959, will probably 
hit a new milestone in billings at 
the same time. 

The recent addition of the Tasty 
Baking Co. account, which bills an 
estimated $750,000 a year, plus the 
expansion of a number of consum- 
er accounts acquired in the past 
several years, will probably bring 
the agency’s billings up to $10,000,- 
000 next year for the first time. 

Other newly acquired accounts 
which should develop in 1959 are 
Alan Wood Steel Co., Firestone 
Plastics division, Chicopee Mills 
division of Johnson & Johnson, and 
John J. Nesbitt Inc., manufacturer 
of industrial heating and air con- 
ditioning equipment. Fels & Co. and 
Carling Brewing Co. (Wilkes- 
Barre, Pa.) have been expanding 
their budgets each year. 


s While the agency would not con- 
firm it, Aitkin-Kynett reportedly 
has been named to handle a major 
division of an electronics company, 
which should add some six-figure 
billings next year. 

Actual growth of the agency 
stems from a “low point” about 
two and a half years ago, when the 
Esterbrook pen account dropped 
from its list. 

The agency credits its plan of 
team selling for the increase in 
business in the past several years. 
Three years ago, estimated billing 
for Aitkin-Kynett was about 


holding this figure for many years, 
considering it a eomfortable one 
and a profitable level. 


® This evidently was a pattern set 
by A. King Aitkin and H. H. “Doc” 
Kynett, founders of the agency in 
1919. Mr. Kynett is still active as 
chairman of the board. Mr. Aitkin 
retired about six years ago. Alan 
C. Smith is now president of the 
agency. 

More recent has been the estab- 
lishment of a public relations de- 
partment and the establishment of 
a special department to handle em- 
ployment recruiting advertising. + 


Korn & Co. Adds One 

East Coast Marketers, Salisbury, 
Md., has appointed J. M. Korn & 
Co., Philadelphia, to handle ad- 
vertising and promotion for its 
line of frozen vegetables and its 
new V for 1 line. V for 1 is a line 
of precooked, preseasoned vege- 
tables (enough for one person) 
packed in a boilable pouch with 
a pat of butter and then frozen. 


Richard Ziesing in ARF Photo 
On Page 96 in a photograph 
|taken at the Advertising Research 


$5,000,000. The agency had been) 


Push Beer on Industrywide Basis, 
Foote, Stebbins Urge Wholesalers 


wide promotion. He suggested that 
a $20,000,000 industrywide cam- 
paign should be planned and then 
tested in two or three areas 
“to establish whether a nation- 
al campaign of truly important 
dimension would raise the level 
of beer consumption.” He also sug- 
gested that labor union participa- 
tion should be worked out in con- 
nection with such a promotion, 


e Hal Stebbins, president of the 
Los Angeles agency of that name, 
accused brewery industry leaders 
of having been “so busy battling 
each other’s brands that they 
have forgotten to fight for beer’s 
place in the sun as 9 commodity.” 
He also declared that current beer 
advertising “can stand consider- 
able face lifting, with new emo- 
tional and pictoriai appeals, even 
if you have to invent them.” 


s “I do not believe that the mar- 
keting problem of the brewing in- 
dustry will begin to be solved,” 
Mr. Foote said, “until a potent in- 
dustrywide marketing. effort is 
launched. 

“Let me point out that an ad- 
vertising appropriation of, say, 
$20,000,000 represents an expend- 
iture over a whole year’s period of 
only 40¢ per family in the U. S. 
Total advertising in this country 
now exceeds $10 billion a year 
and represents an advertising ex- 
penditure of $204 per U. S. family 
per year. That is, every family in 
the country, now, has aimed at it, 
in a year’s time, $204 worth of ad- 
vertising. 

“So, if one should plan to spend 
$15,000,000, $20,000,000 or $25,- 
000,000 a year for an entire indus- 
try, one is spending only 30¢, 40¢ 
or 50¢ to make an impression on 

(Continued on Page 64) 


Florida Citrus 
Hikes Budget as 


Big Crop Is Seen 


LAKELAND, FLA., Oct. 15—The 
Florida Citrus Commission today 
instructed its staff and its agency, 
Benton & Bowles, to make recom- 
mendations for spending an addi- 
tional $700,000 in advertising funds 
to help sell the 1958-59 crop of 
oranges, grapefruit and tangerines. 

A $3,000,000 campaign, leaning 
heavily on tv, was approved at the 
September meeting of the state 
agency, which at that time de- 
cided to hold $700,000 in reserve. 
However, a U. S. Department of 
Agriculture estimate of a heavier 
crop than expected prompted the 
commission to make the reserve 
funds available today to strengthen 
the promotional effort. 


= Also unveiled at today’s meeting 
were plans for the $1,500,000 mer- 
chandising campaign which will 
back up the advertising program. 
More than 50 field men are em- 
ployed by the commission through- 
out the country to promote in- 
store activity in behalf of fresh 
and processed citrus products. The 
merchandising activities will be 
built around four special promo- 
tions during the season. 

In a policy statement for the en- 
tire commission, Chairman J. R. 
Graves, Vero Beach, declared that 
the citrus industry needs to carry 
out “sound and orderly planning in 


| Foundation meeting, the gentleman the field of advertising, merchan- 


identified as Richard E. Deems of | dising, research and quality stand- 
& cars are doing exceedingly Hearst Magazines is actually Rich-| ards” as a buttress against threat- 


like this in the Seattle area to pro- ¢ “Above all keep your copy w# i in the two-car family market. ard Ziesing Jr., vp and advertising| ened overproduction within the 
\director of Ladies’ Home Journal.' next two or three years, # 


mote its new plan. 


iclear.” = 


(Continued on Page 48) 


SINE amis: Dy. 5 RE ee se ga Og ie ae = Coe <a” i ees vee we. ccna aah ie ree St orig tee ee I hy" 65) uy see 
: ee ol " v Sse ; sae es j ye ‘ Se ene oes, ee ea oa ae sik a2 yale Ie 
pie 4) thc : x ogi < : Dire Al : meg coe 1 ae 2 oe 
ua, ‘ 
me ee 3 E 
. i Oe ae pe bi be», eee 
Gane Be aH “a. oe ae 
‘ ae aa’ ae ie ae a ggg j ee 
7 | a 4 . ee ae! 
ed ake “ | we : 
pe oe Re teil ——— a * ca 5 
a a. be Ox im : ; 
a | 2S ae Cig a ri ee a: Cee : vee 
ay ao aaa indautiues } a ie es eg aie => ea S i : 
‘ hes = Yip ryrie: a y alee ‘ ele Cer 
4 aeatives ' at Fe i a gate tur = 
ee Sb age, ic saat i oe «a i Fi! ° vena e 
tg _— ; Pee rene Res 2 aes met: 4 . ges Pes 
an Re rite a eee ee ee: Aa fale. 
a TS les Juha a ae ne “opie 44 ; mes, Sie ae Bylo 
e et rte ew. Oe aaa & ieee wit eR ai aig 
ma Sy te iain a ; >a a A ee om - Ri oe ay ‘ Gas 
Ff cae re Ogee lene ae ee anne 
am aa f, “Sie ss ARETE Fas = i j as 
Ee ‘a A maak Si, a ok f Bie 6 = Ee 
= ee Rts Fe RS, an ae He ; ee R ip 
: a eee ae aoe oo ae 
ae oe . 4 ie ed Beer ee gear Ss ae 
ip c ; Ren es ee Ete Paice as Sag woe 
es 5 = She ae: hee eer: cea a ee See, Re it 
% = pi, Flew ee ee ae 7 SU tay : a 3 et 
— tie he ees eS ae : wig ae 4 a eee 
2 | BENS ORE Cogeco ee SIR a ae ae 
ay ¢ Bieeesee |. Megane = I 4 z Fee beers 
; ee ad ho Sa a a Bic! 
a a og eee fee ! —— oe 
Foe ee in... on Pll Tide eae tae ES. ee 
eon at iy, MS ee oe CO Sa ig Ct ae big aoe — bes 
ry = ef frie seesed ae a is fe * j here, oe ‘ 
ag ~<\chcteaen ee: a ; pee 
Fai , . : | pita 
- o rr 
bes Pepa 
a 7a 
ae 
& 
7 a 
mg agg 
= es 
ah Bs 
os | Cae a 
pe eC) 
a ao 
a ie 
ee | tee 
bag 
Ole ; — 
Bes) | tials 
RG pe. 
ie | zs ce 
ne * ie Sa 
| 4 
ah 
Ret ae 
Phy Ns, 
zy in 
ae : . 
oe Wy oe 
fg a 
ae ou utes 
eS oan te 
ated Deh ats 
ey eat 
bet : iy 
Le 
= ne 
Bir itis sat eee tae 
ig ees 
ae | anise 
3 nas 
¥ 
| a 
Bs ieee. 
* | ie 
ie | - Se 
ba gee 
WE | za Pa 
ee ~~ MaRS YOUR OPPORTUNITY | aes 
ft 7 > TO SAVE “WHSURANCE STAMPS” | Deere as 
ad : ~ -- THEY HELP Pay au oat 
i = > OF TOUR INSURANCE PREMIUMS. | ake! 
- | BK 
- cee. 
bia | ie 
eal jae 
ese ae ty 
Agee Pirie ons 
mh veh 
es ae 
oar : sided 
Bey VY Ae ich 
ye ae 1 bain gs 
ian: \ y es fe 
ie HY j Stale 
= a] ‘ c~ 
— a be 
<5 Sy = Pom 
a i el d ' y @s Pia, 
7 yea ¥ : — sae 
aan 4 oe 
we . Petal 
a — ar 
ene pases ANCE TAMIL MR CE TRON we x 
a $f 00 Oy tnd eens Ret om Oe eee hem ‘ae 
go ofl A TR ee ee ee ats 
Pe s ee te tm tem ean, 
BP NX can ws ton the an eet 7 
a a be 
ha - mewmanecs Sram 
‘ | i ee ; 
. ys 3 ~ Comey, Ae @ Bee © ree Gee 
¥ o ee One one 
Faby Or ot mene Be ey ON om ome tw 
: ommmeneuse anetns 
z etl 
D4 to ewe Heme oe 
t 
~~~. ee Se ees 
: a nie 
a i: s Jee zs 
ed, " — Is 
: . ahs 
Fe | a | (NSORARCE PREMIER STAMPS, ine ay 
i ae 
a so 
oe ig 
A a a 
Se so 
oe fe ed 
ae ee 
Rite, mae 
ele ee 
one t 
a ae : 
ia oe 
a “ 7 
we +. ; ‘ } a 
. t ; P aaa 
. a “ - mos e . s - nde <thse - at < le # 5 4 me « 3 i as Pham « , My ~ mi 
or os “3 ae ae Aw Ne aE gate crease ee, m3 Sap ig ge hee oe sid a eres 20S ghee a i at eae oe ee a enh pon cpt uty, sae san neva ws e SAC Sima eh dew Bae a oo at x ee ps ade hr a cities | s + 
; p pit Sieg Sas a cer haa oan een aoe Re On Ce ae nae RRS eRe Benn el a Ce MEL Cares SUMMING nn MR a ona cits SR cm a rr aa . 
«of Ks Be ee Se alent res BeNOR Be ce naa age Wipers fa =§ eee Ee Stat, Coe Ney ere ree Ae Taro pee RA FS, ya ; : 7 mI 
- RG a as eR a RL AO a Be “a pce Brena eee Uae SS Race SUE ay OL ee gat a RE rege SLY NW ig heteed ar a bcm DATS ett Saas aie he ee ee ' co) ey rol 7 
I ie ie ae ate ee Re aa Me aa ict ee gC hey aa, WS Bact Ay ae aN ia aang) bmn ta et ge ot eeelea a MMe ek ea Lr aa | 


GM's Motorama 
Is Biggest Show 
on Broadway 


New York, Oct. 16—The biggest | 


show in town wasn’t “The World 
of Suzie Wong,” or any of the 
Broadway theaters. The biggest 
show in town wasn’t “The Roots of 
Heaven,” which Darry] F. Zanuck 
opened at the Palace, or in any of 
the Times Sq. movie houses. The 
biggest show in town was at the 
Waldorf-Astoria, where General 
Motors was laying down its $1 bil- 
lion bet on the 1959 model line at 
the Motorama. 

In the Waldorf’s ballroom, no 
fixture was recognizable. From 
fixtures to ceilings to doorways to 
carpeting, every detail] had been 
changed to enhance the kickoff of 
the new model year. On the stage 
a revue was mounted. In the run- 
ways surrounding the ballroom 
there were displays of power steer- 
ing, the Firebird III single acceler- 
ation-steering-braking control, air 
suspension ride, automatic guid- 
ance systems, etc. On huge pivot- 
ing arms, 4,000 lbs. of motor car 
were swept high over the heads of 


| the audience, allowed to sparkle in 
| the spotlight like a jewel in the 
fi 


ingers of a jeweler, and deposited | 


neatly on stage. 


® “Imagination-in-motion,” the 
| chorus caroled, while the orchestra 
kept painstaking track of proceed- 
ings on stage and followed cues by 
| watching a closed-circuit televi- 
sion screen. In between times, a 
huge Vista Vision screen showed 


desert test center, and in planning 
and mockup stages. 

But behind all the razzle-dazzle 
and showmanship was the most 
determined selling effort of any 
postwar Motorama. If the onlooker 
took serious interest in a car, a 
dealer representative slid over to 
him and began to explain the fine 
points. 

Significantly, aside from the 
Firebird, there were no experi- 
mental models on display at the 
Motorama. This year’s emphasis 
is on production models—cars peo- 
ple can buy. 


® Meantime, the promotional tech- 
niques were in full swing: Radio 
spots around the dial, full pages 
and 1,000-line ads in New York 
dailies, a closed-circuit broadcast 
(via Theatre Network Television) 
for 20,000 dealers. Campopell- 


Ewald Co. is the agency for Mo- 


the streaking Firebird III at GM’s| 


,torama this year. 


| As usual, the giant motor com-| 
pany was active on the public re-| 


lations and psychological front. 
It presented dramatic forecasts by 
its new chief executives, Chairman 
Frederic G. Donner and President 
John F. Gordon. The estimate of a 
5,500,000-car year in 1959 was 
made. New plant and equipment 
expenditures, often forecast at this 
time of year, were soft-pedaled. 
Mr. Donner said they would be 
made later if the occasion warrant- 
ed it. The smaller car was de- 
scribed as somewhat nearer in 
|GM’s planning, but no definite 
| date nor data were supplied. Deal- 
|ers were told of their “community 
of interest” with auto manufactur- 
ers. 

The big show wheels out of New 
York Oct. 22. It opens in Boston 
Nov. 8 in Commonwealth Armory. 
Only these two cities are currently 
}on the schedule; in previous years, 
|Motorama has usually made four 
or five cities. + 


Gorman-Rupp Names EWRR 

Gorman-Rupp Co., Mansfield, O., 
maker of centrifugal pumps, has 
appointed Erwin Wasey, Ruthrauff 
& Ryan, Pittsburgh, to handle its 
advertising, effective Dec. 4. Gor- 
|man-Rupp formerly was handled 
|by Fuller & Smith & Ross, Cleve- 
| land. 


economy.” 


Mr. Gordon writes, “Business newspapers of 
Canada have an important job to do on behalf 
of our increasingly industrialized society. Cer- 


“Business newspapers 
contribute much to 
the growth and 
Stability of our 


President, A.V. Roe 
Canada Limited, 


tainly in a group of industries as widely diver- 


sified as those in A. V. Roe Canada Limited 
there is a keen awareness of the necessity for 
dependable reporting and interpretation of signi- 
ficant developments wherever they may occur.” 


Canadians.” 


CRAWFORD GORDON, 


A. V. Roe president, Gordon, concludes, 
“The creators of both editorial and adver- 
tising pages in our business press share an 
important responsibility toward their fellow 


BUSINESS NEWSPAPERS ASSOCIATION OF CANADA 


137 Wellington Street W., Toronto, Canada 


- « + Circulation independently audited . . . edited to highest ethical standards. 


Direct 
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Highlights of This Week's Issue 


Kiekbacks by film companies to agency | Wall Street Journal selis itself to adver- 


buyers of tv commercials is called| tisers as a consumer ‘neu.um ...... Page 22 
evil” by some, “not so serious” by | 
UN i iii eccs em Page 1 Fred Niles Producticns buys Kling Film 
Enterprises facilities ....0..0....... Page 24 
Point-of-Purchase Advertising Institute 


convention hits “speculative presenta- CBS Films derives %»"~ of its income fror 


tions” as “something for nothing” con- foreign sales, says it is leading film 
cept Page 1 seller overscas, sveks to firm up 
lead . Page 30 


Merger is the answer to pains afflicting 
agencies today, agency consultant Rob- 
ert C. Durham tells western regional 
conference of the Four A's ........ Page | 


| Light humorous tevch helps overcome 
housewives’ “‘c. mercial barrier” to 
radio commercials, Stan Freberg says 
in current issue cf Advertising Re- 
ITN © neice cotnsesessisnepitosanaiesintiet Page 31 


Broadcasters are accepting liquor ads, 
and this fact creates a to-do at the Na- 
tional Assn. of Broadcasters regional 
meeting in Milwaukee 


Concentrated selling in single market— 
via Boston tv and newspapers—hikes 


Blackst i 30% 
The phony use of psychoanalysis in ad- meee cigar dalen 30% 


vertising and some motivational re- 


$4,000,000 fall ad and merchandising pro- 
search techniques are hit by Arth: 


gram is credited witn 15.6% gain in 
Meyerhoff, head of Arthur Meyerhoif Norge home appliance factory sales in 
& Co. 2) third quarter Page 69 


Big billings don’t keep an arcenc. from | Co-ep ad allowances are a “gift horse” 
being fresh and original, \. ~ + iyllis} more like « “Trojan horse,” John O. 
K. Robinson, copy chief © "loy. 3.0 Whitney writes, in repiy to Advertising 
Bernbach, SAYS  ....-:ccccccececeever : Ase ediiorial Page 86 


ase x} 


ac | The prefabricated retail store is on its 


way, E. B. Weiss says ................. Page 86 


Newspaper doesn’t have to ru: in 
it has accepted, court rules in depar‘t- 
ment store’s suit against ncws paper 
because its ad was forced out >f paper 


by space limitations. ................... Page 2 REGULAR FEATURES 
Admen, retailers take turns on panel Advertisi: Market Plac 

as aad it “ae tasteless bah te Preenneweny: ~ BUDD. siattcibibaneneteh = 

criticizing advertisements ........... Page 2) along the Media Path 00.0.0... 66 
Camel’s “I'd walk a mile” slogan, stil) | Att Director’s Viewpoint ............................ 92 

going strong since its first use in 1925, Coming Comvemtioms .0.0......0.......cccccccee cri 


gets its annual workout, and AA con-| Consumer Magazine Linage 
ducts a little research on slogan’s his- | Creative Man’s Corner 


gl te iB Sa IE 2 TO no ENG, SE TEE PPD dectecctnsccenneqnntttnenttntncocessvseveptanneserncems 92 
Two top advertising executive -—Emerson ne eae re heath 12 
Foote ani Hal Stebbins—urge brewers | © - y Bo “1 SED sadhiibithoniepsiiciigenis 90 
to promote beer on <1 industrywide | etting Persona’ Sage aes id 
SRI en TT Page 3| Mail Order & Direct M aes 28 

| Merchandising Ideas ..... . 3% 


Market for small foreign cars is virtually | Obituaries 
the same as the market for domestic 
new cars—upper income managerial and 
professional families—U.S. News & 
World Report study shows 


8, 46, 52, 196 


On the Merchandising Front 
Peeled Eye Dept. 
Photographie Review 
Production Tips 
Rough Proofs 
Salesense in Advertising ................ 
This Week in Washington 
Voice of the Advertiser ......................... 
What They’re Saying .......ccccccccccccccceceecceceees 


Mail needs more creativity and 
must be oriented more to the recip- 
ient, Sylvia Simmons, associate crea- 
tive director of Sales Communication, 
says Page 3 


“This is the size we use in the 
Growing Greensboro Market!" 


Play your major sales chords where they reach receptive ears—in 
the Growing Greensboro Market, and it’s a mighty grand piano 
you'll be playing. Our metropolitan market ranks second in the 
South and fourth in the Nation in per family retail sales. One-sixth 
of North Carolina’s population lives in this prosperous market and 
accounts for one-fifth of the state’s $4 billion annual retail sales. 
You'll set a high note sales-wise by using the Greensboro News and 
Record. Over 100,000 circulation daily—Over 400,000 readers daily. 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market and selling influence in over half of North Carolina! 


Sales Management Figures 


Greensboro 
News and Record 


e GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
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If you are looking for a market 


PRIMED 
read what Sl diag ; 
winning 


far 
m editor, has to say about 


N 
EBRASKA and WESTERN IOWA 


Town and County 


Nebraska Enjoying Best 
Agricultur al Year in History 


There’s little question that | ing for record per-acre aver- 
1958 is going to go down in| ages in poth corm and grain 
the books as the best agri- sorghum. And Nebrask@ 
cultural year ever in Nebras- heads the nation in the pro- 
ka. duction of all hay- 


And Nebraskans are going) The story is the same 49 
to cash in on this prosperity western lowa, where farmers 
as never before. For the| will tackle 4 record corn 
fest three-quarters of the|crop with all the zest of 
year Nebraska farm income | an Oklahoma guard on a 


nationally, farm income was | 
up 11 percen | The rancher is sharing in 


t compared tO) 
the year pefore. | the prosperity as bumper 
‘ | crops mean a continued 
Estimates are that Nebras-| strong demand for feeder and 
kans will receive, from cash | stocker cattle. G ood market 
receipts and Government Pay” | prices for poth cattle and 
ments ® total of $1,188,000,- hogs have aided that demand. 
900 dollars — surpassing the 
ord of $1,186,900,- Take the word of a Nebras- 
900 in 1951. Last year the ka farmer, who for 58 years: 
total cash receipts were $984,- | has produced COFn, “This is 
608,000 in Nebraska. my best crop ever.” And that 
: pretty well describes things 
In the field, Nebraskans | out Nebraska Way: 


DON MUHM 
World-Herald Farm Editor 


Don Muhm 
was recently honored as the outst 
utstanding 


have already set -act newspape : 
a ne we pact eines Deno writer in the Unit 
g Don Muhm, Th ood: Trade Ascoctall ited States by th 
els) for wheat. They're head- parm Editor. e Nebraska Associatio erie He also fs. F 4 
n of Soil and Wate eive 
r Conserva- 


tion District's Disti 
eaetempelsl istinguished Service Award for h 
° r is coi, 


No other si 
ngle medium T 
coverage of this vi um can ae 
sees e World-H : 
» prosperous mark nige p 
et where 1.6 


million 
people have 2.4 B 
4 BILLION doll 
ars to spend! 


) 


O 
maha World-Herald 


248,725 Daily 


ABC Publishers’ Sta Y 
: tement, six m : “ 
onths ending March 31, 1958 

a & Ormsbee, Inc., National Representatives 


New York - Chi 
ic¢ago - Detroit - Los Angeles - San F 
rancisco 
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This Week in Washington ... 


Curacao Denies ‘Squatter’s Rights’ 
Are Valid in Liqueur Marketing 


By Stanley E. Cohen 
Washington Editor 


WasHINGTON, Oct. 16—It isn’t as 


explosive as the Quemoy situation, | 


but Curacao vs. U. S. continues to 
simmer. That’s the controversy, 
you may recall, over the use of the 
term “Curacao liqueur” by Amer- 
ican rectifiers, who make a domes- 
tic version of the famous Caribbean 
aperitif. 

Curacao claims the genuine arti- 
cle requires the peel of a special 
green orange grown exclusively in 


Curacao. But last April, our liquor | 


authorities said U. S. companies 
have used the term for so many 
years that they won’t intervene at 
this late date. 

Now the maneuvering has shifted 


to the State Department, where 
Curacao complains its opportunity 
to compete is endangered. It pro- 
tests, “We do not agree that in- 
fringement for the past 22 years 
constitutes a license for continued 
encroachment.” 

While Curacao is officially confi- 
dent its views will prevail, pre- 
sumably the case could drag on in- 
definitely in the hands of some UN 
commission or an agency concerned 
with international conciliation. 
Meanwhile a competent adman 
might show Curacao that there are 
more effective ways of handling a 
problem of this kind. 

One of these would be to use an 
imaginative advertising campaign 
directed to people who buy li- 


queurs. If the product is as good as 
Curacao claims it is, a good cam- 
paign might recoup the market 
long before the striped pants set 
stops haggling over proprieties. 


Federal Trade 
Food Probeto Commission 
Be Lengthy One economists who 

are embarking on 
an investigation of competitive 
practices used in marketing food 
aren’t likely to run out of work in 
the foreseeable future, for their 
assignment is so broad the work 
could go on and on, 

FTC said it needs the study be- 
cause so much of its work centers 
in the food industry these days. 

It told the staff to look into “the 
integration and concentration of 
economic power” at the retail level, 
but added that the study should 
also include “investigation and 
study of corporations operating as 
wholesalers, manufacturers, dis- 
tributors, brokers or otherwise con- 
cerned with the distribution of 
food products in commerce to the 
extent that a consideration of their 


I 
=] 
gs 


organization, business, conduct, 
practices and management is rele- 


vant.” 

While it hasn’t 
FCC Eyes been in the head- 
Nets’ Practices lines, the Federal 

Communica- 
tions Commission has moved slow- 
ly ahead with its investigation of 
television programming. While the 
commission does not license pro- 
gram sources (including net- 
works), its staff is trying to find 
out whether there are business 
practices in the industry which 
give certain kinds of programming 
an advantage over others. 

in the past few days, FTC staff 

personnel have been in New York 
looking into programming policies 
of CBS and ABC. NBC is next on 
the list. Much discussion centers on 
the question: “How do you decide 
what you will carry and what you 
will reject?” 

With each pass- 
Slump Gone, ing day, adminis- 
Says Mitchell tration officials 

become less and 


less restrained in proclaiming the 


ARE YOU COVERED IN TODAY’S AND TOMORROW'S 


CHANGING MARKETS? 


the subject consistently proven to be of top interest to all who 
engineer, operate, and maintain industry's leading plants and 
who design and develop the products they manufacture. 


than when industry's top specifiers and buyers are LOOKING 
for current product needs . .. reader verification indicates 


that 97.5% use IEN for buying reference. 


DETAILS?... 


READ FOR ONE PURPOSE ONLY... 


by 70,271 product selectors in the 40,092 largest, most active 

plants in all 452 manufacturing industries . . . insuring saturation 
of your known markets... PLUS opportunities to fish for 
NEW markets rapidly developing NOW. 


FOR YOUR PRODUCT ADVERTISING?. 


than where 70,271 specifier and buyer readers are LOOKING for 
current product needs... reader verification indicates 

that IEN is checked regularly by 86.0%, and occasionally 
by 13.6%, for product information. 


a 
» 


and at a cost of less than $200 per month because you need 
no display . . . just a brief, factual-description of your product! 


Write for *THE 1EN PLAN" and NEW Media Data File. 


Industrial Equipment News 461 gighth Avenue, New York 1, N.Y, DY... GD 


Thomes Pyblishing Company 


Affiliated with Thomas Register 
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end of the recession. Today, for 
example, Labor Secretary James P. 
Mitchell has a release with the 
headline, “Mitchell says economy 
headed for most prosperous time in 
history.” 

The release does not elaborate 
about the bonanza which is ahead 
of us. But it makes a good deal of 
the fact that housing starts in Sep- 
tember were at a rate of 1,220,000 
units, the highest of any month in 
three years. It also emphasizes: 
“Continued strong improvements 
in employment, the average work 
week, sales, personal income and 
production all point up the fact 
that the recession is behind us and 
receding into the past very rapid- 
ly.” 

Postmaster Gen- 
Postal Boost eral Arthur Sum- 
‘Eased’ Deficit merfield is also 
electioneering. In 


a 20-page speech, he handles a va- 
riety of problems ranging from 
Russia to taxes, labor rackets and 
inflation. On postal matters, he 
warns that deficits would have 
topped $1 billion if the adminis- 
tration had failed to get a rate in- 
crease. He spotlights the current 
emphasis on better service, point- 
ing out that 2,500 post offices have 
been built since he took over. 
“Next year,” he adds, “I will ask 
Congress for appropriations for the 
mail handling equipment for ap- 
proximately 12,000 badly needed 
post offices we expect to have built 
with private capital throughout the 
nation.” 

Census Bureau’s 
Mobility Rate latest study of 
Holds Steady population mo- 

bility shows that 
roughly 33,000,000 U. S. residents 
changed homes in the 12-month 
period ending in March, 1958. 
That’s 19.8% of the population, and 
it is almost identical with the re- 
sults of similar studies which have 
been made annually during the 
past decade. About two-thirds of 
the movers stay within the same 
county. Of the remainder, half stay 
within the state, and half go be- 
yond state lines. Series P-20, No. 
85 is 25¢ from Bureau of the Cen- 
sus, Washington 25, D. C. + 


NNPA Sets Central Region 
Meeting in Detroit Oct. 26-29 

The central regional meeting of 
the National Newspaper Promotion 
Assn. will be held in the Hotel 
Whittier, Detroit, Oct. 26-29. High- 
lighting the program will be talks 
by Byron Nichols, marketing vp 
of Chrysler Corp., and Edward 
Rothman, advertising and sales 
promotion manager of Ford Motor 
Co., and a panel discussion by 
three retail advertising executives: 
W. F. Chrissman, S. S. Kresge Co.; 
William Bond, J. L. Hudson Co., 
and James LeRoy, Kroger Co. 

Also on the program will be a 
demonstration of audio-visual tools 
and techniques, a seminar on 
newspaper promotion problems 
and samplings of newspapers’ ra- 
dio-tv commercials. 


‘PF Reporter’ Is in Indianapolis; 
Boosts Rates, Guarantee 

Howard W. Sams & Co., which 
headquarters in Indianapolis, not 
Cleveland, as reported in a story 
about mergers of electronic main- 
tenance publications (AA, Oct. 6), 
has issued a new rate card for PF 
Reporter, effective in January, 
1959. Rate for a b&w page, one 
time, will go from $675 to $795. 
Guaranteed circulation will be in- 
creased from 50,000 to 70,000. 

The company reports that as a 
result of the integration of Elec- 
tronic Servicing into PF Reporter, 
the press run for September and 
October jumped from 65,000 to 
82,000 copies. 


ABP Adds Two Publications 
Petroleo Interamericano, Tulsa, 

and Wholesale Drug Salesman, Du- 

luth, have joined Associated Busi- 


hess Publications. 
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At NAB Meeting ... 
Stations, Not 


Admen, Must Run 
Programs: Bartell 


Fellows Reiterates 
Disapproval of Putting 
Hard Liquor Ads on Air 


MINNEAPOLIS, Oct. 17—The cur- 
rent overflowing volume of criti- 
cism of music programming by 
radio stations is largely beside the 
point, according to Gerald A. Bar- 
tell, president, Bartell Family Ra- 
dio, Madison, Wis. 

Discussing current trends in 
music programming at the Nation- 
al Assn. of Broadcasters’ regional 
conference here yesterday, Mr. 
Bartell said current programming 
meets current needs and undoubt- 
edly will change as needs change. 
But changes will be made by pro- 
fessionals at radio stations, trained 
to develop audiences, and not by 
critics, advertisers or advertising 
agencies, which have never been 
responsible for gathering a radio 
audience. 

“The moment the advertiser is 
permitted to tell radio how to pro- 
gram,” said Mr. Bartell, “at pre- 
cisely that moment we are giving 
aid and comfort to every compet- 
ing advertising medium. 


s “Program policies now are a 
local problem, and the job of 
building audiences must be done 
right in our own operations,” he 
said. “A whole new generation of 
program and production people 
are shaping the sound of radio to- 
day. They work for a valid radio 
audience, not for the radio critics.” 

Change, Mr. Bartell said, is the 
one certainty in programming. 
“Today’s news and music may be 
yesterday’s radio,” he said, “just 
as the old network show was sup- 
planted by a new concept of broad- 
casting.” 


= In his report to the conference, 
Harold E. Fellows, president of 
NAB, went out of his way to reit- 
erate his statement made in Mil- 
waukee earlier this week (see sto- 
ry on Page 2) decrying the carry- 
ing of hard liquor advertising over 
the air waves. + 


Raytheon Forms New 
Unit, Sets Ad Push 


New Yorxk, Oct. 16—Raytheon 
Mfg. Co.’s newly formed distributor 
products division has announced 
what it describes as a “program of 
tradition-breaking policies aimed 
at outmoding past and present in- 
dustry practices.” A number of new 
staff appointments also have been 
made. 

In addition, the new division will 
launch a new advertising campaign 
in about 20 business papers using 
the theme, “Raytheon breaks with 
tradition.” 

Walter B. Snow & Staff, Bos- 
ton, which formerly handled Ray- 
theon’s electronic products and 
tubes, will handle all advertising 
for the new distributor products 
division. Donahue & Coe, New 
York, continues as the agency for 
the manufacturing company. 

John T. Thompson, manager oi 
the new division, who joined Ray- 
theon in June after 19 years with 
General Electric Co., says that cre- 
ation of the new division by Ray- 
theon “‘is the first time in electronic 
parts distribution that a major sup- 
plier has formed a distributor parts 
division with full responsibility 
and all the needed manufacturing 
and merchandising resources te 
team up with the independent parts 
distributor.” # k 


Dodge Switches ‘59 |) 


Media Emphasis from 
‘TV toNewspapers | 


| Derrorr, Oct. 16—Print adver- 
|tising appears to be getting in- 
|creasing emphasis in the 1959} 
Dodge automotive campaign while 
the percentage devoted to tele- 
vision has dropped. 

Dealers and other industry ob- 
servers point out that this media 
planning is at some variance with 
a principal Dodge competitor, the 
Buick line. And it is Buick which 
temporarily averted a public dis- 
pute with the newspaper business 
last month, because of its media 
planning (AA, Sept. 29), by asking 
all sides to hold fire until after 
Buick’s introductory period. 

The 1959 Dodge campaign an- 
nounced recently by W. D. Moore, 
director of advertising and sales 
promotion, includes more than 
2,600 daily and weekly newspa- 
pers, four-color pages in 11 general 
|interest magazines, plus pages in 
| four automotive business papers, 
jradio and transportation dealer 
advertising. Television is concen- 
trated in Lawrence Welk. 


s No actual billings or percent- 
age breakdowns were given in the 
announcement but it’s thought 
that while television once again 
will get the big end of the budg- 
et, there is a percentage drop of 
10% or more in the amount de- 
voted to that medium. Further, 
while Dodge’s entire 1959 budget 
is probably down, the print alloca- 
tion seems to be up about 7% over 
last year. 

Several other factors illustrate 
an apparent trend by Dodge from 
its television property, in con- 
trast with the Buick program, 
where presumably equally scienti- 
fic media research produced a 
contrary reaction. 

Dodge has cut its Lawrence 
Welk tv sponsorship by one-third. 
Last season it sponsored an hour- 
and-a-half of the orchestra leader 
—the “Dodge Dancing Party” on 
Saturday night and co-sponsorship 
with Plymouth on Monday night’s 
“Top Tunes & New Talent.” 

In June, Dodge decided to drop 
the Monday segment as of last 
month. 


® Dodge declined to join with 
Plymouth last month when that 
Chrysler division moved Welk into 
radio simulcast for stereo sound 
purposes. 

Mr. Moore explained it by com- 
menting in print that the Saturday 
show “has stood on its own merit 
and has enjoyed good ratings for 
over three years. We don’t believe 
the show needs a radio simulcast. 
Also, we don’t want to put all our 
‘media eggs’ in one basket.” # 


‘American Aviation’ 
Orders VAC Audit 


for Two Publications 


WasHINGTON, Oct. 16—American 
Aviation Publications Inc. an- 
nounced today that two of its mag- 
azines, Armed Forces Management 
and Air Cargo, will be audited by 
the Verified Audit Circulation Co. 

Since American Aviation Pub- 
lications Inc. has an Audit Bureau 
of Circulations audit for Missiles 
& Rockets and a Business Publica- 
tions Audit of Circulations audit 
for American Aviation, it becomes 
the first publishing company to use 
three different auditing services. 

Leonard A. Eiserer, vp and gen- 
eral manager, said the decision to 
use a VAC audit was initially 
based on cost considerations. 
American Aviation Publications 
Inc. has published Armed Forces 
Management and Air Cargo fer a 
relatively short time and previous- 


EASY ON THE WATER—A newspaper 
campaign for King’s Vat Scotch 
will break Oct. 20 in the New York 
Times and New York Daily News. 


Nichols Succeeds 
Mayes as Editor of 
‘Good Housekeeping’ 


New York, Oct. 16—Herbert R. 
Mayes, editor of Good Housekeep- 
ing since 1938, has been replaced 
by Wade Nichols, who moves over 
from the publisher’s and editor’s 
chair at Redbook. 

An announcement of the switch 
by Hearst Magazines said Mr. 
Mayes resigned and would an- 
nounce his plans shortly. Mr. 
Mayes was not available for com- 
ment today. 

Mr. Mayes became editor of the 
Inland Merchant when he was 20 
years old, moving thereafter to the 
Western Newspaper Union. In 
1926, he joined American Druggist 
as editor. After four years with 
American Druggist, he switched to 
Good Housekeeping as managing 
editor and was promoted to editor 
in 1938. 

Mr. Nichols, who was named vp 
and a director of the McCall Corp. 
in 1955, the year he became editor- 
in-chief and publisher of Redbook, 
is 43 years old. At 21 he was on the 
staff of Radio Guide; at 23 he be- 
came editor of Screen Guide; at 33 
he was editor of Modern Screen, 
and at 34 he was named editorial 
boss of Redbook. 

McCall Corp. replaced Mr. Nich- 
ols with Robert Stein, who has 
been managing editor of Redbook. 
Editor Stein joined the magazine in 
1953. He is 34. 


= McCall Corp. said Redbook’s 
linage is up 11% for the year and 
its circulation is at a record 2,- 
877,000. Redbook had 255 pages of 
ads through the first eight months 
as compared with 234 last year. 

Good Housekeeping reported 789 
pages of advertising in the Janu- 
ary-August period as compared 
with 930 pages for the same period 
in 1957. Good Housekeeping, with 
rates based on 4,000,000, averaged 
4,367,766 for the six months ended 
June 30, 1958, compared with 3,- 
867,010 for the same period in 1957. 

It has also reported an alltime 
high revenue of $13,475,000 for the 
January through August, 1958, pe- 
riod, compared with $12,824,000 for 
the same period of 1957. # 


BofA Issues New Booklet 

A 32-page booklet listing re- 
search data, presentations and 
other data available to advertisers 
and agencies from the newspaper 
industry has been published by 
the Bureau of Advertising, Amer- 
ican Newspaper Publishers Assn. 
The booklet, tagged “Newspapers 
at your service,” lists about 200 
items issued singly or periodically 
by the bureau and by newspapers 
and newspaper groups in the U. S. 
and Canada, and outlines services 
available from the BofA. It is 
available from the bureau on re- 


ly did not have them audited. # 


quest, 


Joe Katz, Old-Line 
Adman, Raconteur, 
Is Dead at 70 


| BALTIMORE, Oct. 14—Joseph| 
|Kata. chairman of the Baltimore | 
| and New York agency bearing his | 
| name, and a station owner as well, 
|died here yesterday at his home. 
|Mr. Katz became ill with a heart 
condition Sept. 25, was hospital- 
ized, released in mid-week and 
suffered a relapse Saturday. 


Lithuania, June 24, 1888, and 
|was brought to the U.S. when he 
|was three. He went to the public 
schools of East Baltimore (he 
left school in the seventh grade) 
and peddied newspapers on its 
cobbled streets. 


= He came into the advertising 
business through the retail route. 
In 1910, at 22, he became ad 
manager of the Hub, a depart- 
ment store. He stayed there for 
nine years, and some of the fun- 
niest of Mr. Katz’ anecdotes 
relate to that time. “The boss told 
me to inventory the stock,” he 
said once, “and there were 24 rid- 
ing crops. We ran some sale copy 
with the riding crops included. 
Then we inventoried again and 
there were 33 riding crops—those 
things breed, you know.” 

In 1920 he opened his own 
agency. Later he started a New 
York branch, and he owned a 
Washington radio station. But his 
roots were sunk in Baltimore. 


® Joe Katz achieved a formidable 
reputation with drug, cosmetic and 
proprietary products. He was a pi- 
oneer of radio advertising tech- 
niques, and in later years he was 
fairly scornful of broadcast tech- 
niques. 

“Now take beer commercials,” 
Mr. Katz wrote in ADVERTISING 
AcE in early 1957. “The actor 
raises his glass and says: ‘This is 
my beer!’ What the hell do you 
expect him to say? What convic- 
tion does that carry for his spon- 
sor’s product? Would anybody 
expect him to say, ‘This is my 
sponsor’s beer but I drink Schlitz?’ 
How ridiculous can you get?” 

As an adman, Mr. Katz was a 
firm believer in the power of the 
creative man—‘the man with the 
pencil.” He growled that research 
and merchandising and frills were 
corrupting advertising, that the 
thing that really mattered was a 
strong idea and words that made 
it sparkle. 


es “Is there a greater audience- 
chaser than the words, ‘And now 
a word from our sponsor’?” he 
asked in the AA article. “Radio 
writing has settled back to the 
days of the Ready-Made Letter 
Writer. If fiction writers were as 
satisfied with themselves as our 
writers of radio commercials, our 
newsstands would be exhibiting 
piles of Old Sleuth, Frank Merri- 
well and Fred Fearnot.” 

His drive for sparkle and his 
impatience with routine prose 
made Katz a top adman and a de- 
manding taskmaster. Most copy- 
writers who passed through the 
Katz agency felt they learned a 
lot, but many didn’t enjoy it. “Joe 
could be terribly difficult. He was 
a real word picker,” said one. 

He was willing to fight for the 
things he believed in. He spear- 
headed the drive to repeal the 
Baltimore advertising tax last 
year, relying in part on a common 
background with his opponent, 
Mayor Thomas D’Alesandro: “The 
mayor was raised in East Balti- 
more, and I’ll bet he was as good 
a customer of Walters’ Free 


Baths on High St. as I was.” 

In 1952, the agency handled the 
Democratic party’s national and 
New York state campaigns. He 


Joe Katz was born in Zagera,| , 


Advertising Age, October 20, 1958 
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Joseph Katz 


ters. Mr. Katz believed in the 
power of the pen, and he fired off 
letters in all directions. 


® But Joe Katz, the citizen of 
Baltimore, and Joe Katz, the ad- 
man (board of the Advertising 
Council, chairman of the Atlantic 
Council of the Four A’s), will! al- 
ways be somewhat subordinate in 


some people’s memory to Joe 
Katz, conversationalist and rac- 
onteur. The Katz style of 


speech was memorable—a stacca- 
to pattern of phrases, pungent, 
crisp and funny, with a peculiar 
bent for repetition. One of his 
intimates used to refer to him as 
Jo-Jo Katz-Katz. He loved a good 
joke and a searing phrase. He was 
an intimate of Mencken, and come 
of the Sage of Baltimore’s acid 
bite got into the Katz lancuace. 

It’s hard to reproduce Joe Katz’ 
story-telling style in type, but 
one of his favorites went roughly 
like this: “This litile fella comes 
into a cigar store—a cigar store, 
see—and he’s humming to h'mself 
—humming to himself sort of— 

‘Be happy, go Lucky 

‘Be happy, smoke— 

‘Camels, please.’ ” 


s Or, standing in the rear at a 
Four A’s convention, rocking back 
and forth on his feet, and chew- 
ing an imposing cigar, and telling 
a reporter—“These guys are all 
gonna pray themselves into Heav- 


en in a body. Like Buddhists 
spinning prayer wheels.” 
And later, “Too many people 


who want to be bankers get into 
agencies.” Or on the phone, dis- 
cussing a departed account man, 
“It took me a long time—a long 
time—to find out that this guy— 
this guy—was a specialist in scar- 
ing away clients. Scared them 
away.” 

Or talking to a newspaper 
group—“There’s nothing wrong in 
advertising that you’re the second 
paper, if you are the second pa- 
per. It’s a lot better than trying 
to prove you’re first when you're 
not. We buy plenty of advertising 
in second papers.” 


s It was this kind of memory of 
Joe Katz that led the Baltimore 
Sun to say in an editorial mark- 
ing his passing, “What made 
him memorable and _ interesting 
was a lively and friendly person- 
ality. He was interested in peo- 
ple and in the world about him, 
and his interest expressed itself 
not only in activity in behalf of 
many civic and cultural projects 
but in pungent talk and equally 
pungent writing.” 


® He was chairman of WWDC 
and WWDC-FM, Washington, and 
of WMBR, Jacksonville, Fla., 
which WWDC recently bought. 
He had 330 of 345 shares of 
WWDC’s common stock. The sta- 
tion is operated by Ben Strouse, 
a son-in-law of Mr. Katz. Mr. 
Katz also held a number of mi- 
nority investments in broadcast 
properties in the past, but less 


peppered publications with let- 


than 1% in each case. # 
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SAFETY 


KODAK 


Q. Who's the little charmer? 


A. Why, she’s the cover girl for the new Ripon catalog. 
They’re the play shoe people—Ripon and Jantzen Funtime 
Footwear—like those poms our young friend is wearing. 


Q. But so many poses! Isn’t that going to an awful lot of 
trouble for a dealer mailing? 


A. Well, the agency wants these things just so. They argue 
that a catalog is as important in its way as a national campaign. 


Same with dealer mats, counter displays, bill stuffers—they 


Photographer’s studio, Wednesday, September 24 


make sure that each does its part of the selling job. 
Q. And all this extra attention pays off? 


A. It’s certainly paying off for Ripon; the company is doing 
beautifully. Sort of bears out the agency’s stand—effective 
selling takes groundwork along with the glamour. 


Q. Yes, I imagine a lot of advertisers could use that kind of 
service—how many agencies do you find these days that really 
put out on the shirt-sleeve jobs? 


A. Beats me. But I can tell you where to find this one... 


ate “PBuchew 
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“The CBS Television Network 
commands 6% larger average 
nighttime audiences than last year; 
27% larger than the second network; 
29% larger than the third... 
reaches the largest audiences 
5 out of 7 nights a week... 
broadcasts 6 of the top 10 
nighttime programs... 
delivered 7 of the 10 
biggest audiences for new™ 
program premieres.. .”’ 


*Trendex, Oct. 1-7 
**Trendex, Sept. 6-Oct. 7 


(Multi-City Arbitron in general agrees 
with Trendex, but credits CBS Television 
Network with bigger audiences, bigger 
leads over other networks, 7 of top 10) 
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You can draw any number of conclusions from the earliest reports 
on the new season, and each of them would make a delightful 
success story about the CBS Television Network. 


You could say the audiences for the Network’s programs are larger 
this year because the total television audience has grown. 


You could say the reports are the result of sound program planning 
coupled with an unprecedented drive to make the audience aware 
of the Network’s program schedule. 


You could say the Network is merely reaping the rewards of a 
long-established reputation for creative program leadership and 
that the audience tunes first to its programs out of sheer habit. 


You could also say it is far too early in an intensely competitive 


season to spot a decisive trend in network leadership. 
Or you can call it all a happy accident. 


It must be very reassuring to CBS Television Network advertisers, 
however, that it is an accident that happens with such frequency. 
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The Editorial Viewpoint... 


Go to the Colleges 


With the fall meetings of the various regional conferences of the 
American Assn. of Advertising Agencies under full steam in various 
parts of the country, we are reminded again that organized adver- 
tising is doing very little to solve some of the serious public relations 
problems which confront it. At the regional meeting in Chicago, and 
perhaps elsewhere, advertising teachers from nearby universities were 
invited to participate. 

But nowhere has advertising seriously made an effort to talk over 
its problems with other educators who are not automatically sympa- 
thetic to advertising. And so once again we would like to urge the 
development of smal] teams—each composed of three or four knowl- 
edgeable advertising people—to carry on informal educational con- 
tacts with social scientists, economists, legislators, political analysts, 
writers, editors and similar groups in the population. 

As we have said previously, we don’t think these efforts ought to be 
tied to publicity. We think the greatest good could come from com- 
pletely informal unpublicized give-and-take sessions in which four 
or five admen talk to a similar number of educators or legislators or 
writers or editors in a loosely structured, free and easy exchange 
of information and viewpoints. 

It wouldn’t take much money or even much organizing ability to 
start a few such teams off—and we believe they could do a world 
of good, over a period of time, in explaining advertising and its works 
to segments of society which tend to be innately hostile to it. 

We heartily recommend this task force approach to the Four A’s, 
the Assn. of National Advertisers, the Advertising Federation of 
America, and all other groups concerned with this problem. 


Premium on Bargaining 


He was the radio-television director of a good big agency—one in 
the class billing more than $25,000,000 a year which we call giants. 
And he was bitter. 

“We were talking to a very important prospective client,” he said, 
“and since he spends most of his money in television, I started to 
tell him about how we operate creatively in television, about some 
of the commercials and promotional ideas we had worked up for 
other clients, etc. 

“He cut me off short. ‘Look,’ this prospective client said, ‘none of 
that is important to us. We think we can do a pretty good job on the 
commercial end ourselves. What we want to know is how good you 
are at getting the networks and individual stations to give you what 
you want. Tell us what you have done for clients in that area’.” 

And for an hour and a half, said the radio-tv director, the pros- 
pective client grilled him completely and comprehensively about his 
bargaining ability—what had he managed to get for this client and 
that, whom did he know at each of the networks, what did he think he 
could come up with in the way of time slots and adjacencies, and 
so forth. 

“IT have always recognized,” the radio-tv director told us, “that a 
big part of my job is my bargaining ability, but I have never before 
been told so bluntly that the creative skills I can bring to this job 
are completely unimportant, and all that counts is my ability as a 
dickerer. This thing is not a joke any more; it is serious. Something 


~. 


—Donald 8. MacMaster, Dell Fublishing Co., Chicago. 


“The new business solicitor said he was doing fine over at General 
Motors until he asked the name of ‘The’ car.” 


must be done to change it before the agency function is completely 
aborted.” 

This radio-tv director couldn’t be more right. Radio and television, 
and slavish attention to time, adjacencies and ratings, have re-intro- 
duced into the advertising agency picture the very element of East 
Indian bazaar bargaining that forward-looking agency pioneers 
thought they had eliminated when the 15% commission system be- 
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came universally used. 


“Now,” they said, “all agency service costs all clients the same 
amount. We will henceforth be judged on the quality of our creative 
work and there will be no bargaining for our services.” 

But now, more than ever before, the radio-television department 
of agencies seems to have been put in the position of winning or losing 
clients on the basis of its bargaining and brow-beating ability, and 
not at all on the basis of its creative selling ability. 

This is bad. It is bad for agency broadcast departments. It is bad 
for clients. It is enervating for networks, stations and their sales- 
people and representatives. The present system should be replaced 
with one which gives all advertisers a relatively even chance at the 
broadcast audience, and a relatively fair chance to get what they pay 
for, without shenanigans, dickering or favoritism. 

Then, perhaps, radio-television personnel who are supposed to 
be creative can go back to being creative, and can spend their time 
developing worth while material to put on the air, instead of dissipat- 
ing all their energies trying to garner an illusory advantage over oth- 
ers based on sharp bargaining, or a clout, or superior buying power, 


or worse. 


+ 
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What They're Saying... 


The World-Over TV 

One of the unusual features of 
the fifth annual international festi- 
val of television advertising is that 
anyone would think to make a fes- 
tival out of tv commercials. The 
piece de resistance was 698 com- 
mercials, yet the audience loved it. 
Well, the audience was made up of 
800 tv experts. 

The consensus was that tv com- 
mercials are much the same the 
world over, and the world-over tv 
is a strange world: A little man 
growing into a superman from eat- 
ing a brand of lunchmeat (in Den- 
mark), a pen sold like a ballistic 
missile (in France), a pretty girl 
followed by gay blades because 
she’s the lady of a certain brand of 
coffee (in Argentina, of all places). 

Commercials are becoming 
standardized the world over, we 
gather, on the basis of complete im- 
probability. We can imagine a 
Dane eating lunch meat because he 
likes the taste, a Frenchman buy- 
ing a fountain pen because it 
writes, and an Argentinian follow- 
ing a pretty girl because she is 
pretty and for no other reason. Un- 


fortunately, we cannot imagine a 
tv sponsor paying for that kind of 
commercial. 

—Editorial, St. Louis Post-Dispatch. 


Realism and Courage 
. .a word from Clifton Utley, 
who loses his tv berth with Friday 
night’s show. Utley went on the air 
the other night with this state- 
ment: “Many of you have written 
me about this program being with- 
drawn from WNBQ. I appreciate 
[this]. But you ought to consider 
the fact that the number of dollars 
a station can charge for a program 
depends, in a broad way, on the 
number of people that view it. And 
if other types of programs com- 
mand bigger audiences than this, as 
they unquestionably do, then it is 
extremely difficult to insist that 
the proprietor of a tv station be 
content with less than the maxi- 
mum audience he can command. 
For on that depends his income.” 
It takes uncommon courage for 
a deposed performer to make a 
public utterance like this. I salute 


the intelligence of a brave man. 


—Paul Malloy’s column in the Chicago 
Sun-Times, Oct. 9. 
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Rough Proofs 


; 


Parker Pen has a $250 item in its 
| holiday line, consisting of a gold 
| pen and pencil set packed in a sil- 
| ver cigaret case. 

Wonder if they’ll write over but- 
ter. 


The new Bourbon Institute is 
planning a worldwide promotion 
to get universal recognition for an 
American tradition, it says here. 

It may be tough to educate for- 
eigners on the beneficent uses of 
branch water. 


| 


Even after that laudatory story 
in Life, Pete Dawkins, Army’s 
modern version of Frank Merri- 
well, helped best Notre Dame and 
won the award as the most valu- 
able player in the game. 


“Come and see the house we live 
in,” says Campbell-Ewald hospit- 
ably in inviting media representa- 
tives to visit its Detroit headquar- 
ters this week. 

A good time is promised, and 
maybe a few orders. 

o 


Jerry Wald, well-known produc- 
er of successful motion pictures, 
says a fresh touch is needed in 
movie advertising. 

He doesn’t think “stupendous” 
and “colossal” are still sure-fire 
box office. 


Farmers have had a big increase 
in their 1958 incomes, AA reports, 
but it’s impossible to make a man 
from Missouri named Harry Tru- 
man believe it. 


“Real doctors,” the headline 
says, “may be used to avoid ban on 
tv medics.” 

Tv presence will have to be ac- 
quired along with the bedside man- 
ner. 

” 


The Air Express ad headed, 
“They chuckled when I spoke to 
| the client in his own language,” 
| seems to be a lineal descendant of 
the famous mail-order page, “They 
laughed when I sat down at the 
piano,” typography and all. 

* 


“We keep our seat on the crack- 
er barrel when we reach for the 
stars,” says Leo Burnett. 

With the apple box close by, of 
course. 


The Eye & Ear Man says over 
half of the tv commercials prob- 
ably have some sort of kickback 
associated with them. 

What’s a little old Cadillac 
among friends? 


Kent Rhodes of Reader’s Digest, 
the new MPA chairman, was ed- 
itor and publisher of the Dart- 
mouth Pictorial while at college, 
AA reports. 

Life’s talent scouts weren’t on 
the job. 


Congressional committees which 
have been needling government 
agencies for lack of action appar- 
ently won’t have any reason at the 
next session to call FTC on the 
carpet. 


Copy Cus. 
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e aivertsers 


PW gives advertising IMPACT 


and visibility through its e liveliness e completeness 
e time-saving editorial presentation e penetration and coverage 
of all levels of buying influence e through-the-book readership 


e paid circulation (biggest in the oil industry) 


MEN WHO READ 


OIL'S MOST READABLE MAGAZINE amen xe arern 


MEAN BUSINESS 


PETROLEUM WEEK @ == 


AUDITED CIRCULATION 
A McGRAW-HILL PUBLICATION 330 W. 42nd STREET, NEW YORK 36, N.Y. 


(May we suggest that you keep the above va/ues in mind as you schedule 1959 advertising.) 
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Advertising Age, October 20, 1958 


Lowest cost per thousand and only 
12 issues a year means your ad 
dollars go farther in Proceedings! 


Here’s a coverage of a market at a rate that 
remembers you—a page 12 times a year costs 
only $8.58 a thousand in Proceedings of the 
IRE. You are guaranteed no rate increase in 
1959. And 12 insertions is all that’s needed to 
be in every well-read issue! 


Circulation, highest ever and gaining, is 56,829 
(ABC) plus a bonus of 13,038 students, Pro- 
ceedings is one of those rare values where the 
best costs you less. Be sure you’re in the next 
issue by calling: 


THE INSTITUTE OF RADIO ENGINEERS Proceedings of the IRE 


Adv. Dept. 72 W. 45th St., New York 36, N. Y. © MU 2-6606 © Chicago * Los Angeles * San Francisco 


SHE’s 
dedicated to duty... 
and devoted to her 
favorite TV channel 
»..which in Portland 
and 30 surrounding 
Oregon and 
Washington counties 
is KOIN-TV. 
She buys nicely 
+». and frequently... 
and most/y what you 
suggest to her 
on KOIN-TYV. 
The sporty 
gentiemen from CBS-TV 
Spot Sales know her 
secrets and will speak 
freely. Just try them. 
(And while you're 
at it, ask them 
about NCS No. 3. 
. Wow!) 


Getting Personal 


Seymour S. Preston Jr., vp and director of Arndt, Preston, Chap- 
in, Lamb & Keen, Philadelphia, has returned, with his wife and 
daughter, from a European trip which included visits to ad and pr 
agencies, client contacts and attendance at the Brussels Fair... 


Homer J. Buckley, known as “Mr. Direct Mail,” commemorated 
his most important sale Sept. 23, when he and his bride of 1908 
(the former Lucille Wallace) renewed their marriage vows in St. 
Ita’s Roman Catholic Church, Chicago. Mr. Buckley is board chair- 
man of Robertson, Buckley & Gotch, and still maintains an active 
interest in the direct mail company he helped found—Buckley- 
Dement Co. .. 


A surprise party in Charlotte, N. C., celebrated the 25th anniver- 
sary of Charles H. Crutchfield, exec vp and general manager of 
Jefferson Standard Broadcasting Co. (WBT-WBTV-WBTW). Jo- 
seph M. Bryan of Greensboro, president of Jefferson Standard, pre- 
sented a silver wrist watch on behalf of the company and em- 
ployes... 


15-YEAR MAN—Three of the original four who started Emil Mogul Co. 
in 1940 join in saluting Myron A. Mahler (left), vp and creative 
director for air media, on his 15th anniversary with the agency. Mr. 
Mahler, now a partner, was the agency’s seventh staffer. Emil Mogul 
(right), president, presents a solid gold, monogrammed belt buckle 
as a “symbol of appreciation for buckling down these 15 years.” 
Mrs. Helene Mogul, secretary-treasurer, and Alfred Paul Berger, vp 
and copy chief, look on. 


Charlie Downs, on AA’s New York editorial staff, became a 
grandpappy for the fourth time with the Sept. 30 arrival of his 
third grandson, 8 lb. 4 oz. Andrew Daniel. . . 


James F. Kelly, vp at Ellington & Co. and 1933 football captain 
at Swarthmore College, has been named by the college as its candi- 
date for Sports Illustrated’s “Silver Anniversary All-America.” The 
award will go to 25 former varsity football players hailing from 
the season of 1933. . . 


Harry Novik, general manager of WLIB-Radio, New York, has 
been appointed to the pr advisory committee of the Urban League 
of Greater New York. Long active in interracial organizations, he 
has received awards from the Urban League, the Harlem branch of 
the YMCA, the Police Athletic League, the Negro Actors Guild and 
the NAACP... 


Olive Perkins Gately, former member of Kudner’s copy depart- 
ment, is back in New York from two and a half months’ expedition 
through the South Pacific Islands. . . 


Orvilie Rennie, promotion manager of KOA, Denver, has been 
named coordinator of radio-tv network program opportunities 
for the 1959 Colorado “Rush to the Rockies” centennial. The state- 
wide festivities, starting Jan. 1, will honor the 100th anniversary 
of the mass settlement of the Colorado territory in 1859... 


W. Wilson Garey, publisher of McGraw-Hill’s Control Engineer- 
ing, has been elected president of the board of trustees for the 
Foundation for Instrumentation, Education & Research. . . Lucia 
Fisher, in the traffic department of Ogilvy, Benson & Mather, 
New York, will be married early next year to Thomas Kuesel. . . 


Two of the November speakers in the Fashion Group career 
course are Kitty D’Alessio of Norman, Craig & Kummel and Solita 
Arbib of McCann-Erickson ... Over at the National Home Fashions 
League, Florence Goldin, Grey Advertising vp, and Janet Wolff, 
JWT account supervisor and author of “What Makes Women Buy,” 
are taking part in a series of evening forums as “advertising expert” 
and “consumer interpreter” respectively ... 


Gardner C. Weld, vp of The Herald, New Britain, Conn., has 
been elected an executive board member of New Britain’s Keemo- 
shabee Council, Boy Scouts of America... 


Andrew F. H. Armstrong—‘“Andy” to most—former Leo Burnett 
creative director and now a consultant and AA feature contributor, 
was married a few weeks ago in Santa Monica, Cal., to Joanne 
Martha Wiegand. Their home will be in Chicago... 


Louis A. Wehle, chairman of the Genesee Brewing Co., Rochester, 
N.Y., and former New York State Conservation Commissioner, was 
sworn in as a blood brother of Indian tribes, during the Indian 
Day ceremonies at the State Fair, Syracuse, on Sept. 6. Mr. Wehle 
was given the Indian name Ho-Noh-Stah, which means “conserver 
of fish and game.” . , 
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Six things men should know about 


WOMANDOWES a ts 


Farrar ok 


ad v - 
Pg ge> 


Giccsinleii you're missing an exciting spectacle by spending five days a week 
away from the house. When womanpower—the fascinating feminine force that influences 
us all—is at work, all sorts of strange and wonderful things take place. Here are six examples: 


S 
Padi 
iad 2 tense 


2. Like any good 
1. Doing housework, the Roo executive (even 
average woman hikes you? ) she knows 
11 miles a day. Or the Roon how to delegate 
equivalent of 500,000 trips certain powers. 
between your office and / And, helping her 
the water-cooler. run her house, she 
; has the aid of 

a loyal and 
devoted staff. 


Inf 


3. Bringing up 
children takes 
womanpower, too 
(i.e., the patience 
of a Florence 
Nightingale and 
the perspicacity of 
a private eye ). 


> S 
N 


4. To replenish her reserves of womanpower, she tries 5. Still, around any house, unforeseen emergencies arise. 
to spend a few minutes of each day in privacy, just relax- When these occur, she doesn't panic... 
ing, all by herself. 


6. She copes. 


As you may have suspected, womanpower is a virtually inexhaustible force. But as you 
may not have suspected, it gets a new charge every month when women’s favorite 
magazine hits the stands. Ladies’ Home Journal is full of fresh, stimulating ideas. 


And advertisers know that when a woman sees a good idea in the Journal— whether in the 
editorial or advertising pages—she takes it and puts all her womanpower behind it! 


To get this vast reserve of womanpower behind their products, advertisers know they need 
the Journal. That’s why you'll find that virtually every No. 1 product is advertised 
in the No. 1 magazine for women! 


Never underestimate 


the power of a woman! 


JOURNAL 


A CURTIS PUBLICATION 


No. 1 magazine for women! 


sae eee 
2 E 
Megs 7 tae ay et ra 
—', “ae ee es erent yo mae : : aot call 
« 4, ’ fas, Oe — : ee Sa a =— ao ees = = wT ‘eee 
7 ai. : cg a Abaco 
, : as = 1 See ~ fe 9 eres tse beens * < an Sette 
any ' oe ed : oe “| ete, Se, a OR ea ee sai 
$n ¢ § t . 3 ‘ : DEL Q wry nes oS ieee aay 
RG ee : ; & Ee : TTT i Pe ag | ene 
a x 2 a Ms ey € re Pres , i ae 
be of + i ' _ . we ate ae — = Gree 
ome ee i $7 pi ; g - | oes Ye ate 
ee oid ij + rate i -- se \) j i ") 4 . i te 
cw mt oe a é Bg j : : ‘ & cae 
on wale & int ot — a) ; : : ; i ; a = 
jay . , oe | oy oat ; _ a é } % : . ; sii A ae dae oat 
- Bs, ia at Hi ; ‘ a 4 j * K ore - " geet 
i ein - - I : ; _ Tie ; ’ : OG ae § em 
i \, 4 x & eo } a ae F Me an cghieenss 
a = ie ta ‘ +: AN Bia), ow | = bs —) [A ee deieeed ee i “<i 
ah oe Ww 2 Ss Phas) 4 “uh 9 yy, 7 - - bs Fi aa ee 
oe tone a 4 oi cour: ugh re % < < j ea: { _ ee 
- Vs iil ; + = 7 
ee - 8 - (oeiaer, 7 ees past Pg - f ei . & ’ anja ts akod tz 
jaa : aes gs 4 7 a 4 . ane tae 
: ~ , ei : bsp: ae ae noe omeenens bi % an AS ag ; tis E a 
B : ee i Beer Sage : ee L® 4 4 aaron Be 
“43 TORE geen ig ee, ee Oe — 4's a 
_ a 
os ra 
tis Sey 
z i 
lia Pee 
3 Es ae 
“a i ee 
i oe 
is ae 
"i esas 
ral Toh eg 
* » oe 
ee 
spate 
a 
a ry ore 
pa 
ae 
3 ead 
oe Sane oe 
ey aa 
ERs: scant 
Ric ae 
at a 
seer Bae iS 
Ca ee 
Pea ree 
bs : x See 
bi i 
3 
a 3 | 
fake xO ; 
i: VF 7 NO " _ ( eis 
ay ry 4 
| 2 | 
- 
ey Vfl ES bp wT ) 
¥ 4 g, 
-° HL dh ee 
‘ *..° 5 be / = 
re » sfe “A 
Pr ft. - 
ee ‘ | ; 
it “dias 
i wa 
a 4 Sy ae 
a ° ’ eel 
: i e 2 . A par ae ae 
i e - “se ee 
sa : if a 
ae ~ otc 
Bis pane 
: ie) SS 7 ae 
x ~ ak 
cP > Be Sar 
ee SD AS o> 
by ti er eae 
< ee 
pe 4, fat 
Fo 5 oe ae 
eis A ea: 3 
sf ~~ ee 
Be ; — 
zs oy —— ite fe Sal Ld s :/ or 
= ™ T | 
Py, Oe 
aa 
Sena 
eect 
Peer 
Pee 
eae 
. sa 
nah 
= 
Site. 
a 
a 
a 
am 
‘ —, 
fs. 
aoe 
a \ in 
= : : era = : coe ae ae Fe Se eee ee ee Oe ee ee eee ee Reet gee Wi ai ia 
Se age PERRO yee ray, Magee Re See i ae = Ses "ica pe Ek Sa eee nee ae at - ae ad ew ‘ool he me ee ven em ie Bare AD aa ae panics eee ae ae i ie oe iia 
. a Fe ne tet ey iy Sie a Pe - gee F a, er eres : a ae | ee i rs. . ihe a % ae aa gus ate, woe pes 
Se >. , Be Rae aie age". er Age eee 
«ee OS ake S Seay Mee | ig the Vice Res a aaa Dot ede. - Siemens Satire 


higher expenditures for 
<= sound 


Asn’ 


OOD FIELD REPORTER. 0: 


(Continued from Page 3) 
|referred to as “love’s labor lost,” 
|which is merely a euphemism for 
| downright frustration. 

But by dint of perseverance, an 
unconscionable expenditure of 
|time, and considerable profit for 
|the Bell Telephone System, we 
| are able to report: 
| (1) That Reynolds has been 
|using the slogan, “I’d walk a mile 
|for a Camel,” at least since 1926; 
| (2) that Camels first made their 
jappearance 45 years ago in 1914; 
jand (3) that there is no clearcut 
| record of how or by whom the slo- 
| gan was originated. 
| Subject to the correction of 


|existing record in New York of 
| the famous slogan shows that it 
| was first used in January 1925, on 


WATCH THE WOMEN GO BUY... WATCH THE WOMEN GO BUY... WATCH THE WOMEN GO BUY... WATCH THE WOMEN GO BUY... 


99 B 


Portland retailers watch the women go 
buy. That’s why they use the newspaper 
that reaches WOMEN. During the 

first eight months of this year they 
placed 3%-million more lines of 
advertising in The Oregonian than in the 
2nd paper. They know there’s more 
buying when they use the newspaper 
that’s big as all Oregon .. . The Oregonian. 


How big is the Oregon retail market? 
Almost 2%-billion annually . .. that’s double 
Boston and triple Kansas City! 


the Oregonian 


Portland, Oregon 


leads in retail advertising 


Largest Circulation Newspaper in the Northwest 
231,829 Daily; 295,740 Sunday 


Sources: Sales Management Survey of Buying Power, May 10, 1958; 
ABC Publishers’ Statement, 6 months ending Mor, 31, 1958 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 
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1947 
Daily Circulation Total Advertising 


|more leisurely research, the oldest | 


Advertising Age, October 20, 1958 


Camel's ‘Walk a Mile’ 
Gets Annual Workout 


a 24-sheet poster produced for 
Reynolds by the old Reddington 
Co., an independent outdoor ad- 
vertising company no longer in 
existence. 


® Today, William Esty Co. pre- 
pares and places all Reynolds’ 
advertising. Car cards, spectaculars 
and advertising on Railway Ex- 
press trucks are placed through 
the Douglas Leigh organization 
from copy prepared by the agency. 

Eight years ago, the Creative 
Man’s Corner in ADVERTISING AGE 
commented on the famous Camel 
slogan by saying that nothing 
“could begin to equal in its power 
of conviction the statement of 
honest pride by Camel’s manu- 
facturer that this cigaret is so 
good it’s worth walking a mile for” 
(AA, April 24, 1950). 

Three years later, these columns 
reported how Camels were intro- 
duced (AA, Oct. 26, 1953). 

“The new product,” the report 
says, “hit the stands at a time 
[1914] when premiums, coupons, 
souvenirs and other cigaret extras 
were in vogue. But from the out- 
set Reynolds decided to buck the 
trend by stressing the quality of 
the product itself in its advertising 
and packaging. 

“Reynolds also decided to go 
contrary to the then usual practice 
of selling a cigaret brand region- 
ally, and chose to promote and 
advertise the brand throughout 
the nation. 


s “Before Camel was introduced 
in a new city in 1914, the company 
ran a teaser campaign. The first 
ad carried a picture of a camel, 
‘Old Joe,’ a big attraction in the 
Barnum & Bailey circus, and one 
word, ‘Camels’. The next ad still 
had Old Joe, but the word was 
now a sentence, ‘The Camels are 
coming.’ On the third day, Old Joe 
shared the space with a longer 
sentence, “Tomorrow there'll be 
more Camels in this town than in 
all Asia and Africa combined.’ On 
the day the brand was available 
in stores, Old Joe’s picture was 
much smaller to make room for a 
pack of Camels, a lighted cigaret 
and the announcement ... ‘Camel 
cigarets are here’.” 

Today, Reynolds uses virtually 
the same cigaret package as it 
did in 1914. The brand has become 
the leader in unit sales in the 
industry, with a total of 67.0 bil- 
lion in 1957. In 1913, the year 
before Camels were introduced, 
Reynolds’ sales amounted to $22,- 
339,036. In 1957 its sales totaled 
$1,053,325,579. 

The company’s total estimated 
advertising expenditure in ’57 was 
$32,000,000, and it ranked as the 
12th largest national advertiser 
(AA, Aug. 12). + 


Lyman Joins KREM 

Peter Lyman, account execu- 
tive with Frederick E. Baker & 
Associates, Seattle, for 10 years, 
has joined KREM and KREM-TV, 
Spokane, in a management capac- 
ity in programming and production. 


PRINTING BUYERS 


FACTS—about roll-fed offset printing 


© Paper in rolls costs less 

© Prints 4 times as fast 

© Prints 2 sides in one operation 

Prints and folds on press 

© Two colors at single-color prices 
CATALOGS—CIRCULARS, etc. 
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Pic: 


The New Yorker provides* an audience well above average in educa- 


tion, living standards and receptivity, Median income of New Yorker 


households is one of the highest amofig consumer magazine audiences. 


*The New Yorker sells quality in quantity. 


NEW YORKER 


New York, Chicago, San Francisco, Las Angeles, Atlanta, London 
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THE QUAD-CITIES 


NOW THE NATION’S ; : 


47° IV MARKET 


ACCORDING TO TELEVISION AGE MAGAZINE 


RETAIL SALES are above the 
national average. Rock Island, 
Moline, East Moline are rated 
as “preferred cities” by Sales 
Management magazine for the 


WHBF-[V 


‘ cA’ 


Gi Nha Gf Gil 


Advertising Age, October 20, 1958 


E CBS FOR THE QUAD-CITIES TIE-TIE—Chicago Printed String Co., Chicago, is running three full- 
a first 6 months of 1958. You too, Rock Island, Ill Moline, Ill color ads for its Tie-Tie gift wrappings in The New Yorker on Oct. 
can expect above-average sales East M ‘ " ~ het 25, Nov. 15 and Nov. 29. The spread shown here, in a gold wash, will 
st Moline, Ill. Davenport, la. run in the Nov. 29 issue. Henri, Hurst & McDonald, Chicago, is the 
if yu BUY WHBF-TV NOW! REPRESENTED BY AVERY-KNODEL, INC. agency. 
Copper & Brass 
Unit Sends Mats to 
Sellers, Newspapers 


When you are 
weighing Market 


Potential. 
remember these 


THE COMMERCIAL APPEAL 


Morning — Sunday 


1 . Population...up...ABC City 
Zone population now 528,118. 


2. Consumer spendable income... 
now more than one billion dollars 
— up $68,941,000 over 1956. 


3. Retail sales... now more than 
three-quarters of a billion dollars 
... Up $30,277,000 over a year 


ago. 


4 Spendable Income per 
household...up to $6,288 —/% 
above national average 


A Retail sales per household... 
up to $4,715—18.6% above 
national average. 


Source: SRDS Estimates 1-1-58 


And when you buy Memphis, you get responsive coverage 
of this great metropolitan area . . . plus effective coverage 
of a vast 76-county trade area and its 62 other key 
trading centers. 


SCRIPPS-HOWARD NEWSPAPERS 


MEMPHIS PRESS-SCIMITAR 


Evening 


To Sell the SOUTH . . . You Must Sell MEMPHIS 


A growing, 2% Billion-Dollar Market 


Rees ee 


New York, Oct. 14—A new ad- 
vertising and editorial mat pack- 
age has been offered to electrical 
contractors, plumbing and heating 
contractors and hardware and 
housewares dealers by U. S. copper 
producers through the Copper & 
Brass Research Assn. 

Designed to stimulate sales of 
copper and brass products, the 
mats and proofs were mailed last 
week to publishers of 1,500 daily 
and weekly newspapers. 

The editorial mats are written to 
provide topical feature material of 
interest to homemakers, based on 
various uses of copper and brass. 
Trade names are omitted. The ad 
mats provide space for publica- 
tion-set copy describing and local- 
izing the products. 


= The mats were prepared and 
distributed by Master Newspaper 
Syndicate Inc., New York, under 
the direction of J. M. Hickerson 
Inc., advertising and public rela- 
tions agency for the association. + 


Three Way Hi-Fi Drive Set 

Three major high fidelity com- 
ponent companies have joined 
forces to clarify “misconceptions” 
about stereophonic sound for con- 
sumers in what is reported to be 
the first cooperative national ad- 
vertising campaign in the history 
of the high fidelity industry. The 
manufacturers are Electro-Voice, 
Buchanan, Mich., maker of speak- 
ers, cartridges and enclosures; Har- 
mon-Kardon, Westbury, N. Y., 
manufacturer of tuners and ampli- 
fiers, and Rek-O-Kut, Corona, 
N.Y., maker of turntables and tone- 
arms. The three are sharing pages 
and one-half and three-fifths-page 
units starting in October in Es- 
quire, House Beautiful, The New 
Yorker, The New York Times Sun- 
day Magazine and The Saturday 
Review. Wexton Co. is the agency 
representing Harmon-Kardon and 
Rek-O-Kut. Herbert Baker Adver- 
tising, Chicago, is the agency for 
Electro-Voice. 


it type 


Tens of thousands of artists, 
ad men, printers, editors and 
students have discovered the 
Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct .. . only $7.50 


HABERULE 


BOX AA-245 + WILTON + CONN, 
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Sell EN-R’s 79,000 and you sell the men who build America 
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Three years on the CBS Television Network— 
Now availlab/e for the first time 
to local and regional sponsors! 


Nine years of consecutive sponsorship on 
radio and television by The Quaker Oats Co. 


TELEVISION CORPORATION 


488 Madison Avenue: New York 22, N.Y. 
PLaza 5-2100 
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Brown Gets Brillion Account; 
| Names Rader A.E. 


Brillion Iron Works Inc., Brillion, 
Wis., has appointed E. H. Brown 
Advertising, Chicago, to handle its 
advertising. Klau-Van Pietersom- 
|Dunlap, Milwaukee, formerly 
|handled the account, which bills 
}roughly $100,000, mostly in farm 
| publications. 

Douglas Rader, formerly vp and 
| director of Durkin & Rader Adver- 
| tising Agency, Chicago, has joined 
\the Brown agency’s industrial di- 
| vision as an account executive. 
| World Travelers Names Fitts 
| Gene Fitts, previously with Mu- 
| tual Broadcasting System, has 
|been appointed director of station 
‘services of the World Travelers’ 
|Club, New York. Recently formed 
|by Paul Roberts, former Mutual 
president, the club is designed to 
\“exchange time and space for 
goods and services.” In his new 
|post, Mr. Fitts’ activities will in- 
|clude organizing radio-tvy members 
lof World Travelers. 


your key to a 


ama HIGH INCOME 
MARKET 


The ELKS Magazine delivers 
a class audience of 1,230,998 men 
with a median income of $6,798. 
23.1% earn $10,000 or more. 
Elks incomes rank 7th among readers 
of the 55 magazines in the Starch survey. 


Higher incomes enable Elks to spend more... 
more often... as shown by the high rating of Elks 
in most ownership classifications in Starch. 
To best reach and sell this high income men’s market, 
advertise in The ELKS Magazine. 


More information? Write for a copy of our booklet, 
“The Elks Market” 


MAGAZINE 


NEW YORK 16 
386 Fourth Avenue 


CHICAGO 1 
360 N. Michigan Avenue 


LOS ANGELES 17 
1709 W. 8th Street 


Population 
Households 
Retail Sales 
Food Sales 
Apparel Sales 
F-H-A Sales 
Automotive Sales 
L-B-H Sales 


And It’s A Winner in Metropolitan San Jose! 


(ALL IN THOUSANDS) 


Category 1950 1957| Change 
Population 295.2] 525.5] 230.3 Santa Clara Cou nty Gains 
Households 93.7 161.7 68.0 : 
Total Retail Sales | $302,670|$696,267|$393,597 Lead All N ine 
Food Store Sales 69,056| 186,622) 117,566 A c i l wv 
Apparel Sales 38,138| 45,495| 7,357 Bay rea Counties! 

- F-H-A Sales 20,294| 48,823) 28,529 

i ‘ : | Contra Costa, Marin, Napa, Sa 

Automotive Sales 59,232| 118,344) 59,112 ee soe amg tenes at eg rime es al 5 
L-B-H Sales *40,649| 47,378 6,729 counties. 


Source: Sales Management 


And You COVER San Jose ONLY 


With The 


Now—Every Sunday 


A RIDDER NEWSPAPER 


Represented Nationally by Ridder-Johns, Inc. 


Advertising Age, October 20, 1958 


“Wall St. Journal’ 


The farm implement division ot| Pushes Potentials 


as Consumer Medium 
| Curcaco, Oct. 14—The Wall Street 
| Journal has begun to sell itself to 
| advertisers and agencies as a fine 
|medium for consumer advertising. 

With a median annual income of 
$14,747, Journal subscribers are 
excellent prospects for producers 
of quality products, according to 
Quintin DiMaria, associate adver- 
tising manager of WSJ’s national 
edition. 

Mr. DiMaria introduced adver- 
| tisers and agency men to the Jour- 
|nal’s first presentation aimed at 
| consumer advertisers at a luncheon 
| here last week. The presentation is 
| based on a survey of some 16,000 
| Journal subscribers, the results of 
which are in a booklet, “Executive 
Living,” published by the news- 
| paper. 
| The average WSJ subscriber, 
Mr. DiMaria noted from survey 
results, owns 7.5 suits ($90 each) , 
2.9 coats ($82), 20 shirts ($6), 6.1 
pairs of shoes ($20), and 3.3 pieces 
of luggage ($48). 


= “And 78% of the men accom- 
pany their wives on major shop- 
ping trips,” he added. “Further, 
82% of them help decide the brand 
or style of appliances purchased 
for their homes or for gifts.” 
Other highlights of the study on 
the average Journal subscriber: 


e He spent $74 on books last year. 


e 58.7% bought newly introduced 
products during the past year. 


e 27.8% buy liquor by the case; 
16.7% buy cigars by the box. 


e He spent $167 for gifts for per- 
sonal friends last year and $123 for 
gifts for business friends, not in- 
cluding Christmas gifts. 


e He entertains more than 12 peo- 
ple in his home during the average 
month. + 


Canadian Chain Offers 
Bonds to Shoppers 

Grand Union supermarkets in 
Canada are now offering customers 
the opportunity -to buy bonds 
“issued by a subsidiary of the food 
| chain. To obtain a bond, a customer 
| must purchase 440 5¢ savings seals 
| at face value. They are sold at store 
|check-out counters, and may be 
|purchased in any amount up to 
|10% of the value of purchases 
made in the store. When the seal 
accumulation reaches $22, the 
shopper may exchange the seals 
for $23 cash or a $23 bond. 

At the end of one year the bond 
will be worth $25. For the next five 
years the bond will earn interest 
at the rate of 6% per annum. 
While the bond program is intend- 
ed as a sales promotion device, the 
company will use the proceeds 
from the sale of bonds for general 
corporate purposes. 


- . 


your ideas into_.. 


With a Vue-More 
Turntable you can 
tell a MOVING 
sales story for 
your product... . 
spotlight it on a 
revolving stage. 


Send for Vue-More’s factual 
bulletin AA-2 and price list. 


World’s Leading Manufacturer of Turntables 
601 West 26th Street, New York 1 


how to put ~~ S@fe.. 


vue-more ...- 
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Recognizing a responsibility to 

their customers ...and to young people 
who are entering advertising 

and the graphic arts... the 


American 
Photoengravers 
Association 


is preparing this illustrated introduction 


to modern photoengraving for free 
distribution. The edition will be limited, 
so reserve copies now for yourself, 
trainees on your staff, or graphic arts 
students, at your local photoengraver. 


The techniques of photoengraving have developed in parallel with new standards of reproduction and more efficient letterpress printing equipment. 
Basic terms require new definitions or explanations. The ABC’s of photoengraving today differ in some essentials from those of a generation ago 
This handbook of basic information is essential equipment for everyone . . . production man, advertising man with production responsibilities, adver- 


tising trainee, student of advertising or the graphic arts . .. who is concerned, directly or indirectly, with specifying, buying, or using photoengravings. 


TO BE SURE OF GETTING THE FREE COPIES YOU NEED, ASK YOUR LOCAL PHOTOENGRAVER TO RESERVE THEM FOR YOU NOW 


A public service advertisement by 
COLLINS, MILLER & HUTCHINGS, INC. 


333 West Lake Street at Wacker Drive, Chicago 6, Illinois 
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YOUR influence is BEST” 


in the all new 


*In Utah alone the Era circulation is 118% greater than 
Life Magazine, 193% greater than Better Homes and 
Gardens, and 483% greater than Time Magazine. 

*LATEST ABC REPORTS 


IMPROVEMENT ERA 


Magazine 


Advertising offices: Townsend, Millsap Co., 110 Sutter St., San Francisco, Calif.; Townsend, Millsap Co., me . . 
159 Vermont Ave., Los Angeles, Calif.; Tyler Sangston Co., 342 Madison Ave., New York; Davis and Sons, TV NEWCOMERS—Andersen foods division of Heublein will use these 
30 North LaSalle St., Chicago, Ill; M. B. Bock & Associates, Boker Bidg., 7th St. and 2nd Ave. S., cartoon salesmen as the focal point for its first tv effort. A seven- 


Minneapolis, Minn.; Verl F. Scott, Advertising Director, 50 N. Main St., Salt Lake City, Utah. week drive via Bryan Houston Inc. has been launched on 14 Califor- 


_ nia stations. Shown here are Hap- 
| pea and Pea-wee. A third car- 
/toon character will be Robert 
| Pea Soup Andersen. Bob Elliott 
|and Ray Goulding will provide 
the voices. 


' _ ‘Time to Step on the Ad Throttle 


‘ ANY economists now feel that the business slump bh 
bottomed out. This expert testimony is heartenin 
but it does not suggest that the bottom is a comfort 


| Fred Niles Purchases 
| Kling Film Enterprises 


| Cuicaco, Oct. 14—Fred A. Niles 
| Productions has purchased the fa- 
cilities of Kling Film Enterprises, 
’ A e |Chieago, for an undisclosed sum. 
Note s Pickup in Orders Mr. Niles, once an exee vp and 
a = /part owner o ing, will move 
net for ing rapidly, Col. Rockwell said. s Niles Productions into the Kling 
- pany'’s heavy-duty, building, 1058 W. Washington St., 

-. | this week. 
> The purchase does not include 
but in general the signs ‘Kling Studios, art and still photog- 
tings raphy studio, or Kling-California 

studios, Hollywood. 

Mike Stehney, formerly of Kling, 
will join Niles as vp in charge 
of tv-film commercials. Ed Rink- 
er, also of Niles, will become a vp 
in sales for Niles. The facilities 
formerly owned by Kling are 
“considered to be the finest east 
of Hollywood,” and include three 
huge soundproof stages and a 
three-studio sound department. + 
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Eastern Four A's to Meet 

| The eastern annual conference 
|of the American Assn. of Adver- 
'tising Agencies will be held Oct. 
27-28 at the Biltmore Hotel, New 
| York. The conference will open 
with creative (print), research and 
account management workshops on 
Monday afternoon. Tuesday morn- 
ing, there will be industrial adver- 
tising, media buying and market- 


H ing workshops. In the afternoon 

There’s no need to guess. Your advertising cusans Tabula: ade One oo 
duction workshops will be held. 

in N.E.D. reaches all markets ! On Tuesday, there also will be a 


management luncheon and man- 
agement group meetings. The con- 


N.E.D.’s coverage of over 43,000 plants blankets every worth- ference will close with a “look- 
| while industrial market in this country. N.E.D. pulls inquiries ahead” meeting to which media 

at a higher rate than ever . . . actually 15.5% more than in 1957! leaders will be invited. 

This N.E.D. reader response enables you to direct personal sell- 

ing efforts to the hottest upturn markets . . . the markets that wenn Eincte ponseete presi- 

are leading the business upsurge. Our new 1958 Data File will dent of McCann-Erickson’s Bra- 

bring you up-to-date on why you get more measurable buying zilian subsidiary, has been elected 

action with your advertising dollars in N.E.D. If you haven’t a director of McCann-Erickson 


Corp. (International). 


seen it, send for a copy now. 


A [PENTON | Publication, Penton Bldg., Cleveland 13, Ohio | 


SSSR EATD MAKES PASTING A PLEASURE 


; | 24 Advertising Age, October 20, 1958 | e 
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ie THIS IS THE NEW CHICAGO—WHERE GREAT THINGS ARE HAPPENING! 


There’s a new landmark on the city’s shoreline, the tall Prudential building. It is as bright and beckoning as a 


beacon. It shows great things happen here. 


This new skyscraper happened here because Chicago is an important place. It is the nation’s second city. It is 


growing, changing, expanding. The Prudential Insurance Company, itself the second largest of its kind in the 


country, could hardly have found a more fitting site for its mid-America headquarters. 


It is typical to look to Chicago when you're building for the future. 


Chicago, for all its years, is a young city. It grows and grows and grows. And in its growing, this community 
allows lots of room for continued growth. The Chicago Sun-Times has reason to be aware of this spirit. In a 
decade, it has grown in a manner unmatched in the history of modern journalism. Today it is second among 
the city’s newspapers in full run advertising volume. Its growth brought this newspaper to its new plant on 
the North Bank of the Chicago River. 


It is typical of the Sun-Times that in building for today’s service, both to readers and to advertisers, it provided 
for future growth. Its press room alone was built for more than double present capacity. And it was built with | 


confidence and certainty, both in the future greatness of this city and of this newspaper. 


THIS IS THE NEW SUN-TIMES—WHERE GREAT THINGS ARE HAPPENING 
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Milton Berle is back. His premiere 
show on Wednesday, October 8 was 
viewed by the greatest audience of 
any new program this season. It 
was larger than the combined audi- 
ences of the competing shows on 


the other two networks. 


Berle’s return gave dramatic focus 
to the truly amazing growth of tele- 
vision in one decade. Ten years ago, 
he starred in the young medium’s 
most popular show, yet his audience 


last week was 51 times greater! 


Before the largest audience ever to 
watch him, Mr. Television returned 
to the medium he helped create and 
to the network which, with him, 
introduced television to the Ameri- 


can people—The Network of Stars. 


NBC 
TELEVISION 
NETWORK 


SOURCE: NBC Research Department Estimates. 
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You won't have a 


worry in the world 


when you 


USE THE SERVICES OF 


CENTURY 


ELECTROTYPE COMPANY 


Electrotypes ¢ Plastic Pilates « R.O.P. Mats 
160 East tilinols Street, Chicago 11 « DElaware 7-1541 


New Book Discusses 
Corporation Pricing Policies 

“Pricing in Big Business,” by 
|A. D. H. Kaplan, Joel B. Dirlam 
land Robert F. Lanzillotti, has been 
published by the Brookings Insti- 
tution, Washington. In the first 
section of the book, the authors 
| present the views of management. 
Then they analyze the importance 
of the product mix, quality and 
style competition, price leadership, 
the anti-trust laws and other re- 
lated factors in the pricing process. 
| A section of charts and tables sup- 
|plements the text. Price of the 
ate -page book is $5. 


Two Join ‘This Week’ 

| Richard L. Neale, formerly as- 
|sistant to the president of Sports 
| IUustrated, has joined This Week 
Magazine, New York, in a similar 
|post. Donald W. Daniel, formerly 
|with Alco Gravure, has joined the 
|supplement as assistant to the 
manager of the manufacturing di- 
vision. 


in WBEN-TV land 
your TV dollars count for more 


Since 1948, in Western New 
York, Southern Ontario 


on channel 4 
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and Northeastern Pennsylvania, 


WBEN.-TV has been the strongest factor— 


BT respoveeneencepre REE Koh ¥ 
at aca 


in sight and sound—for profitable television promotion. 
Technical excellence, leadership in public service 


programming, local creative production plus CBS network 
program leadership have built incomparable loyalty 

in this important market of over 4,000,000 people. For the 
complete story on WBEN-TV land, its buying power 

and unique coverage, call our national representatives, 
HARRINGTON, RIGHTER and PARSONS, INC. 


WBEN-TV CBS in Buffalo 


THE BUFFALO EVENING NEWS STATION 
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Advertising Age, October 20, 1958 


$300,000 Firth Push 
to Tell Housewives 
How to Buy Carpets 


New York, Oct. 14—Firth Car- 
pet Co. has deserted the traditional 
“pretty picture” approach to car- 
pet advertising with a fall “how 
to” campaign explaining rug buy- 
ing to consumers. 

Firth has earmarked the biggest 
budget in its history—‘between 
$3,000,000 and $4,000,000,” accord- 
ing to J. Floyd Smith, vp in charge 
of marketing. Ads carry eight sep- 
arate carpet-buying and carpet-us- 
ing situations. A color spread runs 
in Life, a three-page gatefold in 
Living for Young Homemakers and 
a nine->age insert in Coronet. 

To get consumers to the retailer, 
backing up the Firth view that peo- 
ple “don’t buy rugs from ads, they 
buy them from stores,” advertising 
stresses that carpet buying is 
“easy.” The ad program is sup- 
ported with retailer merchandising 
kits supplied to more than 1,600 
dealers so far. 

The new Firth approach was 
precipitated, in part, by a recent 
American Carpet Institute survey 
which found that a woman consid- 
ers carpet buying “difficult” for 
four major reasons: 


e She is unsure of her taste and 
judgment. 


e She is wary of comparative price 
advertising. 


e She has little previous rug-buy- 
ing experience, since such pur- 
chases are infrequent. 


e She feels that rug prices are 
“prohibitive.” + 


Atlanta Radio-TV Reps Elect 

Richard Hughes, Edward Petry 
& Co., has been elected president 
of the Radio & Television Repre- 
sentatives Assn. of Atlanta. Other 
officers elected are Greg Murphy, 
Katz Agency, vp; George Crumb- 
ley, Headley-Reed Co., secretary- 
treasurer. 


Bryan Houston Issues Study 
Bryan Houston Inc., New York, 
has published a new edition of 
“Major Coverage Study of Media 
& Markets,” the agency’s 450-page 
reference work on market informa- 
tion and coverage data for news- 
papers, Sunday supplements, mag- 
azines, radio and tv in 700 cities. 


WHAT DO 


YOU KNOW 
about DIRECT SELLING? 


+. « the $91 Billion industry Which 


e 
» institution, etc.—it will 
ea rie e the ming DIRECT 
LLING eTEL - Manufacturers and 
agency executives are often amazed to learn 


fice, store, factory 


how easy and in ive it is to move mer- 

chandise in big to through direct sell- 

ing—in ALL 48 states and nada. Send 
rc letterhead for free copy of fact-filled 
ket “DIRECT SELLING — The 


est Way to Profitable Distribution”. Ri 
prove an eye-opener! No obligation. ’ 


Salesmans 
OPPORTUNITY 


ay 7 a + ee ate Reg sis iaveh cS ue eee i Ae a ees : =i Tlie +, Ban, Psy : foe ca = 
woe ange, bch é i af ae : ae, rs is % ane Es es : ; P - ‘ id 's ‘ Se eS . San 
aes ‘ - : i a ” ; » A < 2 a _ = = i = ss og . is A Sees ee: Pa ry 2 | 
o - % 
oC . ' % 
= J q 
: 28 ee ; 
\ 5 e : ~ e e ” 
! - 4 3 
Cer ; q o eee bed F 
: al 4 2 - | ae 
; i = 
‘ | - > z 
pons \ < 
x: “a & 
a2 Se s 
=e ; % 
a nad 
- . ) 
3 | . y i‘ ’ Z 
a! = yy te 
“4 | a% , me 
cal 5 os i ee ya G . ha a j ae 
re: 3 ' 7 » _ % Ven 
a a 
pa \ : 
mee . es 
pean ™ - 
b ate “ ee E 
| 2 Fi —EE | 
2, - we d q 
pass a.» i ee 
ee 4 A f j Wt 
ae += i 2 
eae - 
rs a s : K 
| 
a Ci SR shelter nsiilietestenninteenemeennssnctineseniateistasatiaiigitishinamnmenssitteniegtiemaisiinmamemmmecnits | 
Rc ¥ 
: ‘ 
See ’ 
er 4 
os , | 
aon : 
= | : i 
er cd = 
oe eee : 
Sas oh 3 
ea ; 
mee SG >, 
3 2 ‘ zee : é Po } 3 
: ie es : . Si : a 
ei pee aut gniat! y *3 
4 ‘ ae ge eae . = 
nea Bat oe. ake 3 . 
fe % 
ay By Upon Engineer's & " ; 
ee Coverage Doto if 
7 
eae i 
ee : 
een 1 
se uke : 
Bem 
ne 1 
Khas | 
et | ve Y 
; 
ee 
ek 
= it 
a is Attracting More Companies Who 
es Want a New, Fast, inexpensive Way 
- te Expand . 
i. ee — ’ awe FASCINATING 
.y ee poo 
) ‘ FACTS BOOKLET “3 
Peele Tanne 
va 
CH. a ai =< it product o1 
he } service lends itself to 
a ~ uaa - ince personal selling anc , 
4 eee Re j a 
tv * cd bis ee cea sie 
: al e 
per - 7 se is “a 1 
ae a iz a 
Be: : a 
mo Me '9 7 : 
7 ; SY P 
mm! _ : = 
r } eR i eae = 
ps fr ee ig i a ee 
or | Se, cere ae Beg OW ag eran cd see Om 
oe ieee Carer tay Pee lee ee 
= = ee a : 
mae, 
a “ : 
: 4 LOS ANGELES. 2412 W. Seventh St., 
« a . 3 : d Los Angeles 5 
%, es s : * oy gi as PEE Ne inc PO ge Se OIE MER CE 
teas 
— 
a 5 
22 ee ee aa A naar Bae te et ae aS ie ce fas Reena . os pea Sie ey CERN gp be - 
| Gaute gee cs coe a eae ace ie he Pes cs SATE eam 
eae epee one ES ks 3p 0% fe ic Bo 
_ Soe Biol 


PHOTO COURTESY THE ANACONDA COMPANY 


The Chemical Engineer washes 300 million dishes a day 


Detergents are only one of the myriad prod- 
ucts made possible by the Chemical Engineer 
and his technology. 


Wherever he is in industry . . . and his ac- 
tivities range from atomic energy and rocket 
fuels to drugs and detergents . . . the chemi- 
cal engineer is your most critical buying 
factor. He creates products, controls proc- 
esses, designs and builds plants. His technol- 
ogy ties the industry together. Naturally, he 
recommends and specifies at every stage in 


Published every other monday 
for Chemical Engineers inall functions 


the buying procedure. If you sell him first, 
you'll be way up front when the need for 
new equipment and raw materials arises. 
For more than 55 years, the one publica- 
tion completely dedicated to this man has 
been CHEMICAL ENGINEERING . . . the solid 
3 to 1 choice among chemical engineers in 
all functions, in all industry. This year you 
can reach them with more timeliness and 
impact than ever before. CuemicaL ENcI- 
NEERING, A McGraw-Hill Publication, 330 
W. 42nd St., New York 36,N. Y. @ @ 
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New York, Oct. 15—Leslie Har- 


|““Robin Hood,” which was produced 


ris, vp and general manager of/in Britain, qualify as British pro- 


CBS Films Inc., leaves Saturday 


| ductions. 


for a trip to Europe that will take | 


him to England, France, Germany 
and Sweden. 

His assignment: Sale of Amer- 
ican culture, the television kind, 
as represented by CBS film prop- 
erties. 

While in England Mr. Harris 
will also take a supervisory look 
at two new CBS series going into 
production there: “Diplomat” and 
“Rendezvous.” 

Before leaving, Mr. Harris noted, 
in an interview with ADVERTISING 
Ace, that foreign sales now ac- 
count for 25% of the income of 
CBS Films, the Columbia Broad- 
casting System unit which is li- 
censed to sell all CBS tv proper- 
ties. 


s According to the genial Mr. 
Harris, who now spends one-third 
of his time traveling, CBS has be- 
come the top seller in overseas 
television markets. 

CBS, Mr. Harris reported, now 
ships 1,500 half hours of film pro- 
grams a month from New York. 
There are 34 CBS programs for 
sale in 31 countries. 

The top seller is “I Love Lucy,” 
now running in 12 countries. A 
close second is “Gunsmoke,” called 
“Gunlaw” abroad, which is show- 
ing in 11 countries. “The Lineup” 
—called “San Francisco Beat” 
abroad—is seen now in 10 coun- 
tries. 

CBS has 15 of its shows dubbed 
in Spanish, two in French and one 
in Italian. ¥ 


s The top money market for tv 
films is Britain, where CBS can 
get up to $5,000 per episode, com- 
pared to only $500 in some prime 
Latin American markets. 

Also, in Britain—and in Austra- 
lia, another big market—there are 
no dubbing problems. 

On the other hand, the British 
quota is a problem, Mr. Harris 
conceded. British tv must have at 
least 85% of its program material 
in British productions. 


CBS can get around this re- | 
striction, however, by making films 


on the spot. Programs such as 


ae leadership spotlight 


¥ 
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Top-drawer advertisers 
are buying WGN 


You’re in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
WGN’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


CHICAGO, ILLINOIS 


|= Mr. Harris expects to be pro- 
j}ducing more and more shows 
|abroad. He said there is a demand 
for them now in the U. S. mar- 
| ket, whereas “two years ago you 
couldn’t sell a show with a foreign 
| locale.” 
| Mr. Harris has noticed more ac- 
tivity in New York by advertising 
agencies with offices abroud. He 
said both McCann-Erickson and 
|J. Walter Thompson Co. recently 
asked him to supply a list of pro- 
igrams available for showing in 
|'Germany, in anticipation of the 
expansion of commercial tv there. 
In some cases, he said, agencies 
here have bought shows for cli- 
ents overseas. 


Advertising Age, October 20, 1958 


Mr. Harris predicted that this tions and surprises along the way.| Photoengraving Book Will Be 


Boasting 25% of TV Film Income from »-» York activity will increase as| 
Abroad, CBS Aims to Hold Sales Lead 


becomes more commonplace | 
overseas and as U.S. companies | 
seek good selling vehicles abroad. 

He pointed out that in Australia | 
| Whitehall Pharmacal Co. sponsors 
“Have Gun, Will Travel,” just as 
it does in the U.S. He also noted 
that the Australian Philip Morris 
Co. bought “I Love Lucy”—after 
the U.S. parent company had 
dropped it here. 

He reeled off the following line- 
up of U.S. advertisers on Cuban 
television: General Foods, Procter 
& Gamble, Libby, McNeil & Lib- 
by, Del Monte, Pepsi-Cola, Coca- 
Cola, Canada Dry, Gillette, Philco, 
RCA, Mennen, Revlon, Avon, 
Esso, Bristol-Myers, American To- 
bacco Co., R. J. Reynolds, Liggett 
& Myers, American Home Products, 
General Electric and Westinghouse. 


s Discussing program preferenc- 
es, Mr. Harris said: “In general, 
tastes are the same everywhere.” 


However, there are some excep- 


The British rejected “Our Miss 
Brooks” and “Perry Mason” be- 
cause of the differences in the 
schoo] and legal systems. “I Love 
Lucy” had difficulty breaking into 


|Latin America because of the 


feeling on the part of some that 
Latins would not take too well to 
a show in which the female was 
so dominant. * 

Europeans are usually wary of 
programs featuring brutality and 
violence. 

Westerns seem to be popular 
everywhere. Mr. Harris said he 
was shocked to find that the 
show, “Brave Eagle,” starring 
Bert Wheeler, was a smash hit 
in France. “This show is so bad 
it’s frightening,” he said. 

One reason for its success 
seemed to be a first-rate dubbing 
job. A French acquaintance of- 
fered Mr. Harris another explana- 
tion: “Half the population of 
France still thinks that Indians 
make up half of the U.S. popula- 
tion.” # 


_Available from Photoengravers 


“Line Halftone & Color—An In- 
troduction to Modern Photoengrav- 
ing,” new booklet being prepared 
by the American Photoengravers 
Assn., Chicago (AA, Oct. 6), will 
not be available for general dis- 
tribution, the association has in- 
formed ADVERTISING AGE. When the 
booklet is ready for distribution in 
January, 1959, it will be distributed 
through local photoengravers and 
not through the association. Copies 
then may be obtained from individ- 
ual photoengravers who have ob- 
tained the booklet from the asso- 
ciation. 


‘Hamden Chronicle’ Sold 

The weekly Chronicle, Hamden, 
Conn., has been sold by James 
Burkham to Charles Lenahan, of 
Detroit, advertising representative 
of Holiday. Mr. Burkham, formerly 
president of the St. Louis Globe- 
Democrat, retains ownership of 
Free Press Publications, Hamden, 
which published the paper. 
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CARS 
61% of P.A.G. readers 
buy new cars. 


(Non-readers : 50% ) 


Cd 


Petersen Au 
_America’s la 


CIGARETTES 


70% smoke one or more 
packs of cigarettes per 
day. 
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88% purchase their own 
shampoo. 
(Non-readers : 40%) 
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TOILETRIES SOFT DRINKS 


53% consume 4-15 soft 
drinks per week. 


(Non-readers : 30%) 


NOW IT’S OFFICIAL! Eugene Gilbert 


co 


” BIG 3 of the PA.G. 


MOTOR TREND, 
MOTOR LIFE, 
HOT ROD. 


Combined circulation in 
18-25 age group: 602,800. 
Total ABC Circulation: 1,400,000. 


CLOTHES 


94% buy suits by brand 
name. Dress shirts —95% 
Beilts—88% 
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Dumas Milner Sets $1,000,000 | 
Drive on NTA Network 


Dumas Milner Corp., Jackson, 
Miss., manufacturer of household 
products, will enter network tv for 
the first time in its 10-year history 
with sponsorship of three programs 
on the NTA Film Network. The 
company has budgeted $1,000,000— 
almost half its current total adver- 
tising investment—for commercials 
on six products ranging from a 
plastic laundry starch to rug and 
upholstery cleaners. 

The programs are “This is Alice,” 
“Man Without a Gun” and “TV 
Hour of Stars.” Gordon Best Co. is 


‘Humor Helps Undo 
Damage of Hard Sell 
on Radio, ‘AR’ Finds 


Cuicaco, Oct. 14—The light hu- 
morous touch in radio commercials 
is succeeding in cracking the “com- 
mercial barrier” developed by 
housewives against “hard sell ham- 
mer and holler” advertising. 

And it’s not just making for 
pleasanter listening; it’s moving 
goods off shelves at a pace any 
adman would be proud of. 

This is a trend in the current 


resurgence of radio, says the No- 
the agency. vember Advertising Requirements 
Widow Sues KIT Owners in an article about “How to Use 


i di ials.” 
The widow of James A. Murphy, Humor in Radio Commercials 


former general manager of KIT, 
Yakima, Wash., has filed suit 
against the station owners for $47,- 
000, an amount equal to a 10% 


MILDER—Mr. Boston Distiller Inc. believes there is a trend to lower- 

proof liquors and is backing this belief with this spread currently 

appearing in alcoholic beverage trade publications. Reingold Co., 
Boston, is the agency. 


s An important exponent of humor 
in commercials and an effective 
demonstrator of its worth, the ar- 
share in KIT and KGEE, Bakers- ticle says, is Stan Freberg, come- 
field, Cal. Esther A. Murphy claims dian, entertainer and head of Fre- 
the owners, Mr. and Mrs. Carl E.| transfer a 10% share of the owner-|for his work, but failed to do so| berg Ltd. (but not very),” around 
Hammond, Los Angeles, agreed to | ship of both stations to Mr. Murphy | by the time he died. whom the article centers. 


studies of young American men reveal: 


young man Ss mar 


Yes, it is amazing! But the most comprehensive study 


Aa et! Je ‘¢ 
‘ of young men ever completed proves Motor Trend, Motor Life and 


Hot Rod...the “Big Three” of the Petersen Automotive Group... 


are read by more young men - 18 to 25 than any magazine in America. What’s even more 
amazing...one page in the P.A.G. costs 85% less than a page in the magazine 
with America’s second largest audience of young men. We have the amazing 
facts ready to send to you. Write for them today! 


Petersen Publishing Co. 


5959 Hollywood Bivd., Los Angeles 28, Calif. ¢ Hollywood 2-3261 


CHICAGO 
360 North aan an Avenue 
linois 


Chicago '] 
FRanklin "3.6067 


HOBBIES 


8% own outboard power 


boats. 
(Non-readers: 7%) 


NEW YORK 
17 East 48th Street 
New York 17, New York 
Plaza 1-6690 


DETROIT 
524 Book Building 
Detroit 26, Michigan 
WOodward 3-8660 
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“By being slammed over the 
head consistently with a commer- 
cial bat, the woman of the house 
develops a sort of cauliflower re- 
ceptivity ...I call it a commercial 
barrier,” says Mr. Freberg. 

“When the poor lady hears this 
sort of thing: ‘Come in and SAVE, 
SAVE, SAVE, SAVE,’ a little 
switch snaps off in her head... . 
She hears the commercial but she 
doesn’t hear it. You might say it 
is like hearing the knocking of 
radiator pipes or a dog barking 
somewhere down the street. 


s “In the [ad] game they call this 
hard sell, and so far as I am con- 
cerned,” says Mr. Freberg, “that 
went out with zoot suits.” 

A case in point for Mr. Freberg, 
the article says, is the series of 
spots he developed for the intro- 
duction of Butter-Nut coffee, a 
product of Paxton & Gallagher Co., 
Omaha. Buchanan-Thomas Adver- 
tising, Omaha, is the agency. 

In just five weeks the humorous 
campaign in 13 states sold more 
than 1,000,000 jars of the coffee 
and the radio ad schedule in some 
areas had to be cut back until pro- 
duction could catch up with the 
demand, according to Paxton & 
Gallagher’s ad director, Don 
Keough. 

Typical of these spots is a 60- 
second dialog between “the boss” 
and “Fomroy,” an underling the 
boss is pressuring for development 
of instant coffee. For four years 
Fomroy fails to produce. Instant 
pig iron he could make, but not 
instant coffee. 

Finally, in 1958, Fomroy pro- 
duces and the boss pronounces the 
brew delicious. Fomroy gleefully 
sings a little vignette ... “Five 
years isn’t exactly instant, but 
that’s how long it took to make 
Butter-Nut coffee .. .” Following 
this, and ending the commercial, 
Fomroy quietly and thoughtfully 
opines, “I have a nice voice.” 

The cost of these humorous ads 
is not small, Mr. Freberg empha- 
sizes. The very highest quality 
talent is needed to achieve the 
needed impact of humor, he says. # 


Has Your Accountant 
or Lawyer Ever Told You? 


yo can derive extra income 
from a by-product of your 
business. Our accounts—the na- 
tion's leading publishers, book 
and record clubs, business and 
financial advisory services, gift 
houses and mail order firms— 
are constantly seeking new mail- 
ing lists. 

Examine your files! Do you 
have coupons from advertising, 
premium or sample requests, 
contest entries, sales leads, 
customer lists, inquiries or pros- 
pects? These names are valu- 
able. Over 4,000 companies 
receive royalty checks from 
renting (NOT SELLING) their 
lists to non-competitive firms. 


EXECUTIVE PLANNING 
CALENDAR 


If you have more than 15,000 
names, we will send you a bro- 
chure describing the income po- 
tential from renting your lists 
and, with our compliments, you 
will receive a spiral bound 
9 x12 calendar. Many execu- 
tives find this unique desk-aid 
invaluable in planning programs 
and scheduling appointments. 

Our office employs no sales- 
men. No one will call. There is 
no obligation. Merely write on 
your company letterhead, stat- 
ing quantity of names, how ac- 
quired and how the names are 
maintained. 


LEWIS KLEID COMPANY 
25 West 45th St., New York 36, N.Y. 
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I> This is the formula 
that keeps Hutchings & Melville engravings 
Selling at the Point of Impression 


Hutchings & Melville, Inc. 


custom photoengraving 


4043 N. Ravenswood Avenue, Chicago 13, Illinois EAstgate 7-9220 


l> All color engravings for wet printing are proofed exclusively on 4-color proof presses 


_Freskos Moves; Adds One 

| Freskos Associates Advertising, 
San Francisco, has moved to new 
offices at 425 Bush St. The agency 
|has been named to direct adver- 
tising for the Vaca Valley Race- 
|way, Vacaville, Cal., where the 
first “nationally recognized” road- 
race was held Oct. 4-5. 


Galen to McGavren-Quinn 

Robert E. Galen, formerly direc- 
tor of research and promotion of 
RKO Television, tv film distribu- 
tor, has been appointed director of 
research and sales development of 
McGavren-Quinn Corp., New 
York, radio-tv station representa- 
tive. 


KXLY Names Three 

James R. Agostino has been ap- 
pointed general manager of KXLY 
and KYLY-TV, Spokane, suc- 
ceeding Richard E. Jones. George 
Anthony has been named manager 
of the radio station and Gene Roth 
of the tv station. 


information or entertainment. 


policy improvements. 
Important to whom? 


representatives .. . 


‘ In Radio: Henry I. Christal Co., Inc. 
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A NATIONAL THEATRES STATION 


the newest things in sight 
and sound are coming from 


SIGNAL HEIL... 


... home of WDAF-TV and Radio, Kansas City’s first and 
largest broadcasting center. If you know the Heartland, you know 
that all eyes and ears turn here because Signal Hill stands for 
stability, something people can depend on...whether for 


Under National Theatres direction, this character is being 
conscientiously strengthened each day, with important 


First, important to the million-plus people who watch and listen 
...and buy your products... people who insist on the finest 
possible programming in return for their time. That’s what they’re 
going to get on Channel IV and on 610... from us and from NBC. 


Important, also, to you who must sell this big midland market. 
The kind of improvements we’re talking about will make 
that selling job easier than it has ever been in Kansas City. 


National Theatres pledges both of you new strength in 
programming...new appeal in personalities...new power in 
promotion and merchandising ...new depth in market 
information ...new vigor in sales follow-through. 


These are the improvements we want to tell you more about. You'll 
be getting the specific details from us and our good station 


In Television: Harrington, Righter & Parsons, Inc. 


Advertising Age, October 20, 1958 


Stress Editorial 
Value, Agency Men 
Urge Space Sellers 


Cuicaco, Oct. 14—Nothing helps 
sell a media buyer on a business 
publication’s editorial stature like 
a visit with its editor, two agency 
men told the Chicago Dotted Line 
Club last week. 

But when that’s not possible— 
and they acknowledged it rarely is 
—a one-year summary of editorial 
work is a pretty good substitute, 
they said. 

The one-year summary, said 
John Priebe of Reincke, Meyer & 
Finn, Chicago, can show the pub- 
lication’s editorial focus, thus 
helping define its readership more 
precisely. 

Publishing such summaries and 
reprinting them, he _ suggested, 
would be a good move on the part 
of business publications. 


s Another good yardstick of edi- 
torial worth, he said, consists of 
records of requests for reprints. Of 
course, he added, one has to take 
into consideration who orders the 
reprints and the probable reasons 
why. A heavy volume of reprint- 
ing, though, he said, usually speaks 
well of the material being reprint- 
ed. 

Howard Rose, of Buchen Co., 
Chicago, admonished the salesmen 
to be quick to respond to in- 
creasing demands for sales empha- 
sis on editorial content. He said 
there is still far too much grinding 
out of circulation figures. 

To this Mr. Priebe added that he 
doesn’t think there’s much inter- 
est for a media buyer in compara- 
tive readership studies these days, 
since the promoter somehow usual- 
ly shows up on top. More interest- 
ing studies, he said, are those that 
show just how well the publica- 
tions are read. + 


Reach, McClinton Names Three 

Reach, McClinton & Co., New 
York, has appointed James Young 
a tv producer and Sylvester Cleary 
an account executive. Mr. Young 
previously was with Hal Seeger 
Productions; Mr. Cleary was with 
Sullivan, Stauffer, Colwell & 
Bayles. George C. Mead has been 
appointed a copywriter and ac- 
count executive on the Chicago 
staff of Reach, McClinton. He for- 
merly was a copywriter with Earle 
Ludgin & Co. 
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Write for FREE photo packet 


NUDIST 
COLONY! 


na 


QUANTITY PHOTOS SELL ANYTHING... ANYWHERE | 
QUANTITY PHOTO CO., 119 W. HUBBARD ST., CHG. 16§ 
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A NEW SERVICE! 
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eo 
@ Shown here is one example 
@ of the extra selling power 
@ available to you because of 
@ our gravure printing and 
sharp, localized editing. 
(THIS is more fully illustrat- 
ed in the booklet offered be- 
. low along with other localized 
selling techniques.) The use 
ad of attention-pulling local ac- 
e tion photos is just one phase 
@ of STRAIGHT-LINE Ad- 
* vertising. We will arrange for 
® action photos of your prod- 
® uct in use in Ohio, with brief 
@ testimonial if desired. The 
@ pictures can be stripped into 
@ your advertising quickly at 
@ no extra mechanical cost. No 
@ bother about a plate because 
« of our gravure printing. Here 
® is sharp, new advertising im- 
e pact without straining your 
budget! 
a 
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Use STRAIGHT-LINE Advertising 
to sell more 


STRAIGHT-LINE Editing gives you the background of 
“service readership’? — Edited by Ohioans for Ohio 
farm conditions and problems. All articles are timely 
and fresh, reach readers twice each month with up- 
to-date farm know-how. Sparks and serves the inter- 
ests of Ohio Farmers in more efficient farming? 


STRAIGHT-LINE Coverage supplies the direct channel 
to an active market — In THE OHIO FARMER, your 
advertising gets preferred attention in 4 out of 5 Ohio 
farm homes. And, when Ohio farmers are well sold, 
they can buy! Income is big and steady — year ’round. 
Ohio is a top-third state in farm income. 


Plus No. 1— Local Field Reports. When you desire, 
timely selling information can be supplied by our able 


staff members who talk regularly with your local offices. 
A helpful advertising supplement to your own field in- 
formation. 


Plus No. 2— Local Action Photos and Testimonials (il- 
lustrated top of this ad). 


Plus No. 3 — Local Prices or Terms or Down Payments. 
Nothing helps close a sale like the facts that tell a farmer 
how he may buy. We can strip in your Ohio prices and 
selling data — no cost for a plate. 


Plus No. 4— Local Source of Supply and Information. 
We can insert the names of your Ohio distributors, dealers 
or agents. No costly plate changes involved. 


Plus No. 5 — Local Coupon Addresses. We can insert the 
name of your Ohio sales offices for fast selling action. 


Send for this booklet — a full story on ‘“STRAIGHT-LINE Advertising.” 


You may find a timely answer for a welcome lift in your advertising and sales in Ohio. 
You’ll want to have this valuable reference on the real advantages of our gravure printing 
flexibility which makes possible STRAIGHT-LINE Advertising. Here is new penetration 


1010 Rockwell Ave., 


Cleveland 14, Ohio 
STRAIGHT-LINE Advertising Service available also in PENNSYLVANIA FARMER and MICHIGAN FARMER 


with localized advertising, test campaigns, full color. All at great savings. Write! 
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| Peters, Griffin Adds WLOS fe 

Peters, Griffin, Woodward has |! 
| been appointed to represent WLOS | 
and WLOS-TV, Asheville, N. C.| 
Both stations previously were re- 
presented by Venard, Rintoul & 


‘ ‘ ’ McConnell. Peters, Griffin has ap- | 
4. pointed John A. Thompson, radio | 
sales manager in New York, a vp. 
on mudicime... Ruth Daily Joins Cyanamid 


Mrs. Ruth Daly, ad director and 
executive fashion director of Eini- 
oe ° ger Mills for six years, has joined | 

the fibers division of American 

Modern Medicine Cyaan New Ya ke 
ion coordinator for Creslan acry- 


reaches every practicing physician in the U. S. to age 65 lic fiber. iter nd 
Dr. Walter C. Alvarez, Editor-in-Chief Paris Adds WMBR Post bow Tuer shea? Toot ane Wo 

THE DOCTOR'S MARKET PLACE FOR PRODUCTS HE BUYS, PRESCRIBES OR RECOMMENDS Herman Paris, vp and general 
sales manager of WWDC, Wash- 
ington, has also been named na- 
tional sales director of WMBR, 
Jacksonville, in cooperation with 
CBS Spot Sales. WMBR recently 
was purchased by WWDC. WIN A MINK—A. J. Funk Co., Elgin, 
Ill., is introducing its new glass 
cleaner, Sparkle, into the Chicago 


: A Good Strong Body Is Important... lathe yn Mag he 


spots. Introductory campaign fea- 


| tures a $10,000 win-a-mink jingle 
contest. Lloyd M. Rosenow Ince., 
Chicago, is the agency. 


RCA Names Odorizzi Group 
Exec VP; Boosts Others 


Charles M. Odorizzi, formerly 
exec vp of sales and services for 
the Radio Corp. of America, New 
York, has been named group exec 
vp of consumer products and serv- 
ices. Mr. Odoriai replaces Robert 
A. Siedel, who will be assigned 
duties as assistant to the RCA pres- 
ident, John L. Burns. 

Mr. Odorizzi’s former responsi- 
bilities have been split in half. 
W. Walter Watts, group exec vp, 
will now handle the RCA interna- 
tional division as well as continu- 
ing his responsibilities for the 
electron tube division and RCA 
semiconductor and materials divi- 
sion. P. J. Casella has been named 
exec vp of consumer products in 
charge of the RCA Victor televi- 
sion, radio and Victrola, and rec- 
ord divisions. Mr. Casella also will 
continue as president of the RCA 
Victor Co., Montreal. Martin F. 
Bennett, formerly merchandising 
vp, has been named vp in charge 
of distribution of RCA. 


Sure, we have the best in 
production facilities. . . 
the sets, sound stages and 
technical equipment. 


Just Like Newton 


5 But... that’s only the brawn. 
It’s the brains, the creativity, 
" the television know-how 

7 that really counts. 


And we have a newly-formed, 
completely separate unit of 
experienced commercial 


MGM-TV Commercial and 
Industrial Representatives: 


" ° 4 NEW YORK: 
~pet a JU. 2-2000, Jack Bower, Phil Frank 
at your . CHICAGO: 


These men are attuned to 
the problems of advertiser 
and agency alike and 
devote their time totally 
to the development and 
production of commercial 
and industrial films. 


Pete Del Negro, ST. 2-3686 
SAN FRANCISCO: 
Bob McNear, PR. 5-1613 
LOS ANGELES: 

Bob Fierman, TE. 0-3311 
For Information Write: 
Bill Gibbs, Director of Commercial / 
and Industrial Films, MGM-TV, people : 

Culver City, Calif. REACT 


They are ready and willing 
to give individual 
attention to your project, . 


. to 
to work efficiently, the Riu 
realistically, and to the voice and vision 
of NBC in : 


best advantage within 
your budget. Why 
not give them a try? 


South Bend - Elkhart 
call Petry today! 


WNDU-TV ~~ 


BERNIE BARTH & TOM HAMILTON 


MGM} 


Of Loews “ 
Incorporated 
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PHILADELPHIA 


bead Your product can roll on to new sales and profits records by Apparel than the average family in the rest of the nation. 

concentrating a heavier advertising effort in the “Big Wheel’ Within these most profitable sales areas, the family coverage of General 
markets of New York, Chicago and Philadelphia—where 594% of all consumer Magazines, Syndicated Sunday Supplements, Radio and TV thins out. In the 
units earn $4,000 or more per year. This super-abundance of buying power __ biggest of the “Big Wheel’’ markets— New York, Chicago and Philadelphia— 
(832% more families in the top income brackets than the average for the there is no substitute for FIRST 3 MARKETS’ solid 62% COVERAGE of 
remainder of the U. S.) provides the basis for the average First 3 market all families. 
family to spend 10% more money for All Retail purchases, 18% more for Tomake your advertising sell more where more is sold ...it’s FIRST 3 FIRST! 
Food, 25% more for Furniture, Furnishings and Appliances, and 83% more for Circulation nearly 6,000,000. 


The group with the Sunday Punch 


New York Sunday News Coloroto Magazine 


Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “Today” Magazine 


Rotogravure e Colorgravure 


New York 17, N. Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894 + Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 + Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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IT PAYS TO CALL IN A BUSINESS SUIT 
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The “relaxation” atmosphere of some media can mute your message to busi- 
nessmen ... but you get a business-like reception when you dress your adver- 
tising in a business suit. Business Week is custom-tailored for management 
advertising: Strictly business in content. Conscientiously limited to a “man- 
agement-only” circulation. No housewives. No newsstands. No barber shops. 
No doctors’ waiting-rooms. Result: an atmosphere that encourages your 
management advertising to work . . . and at the lowest cost per management 


reader of any general-business or news magazine. A McGraw-Hill Publication. 
BEST-READ AT LOWEST COST 
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Hike Blac*stone Cigar 


Boston, Oct. 14—Concentration 
on a single market area—metro- 


30% 
cigars, 
Hansbury, president of Waitt & | 
Bond, manufacturer of the brand. 
James Thomas Chirurg Co. of 
Boston and New York, handling the | 
Blackstone account, booked space 
in the Boston Herald-Traveler and | 
Boston Record-American alongside 
the baseball standings. The ad se- 


| 
‘| 


ism eanvaoat @@ KINGS 5: 


SPORTS SPOT—This small space ad 
for Blackstone cigars was placed | 
alongside the baseball standings in 
Boston dailies. James Thomas | 
Chirurg Co., Boston, is the agency. 


ries, “Blackstone Sports Corner, | 
included two questions and an-| 
swers, one about baseball, one) 
about cigars. 
“The layout ran several times | 
during the week,” said Howard G. | 
Sawyer, a Chirurg vp. “It was de- | 
liberately contrived to lead the | 
eye from the standings to the 
Blackstone message.’ 
In addition, a “Blackstone Sports | 
Corner” tv show followed every | 


New London 
Rides in Style! | 
Automotive Sales | 
2nd in Connecticut | 


New London families | 
spend an average of 
$1954 on automotive 
buying . . . second high- 

est average of all Con- 
necticut cities with a 
population of 25,000 or 

over (SM '58 Survey). 

Reach this really big 
automotive market— 
66,547 ABC City Zone 
—through the paper all 
New London reads—its 
only daily. 


Che Bay 


NEW LONDON, CONNECTICUT 
Nationo! Representatives: 


GILMAN, NICOLL & RUTHMAN 


| terviews. 


TV Jingle Plus Small-Space Ads in Dailies 


Sales 30% in Boston 


televised Red Sox game. This pro- 
gram featured Johnny Most, broad- 


politan Boston—with a limited ad|caster of the Celtics basketball | 
budget produced a sales hike of| games, also sponsored by Black-/| cal tag at the end of many of the| stone cigars. Sales, except for a 
in one year for Blackstone | stone, as are Bruins hockey games. \lines served a two-fold purpose,” 

according to Thomas A./|The tv show featured a roundup | said Russell M. LaDue, copy chief | smokers, had dropped accordingly, 
of scores, plus comments and in-| 
Guests this year were) 


Bob Cousy, Bill Sharman, Jack 
Dempsey and Jack Sharkey. 


® Words and music written sev-| 
eral decades ago by Frank Crumit | 


and Julia Sanderson, which fitted 
the once well-known slogan, 


|“Blackstone cigars—for that mo- 


/ment supreme,” were revived and 


Girl: 
Man: 


(Blackstone King) 

So get in on the swing 
To the fifteen cent King 
And discover a Blackstone | last three lines of the main song.” 


cigar 


Girl: (Mmmmmmm-Blackstone). | 


“Using the girl’s voice as a musi- 


in Chirurg’s New York office, who 


jhe said. “A bonus eight-second ID; 


jingle for subsequent use was cut 
at the same session, using only the 


For a number of years prior to 
1957 there had been little or no 
consumer advertising for Black- 


| hard core of confirmed Blackstone 


the manufacturer reported. + 


refurbished the selling lyric. “First, | 


it registered product name often 
enough for the most chauvinistic 
client, 
the most critical listener. 
“Secondly,” he said, “it freed us 
from the need to work the product 
name repeatedly into the rhyme 
scheme. And this freedom allowed 
room for the presentation of an at- 


'given new treatment on trans-/ tractive, believable and somewhat 


|eribed announcements. The lyric) 
| follows: 


larger sales point. Musical treat- 
ment of the idea pays off in re- 


Man: When you look for a bet- | memberability. 


ter cigar 
Girl: (Blackstone King) 
Man: Here’s a brand that is mild- 
er by far 


le “An 


interesting angle, too, is 
that production costs were held un- 


| der $2,000 for the entire package,” 


yet pleasantly enough for) 


‘Suburbia Today’ Signs 118 
Newspapers, List Growing 
Suburbia Today, new color 
gravure monthly newspaper sup- 
plement to be published next Jan- 
uary by Suburbia Publishing Corp., 
Chicago, an affiliate of Family 
| Weekly Magazine Inc., has signed 
118 daily and weekly newspapers 
to distribute the supplement. The 
newspapers cover 52 counties in 
|28 major markets. In addition, 


|more than 150 other newspapers in 


various markets have signed Sub- 
urbia Today contracts, and each 
is being analyzed from criteria of 
buying income per household in 


Advertising Age, October 20, 1958 


area covered by newspaper, possi- 
ble duplication in circulation and 
|other factors, prior to inclusion on 
the list of media. 

The monthly supplement will 
guarantee more than 1,000,000 cir- 
culation for the first issue. 


Flight Retueling Names 
Emery: Holecheck Ad Head 


Flight Refueling, Baltimore, has 
named Emery Advertising Corp., 
Baltimore, to handle its advertis- 
ing, sales promotion and publicity. 
The company makes equipment for 
in-flight refueling of aircraft and ; 
other products. 

The company also named James 
A. Holecheck supervisor of ad- 
vertising and public relations. He ; 
formerly was an account executive 
at Newhoff-Blumberg Advertising 
Agency, Baltimore. \ 


Jahant Joins ‘Newsweek’ 

James H. Jahant, formerly with 
Everywoman’s Family Circle, has 
joined the Chicago sales staff of 
Newsweek. 


NEW YORK CHICAGO DETROIT 
250 Park Avenue Prudential Plaza Penobscot Bidg. 
Yukon 6-7900 Franklin 2-6373 Woodward 1-4255 
ATLANTA DALLAS FT. WORTH 
Glenn Bidg. 335 Merchandise Mart 406 W. Seventh St. 
Murray 8-5667 Riverside 7-2398 Edison 6-3349 


Pioneer Station Representatives Since 1932 


ERS, GRIFFIN, 


T 


HOLLYWOOD 
1750 N. Vine St. 
Hollywood 9-1688 


SAN FRANCISCO 
Russ Building 
Yukon 2-9188 
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Cigaret Companies Buy TV 
Brown & Williamson Tobacco} 

Corp., through Ted Bates & Co., | 

has bought the co-sponsorship of | 


the Wednesday night fights (ABC-| 


TV) relinquished by Mennen Co. 
Mennen, meanwhile, has signed as 
alternate sponsor of the new “Pur- | 
suit” show (CBS-TV). R. J. Rey-| 
nolds Tobacco Co., 
through William Esty Co., 
Signed as alternate-week backer 
of both “Wagon Train” 
“Northwest Passage” (NBC-TV). 
P. Lorillard Co., through Lennen 
& Newell, has signed to back “Mas- 
querade Party” (NBC-TV) for the 
Thursday 10:30 p.m., EDT, spot. 


Byford Socks Starts Drive 
Abbey Imports Inc., New York, 
has started an ad campaign to es- 
tablish the wearing of English By- 
ford wool socks on a year ’round 
basis, built on the theme, “British- 
ers wear ’em all year round.” The 
socks are not shown in the ads, 


THE CALL LETTERS 


OF THE 


SALES GETTERS 


West 


KBOI—Boise ........ 
KGMB-KHBC—Honolulu-Hilo 


KEX—Portiand ...... . 50,000 
. 50,000 


WoODWAR 


KIRO—Seattle 


meanwhile, 
has | 


and | 


& 


SKIPPY 
| {PEANUT EST | 
CONTEST 


are 


CRAZY MIXED-UP CONTEST—The sign comes out okay, 
but Jack Smith stands on his head in this Skippy 
peanut butter commercial to be seen Oct. 26 on “You 
Asked for It” (ABC-TV). Announcer Hugh Con- 
over helps Mr. Smith demonstrate the prizes in the 
contest—first, $2.98; second, three hours free park- 


which poste British asiheudie in|vertising. A echediilil 
various outfits. Window and coun-| through next spring, includes Es-|E. T. Howard Co., New York, is 
ter displays Pence the ad-!| quire, New York Times Magazine,| the agency. 


BUYERS 


ing in downtown Ashtabula, O., and third, one Skip- 
py peanut to the next 500 best entries. The competi- 
tion calls for a commercial to be run backwards; 
contestants will be asked to write a letter telling 
what the reversed commercial was all about. Skip- 
py’s agency is Guild, Bascom & Bonfigli. 


running | Playboy, and Sports Illustrated. 


LISTENERS 


a a 


VICE VERSA 


Midwest 


WHO—Des Moines... 
WOC—Davenportt .... 
WDZ—Decatur ..... 
WDSM—Duluth-Superior 
WDAY—Fargo ..... 
WOWO—Fort Wayne . . 
WIRE—Indianapolis 
KMBC-KFRM—Kansas City 
wiSC—Madison, Wis. .. . 
WMBD—Peoria....... 


5,000 
5,000 


Southwest 


D, Inc. 


WBZ+WBZA-Boston and 
Springfield 
WGR-Buffalo ..... 
KYW—Cleveland ... 
WWJ—Detroit .... 
WJiM—Lansing .... 
KDKA—Pittsburgh. . . 


Southeast 


WCSC—Charieston, S.C. 5,000 


KFDM—Beaumont ... 5,000 
KRYS—Corpus Christi. . 1,000 
WBAP—Fort Worth-Dalias 50,000 
KTRH—Houston ... . 50,000 
KENS—San Antonio. . . 50,000 


WiST—Charilotte 
WwiS—Columbia, S.C. . . 
WSVA—Harrisonburg, Va. 
WPTF—Raleigh-Durham . 50,000 
WDBJ—Roanoke 


+ >: e 


| 
| 
} | CHicaco, Oct. 
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Consumer Panelists 
‘Unimpressed by Rolls 
Ad; Admen Liked It 


14—The current 
advertising campaign for Rolls- 
Royce may be great stuff to ad- 
men, but to at least one consumer 
| panel the elegant car shows up in 
| the ads as a has-been and a late- 
| comer. 

The Rolls-Royce print ad head- 
lined “The new Rolls-Royce is 
|designed to be owner-driven—no 
'chauffeur required” was panned 
by two of three consumers at a 
Chicago Copywriters Club meet- 
ing last week. Three admen who, 
with the consumers, sat in judg- 
ment on 18 print ads, gave the 
ads for the English car a very 
high rating. 

“To me the Rolls-Royce is a 
has-been,” said one consumer, 
Mrs. Julie Holohan. “The ad re- 
minds me of yesteryear.” 

“All the ad says is that the 
Rolls now has what we've had in 
U. S. cars for years,” chimed in 
Herbert Krause, a printing execu- 
tive. 

Al Bremner, creative director 
of Foote, Cone & Belding, one of 
the ad panel members, com- 
mented that the ad for the high- 
price car was “well written, and 
written to pick its audience.” 


® The panels looked at a total of 
18 ads. Each group voted 12 of 
them above average, but in only 
five instances did they agree on 
which ads were the superior ones. 

Julian Watkins, vice-chairman 
of the plans board of Leo Burnett 
Co., and Harry Kinzie, copy chief 
of Tatham-Laird, joined Mr. 
Bremner on the ad panel. Mrs. 
Peter Darling was the third con- 
sumer judge. + 


MINNESOTA 

SWIMMING IN 

| & SEVEN-UP, A 
} THE NEW 
SOFT DRINK 
LEADER!* 


pox tig, 


=. 


*Seven-Up has been the ay 
leader in Minnesota since 
1953, when the bottlers © ~ 
| started ROP color ads! 


MOE «came. 


910 East 138th Street 4 
New York 54, N. Y. Vit 


* Sales Offices: New York « Boston 
2 Chicago « Dallas « Miami 
San Francisco 
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_|Good Research Aids 
teas nin feed fi Adman with Creative 
a-eaes Problems: Shepard 


| Cuicaco, Oct. 14—Creative re- 
- | search must supply the adman not 
A] | only with facts, but with guide- 
|posts to the solution of creative 
problems, according to Albert 
Shepard, exec vp of the Institute 
for Motivational Research. 

Addressing a University of Chi- 
cago class in creative advertising, 
Mr. Shepard noted that “useful 
research today must provide for 
|dynamic guideposts to next 
month’s advertising strategy, not 
for static report cards on last 
month’s ads. 


PEORIA, ILLINOIS 
1S LARGER THAN ANY MARKET 
IN IOWA 


Metropolitan Peoria, Illinois has more people 
(293,200) . . . more consumer spendable in- 
come ($577,124,000) . . . more total retail sales 
($405,744,000) than any market in Iowa! 

Peoria Journal Star delivers a daily circula- 
tion-to-homes ratio of 94.2% in Metropolitan 
Peoria . . . 100,000-plus circulation . . . cover- 
ing a 13-county billion-dollar market. R.O.P. 
cae 7 days a week ... ideal test market. 


Peoria Journal Star 


Ward-Griffith Co., National Reps. 
s “The complexity of marketing 
competition,” he said, “has led 
some fearful souls to lean too hard 
on statistical crutches, to lie too 
passively on motivational couches, 
to search too desperately for the 
suckling security of warmed-over 
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Salt Lake's influence doesn't stop at the city boundaries! As distribu- 
tion and control center for all or parts of 4 states, Salt Lake’s influence 
is felt throughout the entire market with its 1% million prosperous 
prospects. By buying Salt Lake’s two great metropolitan newspapers 
you reach, influence and SELL “OUTER” Salt Lake as well as 
“INNER” Salt Lake. Remember, there's more to Salt Lake than 
Salt Lake! 


The Salt Lake Tribune 


(MORNING & SUNDAY) 


DESERET NEWS 1 
Sult Lake Yelegram (evenins) 


Advertising Age, October 20, 1958 


formulas.” 

The next big step for research is 
to end the illusion that it can pro- 
vide a magic panacea, Mr. Shep- 
ard stated, adding that the time has 
come to “do away with nagging 
research telling of problems we al- 
ready know about and neglecting 
to tell what to do about it.” 

As a solution, he suggested that 
good creative research take the re- 
sponsibility of defining its survey 
reports into a “creative hypothesis” 
that can act as a springboard to 
show the adman in which direction 
to “aim his arrow.” 


® Cadillac may be the General Mo- 
tors car that is “in trouble” this 
year, and Lincoln may have an op- 
portunity to make competitive 
progress, Mr. Shepard said, in an 
interpolation. Emphasizing that the 
“prediction” was based more on 
“feel” than on research, he said 
that Cadillac styling may be too 
severe and too reminiscent in some 
respects of Chrysler styling to 
please the traditional Cadillac 
market, which expects Cadillac to 
be completely distinctive but also 
“sedate” enough so that radical 
styling changes are not made each 
year. = 


Simmons-Boardman Adopts 
Uniform 842x114" Page Size 

Effective with the January issues 
the trim size of all Simmons- 
Boardman magazines will be 
81%4x11%4”, the size now used by 
American Builder. 

Publications switching to the 
new size are Marine Engineering/ 
Log, Railway Age, Railway Loco- 
motives & Cars, Railway Pur- 
chases & Stores, Railway Signaling 
& Communications, Railway Track 
& Structures and Selecciones del 
Railway Age. The Marine Catalog, 


|an annual, will adopt the size with 


its 1960 edition. 


Hospital Assn. Appoints 
Advisory Committee 

The American Hospital Assn., 
Chicago, has appointed an advis- 
ory committee to its new commu- 
nity relations service for hospitals. 

Members of the committee in- 
clude John H. Tinker Jr., senior vp 
of McCann-Erickson, New York; 
George Bugbee, president of the 
Health Information Foundation, 
New York; Alfred S. Dashiell, 
managing editor of Reader’s Di- 
gest, and Ray Mackland, picture 
editor of Life. 


In the leadership spotlight 


Top-drawer advertisers 
are buying WGN 


You’re in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
ees in 1958 makes 
WGN’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


CHICAGO, ILLINOIS 
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Why not 


put your money 


where your 


markets are’ 


If the mission of advertising is stimulating sales, 
doesn’t it make sense to concentrate advertising on 
the people you’re trying to sell? We think so. For 
example: the market for drilling machines is limited 
among bakers. Little value in machine ads here. 


On the other hand, there’s an expanding market for 
drilling machines with the men who use them to pro- 
duce metal products. Logical place to advertise. And 
this is the point of our story. 


First, take a look at the multi-billion dollar Metal- 
working industry. Cars, trains, planes, washing 
machines, TV, metal furniture, machinery — you name 
it. All are products of Metalworking. 


Behind every one of these products are procuction 
engineers and executives who control their manufac- 
ture. Because they specify, recommend or approve 
purchase of practically everything used in Metalwork- 
ing production, they’re an important market. Particu- 


McGraw-Hill Magazine of Metalworking Production 


330 West 42nd Street, New York 36 


Be a 


larly when you recognize that production gets from 
80 to 90% of all money spent in this huge market. 


These are the men you want to sell and, by the same 
token, reach with advertising. This is where American 
Machinist can help build sales. As the leading publi- 
cation for Metalworking production men, it’s the most 
direct way to reach this important market. 


The 41,000 copies of American Machinist that arrive 
on subscribers’ desks every other Monday go straight 
to “work’’. 


These technical men of Metalworking want informa- 
tion. And American Machinist delivers it. That’s why 
editorial and advertising achieve equally high reader 
interest. Both are part of the basic “information 
package’”’. 


If Metalworking is your market, you should be selling 
it through American Machinist. 


American 
Machinist 
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FOR FOOD! 


37% of all the consumer dollars spent on food store products 
in 1959 will come from households that read an average issue 


of LIFE.* This is one good 


reason why food advertisers 


continue to invest far more dollars for selling in LIFE than 
in any other magazine. Here are some other reasons... 


Until LIFE, no magazine had ever sold six million 
copies in a single week. Now LIFE does it week after 
week, a feat unique among general magazines. 


But LIFE offers a food advertiser more than just six 
million magazine buyers. LIFE is so sought after by 
reading Americans that a food advertiser has a chance 
to reach additional millions of the best-spending families 
in the U. S. every week. 


Here’s how it works. LIFE’s 6,000,000 copies find 
their way into 15,320,000 households. And a recent 


' Politz study indicates that an average issue of LIFE is 
read by 32,000,000 people. 


Proof that LIFE offers a food advertiser his best 
market lies in the buying record of LIFE-reading 
households. By actual measurement, LIFE house- 
holds account for 37% of all dollars spent on food store 
products in the entire United States. (And that’s just 
the readership of an average issue.) 

But aggressive food advertisers also want continuity 


of sales impression, and here again only LIFE delivers 
such a quality audience in such quantity. 


Over the course of 13 issues, LIFE is read in 
34,440,000 different households. (On the average, each 
of these households reads six issues out of 13.) And these 
households —representing 70% of total U.S. house- 
holds—account for 78% of all U.S. food expenditures. 


So much for the statistical analysis. Beyond these 
market dimensions, LIFE offers these other special 
selling advantages to a food advertiser. 


A CHANCE 
TO SHOW THE BEAUTY OF YOUR PRODUCT 


LIFE’s superb reproduction gives you the BEAUTY 
you want. In LIFE your product looks its best. The 
thirst-whetting look of frost on a bottle... the appetiz- 
ing freshness of dew on a leaf... the crackling char- 
acter of crisp cereal... the delicate texture of freshly 
baked cake... the image-building background —all 
this beauty comes through in LIFE as in no other ad- 
vertising medium. 


With appetite appeal so important in influencing 
potential customers, the reproduction you get in LIFE 


ONLY [IFa gives you so much 
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becomes a key factor in your choice of media. 


(Here’s how people respond to LIFE’s presentation 
of food and food products: a recent announcement of a 
great new cookbook, based on photographs and recipes 
that have already appeared in the pages of LIFE itself 
and to be published at $13.50 a copy on November 
10th, has already sold 100,000 copies with publication 
still a month away.) 


A CHANCE 
TO CHANGE TACTICS AND STRATEGY 


LIFE gives you the FLEXIBILITY you want. Your 
budget is not locked into an irrevocable commitment 
months and months in advance. The needs of your 
market —not an advertising medium —should dictate 
your spending. 

In LIFE alone you can launch or bolster a national 
sales campaign or change advertising strategy in just 
22 days’ time by taking advantage of LIFE’s special 
advanced closing for four-color advertisements. 

LIFE alone among mass magazines offers a special, 
7-day fast-closing for black-and-white and two-color 
advertisements. 

A CHANCE 
TO BE SEEN IN GOOD COMPANY 


LIFE gives your product the RESPECT you want. 
People value LIFE’s editorial content, have confidence 
in the magazine... pay their own good money to read 
it regularly. (A real measure of audience confidence.) 


This confidence carries over to the advertising pages, 
adding an effective selling dimension to your message. 
And when you advertise in LIFE, you are keeping com- 
pany with America’s finest companies who sell famous 
products of every sort. 

A good example of dramatic use of LIFE’s pages by 
a food advertiser will be found in LIFE’s November 17th 
issue: the biggest single food ad ever to appear in LIFE! 
Corn Products Company will present a 24-page collection 
of holiday recipes—the first ever to appear in LIFE. 


LIFE readers recognize—and freely concede—that the 
caliber of advertising in LIFE over the years has had 
an important influence on how they live, what they buy 
and what they are going to buy. 

Bigness. Beauty. Flexibility. Respect. And a wealth of 
customers in the mood to buy. LIFE can give you all of 
these special values. 

That’s the unique selling climate you share in the 
pages of LIFE. 


*Source: LIFE’s Study of Consumer Expenditures,an analysis of $200 billion spent 
by U.S, households for consumer goods and services in 1956. 


9 Rockefeller Plaza, New York 20, N. Y. 


selling power... so swiftly, so surely 
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Retailers Vie 
With Admen as 
Critics of Ads 


(Continued from Page 2) 
platform would give his opinion 
on the ad, which in turn was fol- 
lowed by the judge in the isolation 
booth, who could not hear the plat- 
form speaker’s remarks. 


® Follow are the ads that were 
judged and the opinions of the 
judges: 

e RCA-Whirlpool (tv ad in color) 
for washers and dryers. Mr. Fore- 
man said the commercial was 
beautifully filmed but that it didn’t 
show him enough about the inner 
workings of the appliances and 
didn’t give him enough good rea- 
sons why he should buy the ma- 
chines. Mr. Polk praised the good 
use of color but said he didn’t like 
the ad because (1) it didn’t press 
for an immediate sale, (2) it 
wasn’t exciting enough and (3) it 
didn’t mention any retailers where 
the appliances could be bought. 


e General Electric (b&w tv com- 
mercial) for washing machines, 
featuring “no lint filters.” “They 
really got inside the machine in 
this ad,” Mr. Foreman said. “This 
is a good example of how tv can 
be effectively used.” Mr. Polk said 
the ad “gave him the facts” and 
added that the “lint filter was a 
good new feature of the appli- 
ance.” Mr. Polk urged appliance 
manufacturers to make more ex- 
tensive use of color in tv commer- 
cials. 


e Sylvania (tv spot) for tv re- 
ceivers, which employed a high- 
fashion approach (a Harper’s Ba- 
zaar editor was featured). “I can’t 
see this ad,” Mr. Foreman said. 
“The lead-in is phony. There are 
more vital things to a tv set than 
style. The time could have been 
better devoted to telling about the 
receiver itself.” 

Mr. Polk said, “Harper’s Bazaar 
and furniture styles were not com- 
patible with selling tv sets. The 
ad didn’t tell about the features of 
the receiver and gave me no rea- 
son to trade in my old one. 

“The manufacturer didn’t get 
the results he expected from this 
ad,” Mr. Polk said. 
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frigerators, featuring Betty Fur- 
ness. Mr. Foreman felt the ad was 
“inventively done” but that he 


|was not shown the inside of the 


unit, nor was he told “what the 
big difference was between this 
unit and competing appliances.” 
Mr. Polk described the ad as “fun- 
damentally good” and a “good 
selling commercial.” 


e Motorola (print ad) for tv sets, 
offering a one year guarantee on 
tubes and parts. “I like this ad 
because it gives me reasons to con- 
sider buying a new set,” Mr. Polk 
said. Mr. Foreman described the 
ad as “sound.” 


e Western Auto (print ad), fea- 
turing “lint trap” washers. “This is 
a me-too ad,” Mr. Polk said. “If 
you took the brand name away, 
you couldn’t identify it.” Mr. Fore- 
man said the ad needed more 
“class” or “quality” but added that 
he thought it was “sound.” 


e Maytag (print ad) for washing 
machines, containing the headline, 
“So nice to your nice things.” Mr. 


e Westinghouse (tv spot) for re-;Polk said the ad was pretty but 
| did not do a good selling job. Mr. 


Foreman described the ad as “old 
fashioned” and charged that it 
“didn’t work hard enough.” 


e Bissell Shampoo Master (print 
ad). “This is real advertising,” Mr. 
Polk said. “It makes retail sales. 
It is informative and gives you 
the answers. The men who cre- 
ated the ad should get a raise.” 
Mr. Foreman said the ad was “tre- 
mendously effective, well organ- 
ized, sound, informative and it in- 
vites readership.” 


e Eureka vacuum cleaner (print 
ad). “We sold 500 of these vacuum 
cleaners in one week,” Mr. Polk 
said, “and we used this print ad 
on our television show. This is a 
very good ad that got results and 
it deserves an award.” Mr. Fore- 
man said the ad was “sound, in- 
formative, helpful and convincing” 
but added that a good layout man 
“could have cleaned it up.” 


DRUG ADS 


e Ban deodorant (tv commercial). 
“This is a very good ad which 


shows product benefits, and it is 
well produced,” Mr. Stine said. 
Mr. Robinson described the ad as 
a “communist-type commercial— 
that is, tells what is wrong with 
the other fellow’s product.” He 
admitted, however, that the ad 
covered many sales points and 
that the technical work was ex- 
cellent. 


e Tempo hair spray (tv commer- 
cial). “This is a good selling ad 
with a good theme,” Mr. Stine 
said. Mr. Robinson said it was a 
good commercial which “got prod- 
uct identification immediately for 
a new product.” Both men agreed 
that the overcoming residual sales 
point was a good one. Both judges 
added that price should have been 
mentioned. 


e Tums (tv commercial), which 
stressed stomach upset relief in 
four seconds. A glass stomach was 
used as a prop. Mr. Stine rapped 
the four-second theme as “exag- 
gerated.” He said he found the 
glass stomach prop to be “dis- 
tasteful” and added that the prod- 
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uct should have been described 
more scientifically and that price 
should have been mentioned. Mr. 
Robinson said the ad was “built 
on sound thinking, but something 
went wrong.” He added that the 
commercial attempted to imitate 
ads for headache remedies. 


e Band-Aid sheer strips (print 
ad). Both judges evinced much 
enthusiasm over this ad. Mr. Rob- 
inson said he thought the trans- 
parency sales point was well fea- 
tured. Mr. Stine said the ad told 
the sales story at a glance but 
added that he would have placed 
a retail price in the ad. 


e Halo shampoo (print ad), fea- 
turing the headline, “You can al- 
ways tell a Halo girl.” “This is a 
good ad,” Mr. Robinson said. “The 
halo around the girl’s head makes 
you remember the brand. The 
copy is well done and product fea- 
tures are spelled out.” Mr. Stine 
said the ad didn’t arouse his en- 
thusiasm, that it told too little. He 
added that the market is “loaded 
with this kind of stuff.” 
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e Miss Clairol hair dye (print ad), 
featuring the headline, “Does she 
or doesn’t she?” Mr. Robinson 
classified the ad as a “Republican- 
type, time for a change.” He said 
the “copy straddles the fence and 
goes in different directions.” Mr. 
Stine complained that the ad con- 
tained too much copy, that it didn’t 
tell the story. “And does she 
what?” Mr. Stine asked. 


e Spray Net hair spray (print ad). 
“This is an excellent ad and it 
should make Mr. Polk happy,” Mr. 
Robinson said. “The coupon offer- 
ing so much off is a good idea 
for a new product, but I think the 
full price of the product should 
have been mentioned so the con- 
sumer would know what the net 
price would be.” Mr. Stine also 
criticized the fact that the price 
was’ not published. 


GROCERY ADVERTISING 
e Pet Ritz pies (tv commercial). 
Messrs. Wilson and Jenkins agreed 
that the ad had good appetite-ap- 
peal. Both said they were left in 
the dark about the location of‘ the 


a — 


fruit country shown in the ad. 


e Jell-O (tv commercial), featur- 
ing Alice in Wonderland animated 
characters. “This is a good exam- 
ple of writers and producers pro- 
jecting their own creative tastes 
into a commercial,” Mr. Wilson 
said. Mr. Jenkins said the ad was 
“too artificial” and was “not a 
good selling ad.” 


e Quaker Puffed wheat and rice 
(tv commercial), featuring two an- 
imated characters, one a senator. 
Mr. Wilson said the ad was 
“charming” and “well done” but 
questioned if the heavy animated 
character helped to sell the prod- 
uct. Mr. Jenkins said he thought 
the commercial was “well pre- 
sented” and felt it “got results.” 


e SOS scouring pads (tv commer- 
cial), featuring animated charac- 
ters. “I’m not anti-animation,” 
Mr. Wilson said, “but I don’t think 
this ad is well organized. SOS is 
a good product, and its ads should 
tell more product benefits.” Mr. 
Jenkins said the sales story was 


told effectively but animation was 
not needed in the ad. 


e Maypo oat cereal (tv commer- 
cial), featuring animated charac- 
ter. “This is a charmingly crea- 
tive ad but what is Maypo?” Mr. 
Wilson said. “The ad takes too 
long to get into product introduc- 
tion, and it doesn’t tell enough 
facts. The ad just doesn’t commu- 
nicate.” Mr. Jenkins said the ad 
“didn’t sell anything to anybody.” 


e Swift’s cold cuts (print ad). Mr. 
Jenkins said the ad was “colorful” 
but that it was “too busy, tries 
to say too much.” Mr. Wilson said 
he found the ad much to his lik- 
ing, he called it “informative and 
useful.” 


e Hunt’s catsup (print ad). Messrs. 
Jenkins and Wilson both enthusi- 
astically praised the ad and de- 
scribed it as “top notch, attractive 
and very good.” 


e Quaker Oats (print ad), con- 
taining the headline, “Breakfast in 
a glass.” “This is a sound idea, but 
will it get kids to eat oatmeal?” 


Mr. Jenkins asked. “I’m an oat- 
meal hater, but I would like to try 
this,” Mr. Wilson said. “I do feel, 
however, that the ad could be 
more informative.” 


e Smith Bros. cough drops, fea- 
turing a free box of Cracker Jack 
(print ad). Both judges agreed 
that the combination of cough 
drops and Cracker Jack was a bad 
one; that the ad was “mixed up” 
and “never should have been 
done.” 


e Austex beef stew (print ad). 
Both judges were critical of this ad. 
Mr. Jenkins said the product iden- 
tification was too small. Mr. Wil- 
son said the ad content never did 
follow up on the headline. + 


Panet Names McClellan 

Donald McClellan has been 
named sales and promotion man- 
ager of Panef Mfg. Co., Milwaukee, 
maker of lubricants in plastic con- 
tainers. He formerly serviced Panef 
as account executive at the com- 
pany’s agency, Ken Seitz & Asso- 
ciates, Milwaukee. 


reaching 


—in 117 Counties 


TV picture ever! 


You'll be glad you did! 


Dailas 


\) 


w/iwd 


channel 11 Atlanta 


one of the 6 famous WLW stations 


Sales Offices: New York, Cincinnati, Chicago, Cleveland 

Sales Representatives: NBC Spot Sales--Detroit *« Tracy Moore & Associates— 
Los Angeles, San Francisco « Bomar Lowrance & Associates, Inc 
hy Oe Crosley Broadcasting Corporation, a division of Aveo 


sweeping 
a flew coverage 


68% of Georgia population—2,868,000 people 
(2/3 of a million increase) 


(a 43 County increase) 
70% of Georgia income—$3, 733,849,000 
70% of Georgia retail sales—$2,681 646,000 


delivering the greatest possible advertising 
returns—anywhere anytime! 


The revolutionary new WLW-A Tower of Stars 
has changed the entire television picture in 
Atlanta, in Georgia, in the whole South. It's 
the first ‘‘traveling wave’’ 
of its kind east of the Mississippi and the 
second in the whole Country! 


With this tremendous new power Tower, 
WLW-A will now reach over Georgia with all 
the star ABC programs for the greatest enter- 
tainment lineup, widest coverage, and sharpest 


transmitting Tower 


So get your products on WLW-A... NOW! 
Call the WLW TV Representative in your city. 


Atlanta, 


9 Rockefeller Piaza, New York 20, N. Y. 


BUILDING 
PRODUCTS 
ADVERTISING 


strengthens 
every link 

in your chain 
of sales in 

home building 


» 


DESIGN AND 
SPECIFICATION 
where your 
product sales 
are first 
set up 


PURCHASE 
ORDER 


where your products 
are bought 


APPRAISAL 
AND 
FINANCE 
where your products are 
evaluated for 
inclusion in mortgages 


DISTRIBUTION 
where your products 
are supplied 
and 
promoted 


SALES 
where your 
product's brand name 
is displayed to the 
final consumer 


HOUSE & HOME is the only maga- 
zine through which your advertising 
can reach the men in charge of all 
these phases of product decision. 
In HOUSE & HOME alone your ad- 
vertising is read by the architects of 
as many houses as read any archi- 
tectural magazine, the builders of 
as many houses as read any builder 
magazine, more mortgage lenders 
than read any mortgage finance 
magazine, more distributors than 
read any dealer magazine, more 


realty men 
than read ouse 
ome 


any realty * 
home building's only industry magazine 


magazine. 
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(Hea the Guy withthe Buy!) 
rHru POPULAR HOMECRAFT 


a We have no argument with statistics that prove —_ to happen until they've talked it over and she gets 

‘ with stunning finality that its the Missus who con- _ the nod from The Guy With The Buy. 

—~ trols the purchase of powder puffs, jelly beans, « What's more, he’s got his own personal interests 
and kitchen mops. Bless her, we say, and bless _that he finds always at his fingertips in his own 


es the statisticians. personal mag he ree we . we 
; ; 4 want to reach The Home Workshop Owner, Craft- 
- © But there is equally no doubt that it’s the Mister minded Cabinet Makers, Industrial Arts Instruc- 
_ who's The Guy With The Buy in the important tors and Vocational Training Schools—not to 


7 purchases for the home. A new roof? Atticmodern- — mention the plain Mister with a yen to do things 
ia ization? New installations for kitchen or bath? around his own home to make it a happier and a 
Appliances? The Missus just doesn’t buy these —handsomer place to live—here’s the channel that 
things the way she buys a cake of soap. She _ runs deep and wide, that has the Sell that rings 
huddles with the Mister, and things don’t begin _ the Bell! 


WRITE FOR COMPLETE MARKET DATA 


POPULAR HOMECRAFT 


_ 


| Etchen, Loveridge to EWRR 


ey | Rudy Etchen, formerly with} 


es => 2 Satis 7 EC ws | beaitd bed “ee | Browning Arms Co., has joined the Fensholt Chairman, 
crTL THE MAN OF THE HOUSE : Dies in Auto Mishap 


Pittsburgh staff of Erwin Wasey, 
Ruthrauff & Ryan as vp in charge 
of new business development. 
Leonard Y. Loveridge, formerly 
with John C. Dowd Inc., has joined 
EWRR’s Philadelphia office as a 
copywriter. 


D-F-S Names Baum, Brooks 
Stanley Baum, copywriter with 
Dancer-Fitzgerald-Sample, New 
York, has been appointed a copy 
supervisor. Gertrude Brooks, for- 
merly a copy group supervisor of 
Grey Advertising Agency, has 
joined D-F-S as a copy supervisor. 


NBP Appoints Fahrendorf 


P. M. Fahrendorf, vp of Chil- 
ton Co., has been appointed to the 
executive committee of National 


621 N. DEARBORN PKWY. * CHICAGO 10, ILLINOIS * DElaware 7- 5 me Business Publications, Washington, 


as vp in charge of legislative mat- 
ters, a new post. 


Florida’s growth races ahead of the statisticians 


The Florida Development Commission reports 
that approximately 3,000 new residents are moving 
into Florida each week! 

These new Floridians are 365-days-a-year 
buyers — purchasing homes and every type of goods 
and services that go with everyday living. 


More people, more money - more sales! 


Not only more Floridians—but more money to 
spend! U. S Department of Commerce currently 
reports Florida leads the Southeast in personal 
incomes with a wage and salary total of nearly 
$4.7 billion. 

Added to this is the buying power of Florida’s 
eight million annual visitors, who-in 1957—- spent 
an estimated $1.3 billion in The Sunshine State! 
fe This combination of more people and more 
money has boosted Florida’s Food Sales 63%, 
Drug Sales 52% and Automotive Sales 84% in the 
last three years. 

4 So—even when you get away from the 
beaches —the figures look mighty good in Florida! 


Get your share of this exciting new profit market! 


Sell your products in more than 620,000 Florida 
homes—at lowest cost—through Florida’s three 
key newspapers - The Miami Herald, The Florida 
Times-Union and The Tampa Tribune and Times. 


Get the facts! Write us today! 


I OF, i da. ..growing by 3,000 


new residents a week! 


. 


FLORIDA TIMES-UNION 


JACKSONVILLE 


THE TAMPA TRIBUNE - THE TAMPA TIMES 


THE MIAMI HERALD 


MIAMI 


en, eee To 


REPRESENTED NATIONALLY By: 


The Katz Agency, Inc. 


Sawyer-Ferguson-Walker Co. 


Story. Brooks & Finley.inc. 


Advertising Age, October 20, 1958 


Frank Ewing, 54, 


Cuicaco, Oct. 14—Frank D. 
Ewing, 54, board chairman of Fen- 
sholt Advertising, Chicago, was 
killed early Saturday morning, Oct. 
11, when the car he was driving 
left a suburban Evanston road and 
plunged into the North Shore 
Channel. 

A coroner’s jury said he died as 
a result of a heart attack, but po- 
lice have not determined exactly 
how the accident happened or the 
exact time it occurred. Mr. Ewing 
was returning to his Evanston 
home from the central region meet- 
ing of the American Assn. of Ad- 
vertising Agencies. 


® He had been with Fensholt for 
about 29 years and has been the 
agency’s board chairman since 
May, 1952. A successor to the post 
has not yet been selected, Norman 
D. Buehling, president of Fensholt, 
said. 

Graduated from Muskingum Col- 
lege, New Concord, O., Mr. Ewing 
worked for the Chicago Daily News 
for a brief period in the ’20s before 
joining Fensholt. 

He was president of the Chicago 
Federated Advertising Club in 
1956. 


J. T. LANE JR. 


DorTHAN, ALA., Oct. 14—J. T. Lane 
Jr., 56, general manager of the 
Dothan Eagle, died Sept. 27 in a 
hospital at Montgomery after a 
prolonged illness. 

Mr. Lane, also vp and treasurer 
of the Dothan newspaper, had been 
convalescing from an operation the 
week of May 13. 

At one time employed by the 
Alabama Journal, in Montgomery, 
Mr. Lane came to Dothan in 1936 
as circulation manager of the 
Eagle. He was promoted to general 
manager in 1956. 

His career in newspaper work 
also included experience with the 
Ledger, Columbus, Ga., and the 
Herald-Post and Times, El Paso, 
Tex. 


FLORENCE V. CUTTING 

SEATTLE, Oct. 14—Mrs. Florence 
Victoria Cutting, 53, a member of 
the staff of Pacific National Adver- 
tising Agency for nine years until 
her resignation in 1940, died here 
Sept. 28. Mrs. Cutting was gradu- 
ated from Montana State Univer- 
sity in 1928. At the time she left 
Pacific National she was director 
of public relations. 


ELMER FREE 

BALTIMORE, Oct. 14—Elmer D. 
Free, 64, account executive with 
Radio Station WCAO, died Oct. 1. 
Mr. Free joined the staff of the 
Baltimore American in 1912. He 
remained until 1933, when he left 
to found his own agency. During 
that year and until his death, Mr. 
Free also served as a public rela- 
tions counselor for the Maryland 
Department of Motor Vehicles. He 
joined the WCAO advertising de- 
partment in 1927. 


Seabrook Farms Will Distribute 
Snow Crop in Canada 

Minute Maid Corp. has turned 
over Canadian distribution of Snow 
Crop brand frozen fruits and vege- 
tables to Seabrook Farms, at the 
same time retaining distribution of 
Snow Crop concentrates in that 
market. Advertising for the line 
will continue to be handled by 
Kastor, Hilton, Chesley & Clifford, 
New York. 


Beck Joins Conahay Inc. 
Joseph F. Beck, formerly exec 

vp of Scheideler & Beck, has been 

named a vp of Robert S. Conahay 


Inc., New York. 
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theres Portes SO powerful as an idea 


Better Homes and Gardens makes more sales because it gives people more buying ideas 


There's never a food page in Better Homes and Gardens that doesn’t advertising break in Better Homes and Gardens? The answer is as 
“task for the order,” that doesn’t say, in effect, ‘‘ You can do this, too!”” long as the endless list of things a family wants or needs to live more 
But this editorial recipe for exciting people to try it or buy it isn’t fully and pleasantly. Advertising is welcome and productive in Better 

< reserved for food pages only. The magic of ideas moves BH&G readers Homes and Gardens’ atmosphere of ideas. For BH&G has a gift for 
ot to decorate, to build, to travel by its pages—to “‘live by the book.” making people want things so much that they’re ready to go out and 
2 And since an average of 15% million men and women read Better buy them. Meredith of Des Moines . . . America’s biggest publisher 
of ideas for today’s living and 
- tomorrow’s plans 


Homes and Gardens each month, that means a lot 
of people acting on a lot of ideas! 
What sort of products get the best 


During the year 1/3 of America reads 4 ... the family idea magazine 


parbe aati: : : NOW OVER 4,500,000 COPIES MONTHLY 
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Dulany Offers Year's Free Food| display materials. Erwin Wasey, 
John H. Dulany & Son, Salis-| Ruthrauff & Ryan, New York, is 


(Continued from Page 3) 
The study on which the report 
is based was conducted jointly by 
the market research division of 


| 

‘ruthraut Volkswagen No. | 

|bury, Md., will break a fall cam-| © 98@cy- 
paign this month featuring a| Wunderman, Ricotta Adds One| N C Ch H 
sweepstakes contest with one | Wunderman, Ricotta & Kline,| ew ar o1ce, 
year’s. supply of Dulany frozen New York, has been appointed to| 
| foods as grand prize. Entrants get|/handle advertising for the book | “TJ S N , Fi ds 
| 7¢ off on their purchase of Dulany |¢jyp division of the Grolier So-| o We ews In 
|items. Advertising includes 1,000-| ciety, New York publishing com- | 

WARWICK TYPOGR jand 500-line b&w newspaper ads| pany. Wunderman, Ricotta has ap- 

920 WASHINGTON © st bse Meta og in 60 markets, spot tv in 60 mar- | pointed William Bobetsky, former- 

Serving Clients in 43 States kets plus selected spot radio and /|ly an art director with Kenyon & 

dealer ad mats and point of sale| Eckhardt, an art director. 


In Canada nearly Oui! Au Canada presque 


every other one of your un sur deux de vos 
meilleurs clients lit 
Selection du Reader’s Digest 


ou Reader’s Digest 


best customers reads 
Reader’s Digest 
or Selection du Reader’s Digest 


ocrosas "1 


a Sélection 


[ 


IN CANADA YOU HAVE 10 SAY IT BOTH WAYS! 


any other Canadian publication, English or 
French! 


Selling in Canada is a two-language job. And 
the one publication that speaks both languages 
is Reader’s Digest, with separate editions in 
English and French. Most advertisers use both 
editions. 

Each month the Digest is read by one out of 
every three Canadian adults—including nearly 
every other person in families earning $7,000 
a year or more... your best customers. The 
cost? Less-per-thousand circulation than 


Canada’s best customers read the 


JReaders Digest 


230 Park Ave., New York City 
Prudential Plaza, Chicago 
44 King St. W., Toronto 


1015 Beaver Hall Hill, Montreal 


sia ae = ae te he eee es 
Be ge Ong ah ce oe 


Advertising Age, October 20, 1958 


U.S. News’ ad department and 
Benson & Benson Inc., Princeton, 
N.J., an independent research or- 
ganization. 


® Their sample of the small for- 
eign car market consists of 1,032 
individuals, selected by R. L. Polk 
& Co., Detroit, who purchased new 
small foreign cars during February, 
1958. The data obtained from them 
was compared with comparable 
data about new domestic car buy- 
ers from “A Market Study of the 
People Buying New Automobiles 
Today,” published this year by 
U. S. News. 

The income of buyers of new 
ears of the two types break down 
as follows: 


Share Share 

of New of New 

Foreign Domestic 

Family Income Car Sales Car Sales 

$10,000 or more ............ 36.6% 33.5% 
$ 7,500 to $9,999 .......... 19.2 19.2 
$ 5,000 to $7,499 ........ 29.5 30.2 
$ 3,000 to $4,999 .......... Wg 14.7 
$ 2,999 or less ............ 2.8 2.4 
100.0 100.0 


The average and median incomes 
of the new small foreign car buy- 
er are $10,399 and $8,100 respec- 
tively. Of the new domestic car 
buyers the income average and me- 
dian are $11,100 and $7,830 re- 
spectively. 


s The occupations of heads of fam- 
ilies buying new small foreign cars 
compared with those buying new 
domestic cars are, percentage-wise, 
closely parallel. So is the break- 
down of new car buyers of the 
two types by type of industry the 
family head is engaged in. 

The ages of new car buyers of 
the two types in 1958 are as fol- 
lows: 


Age of Small For- New Do- 
Registered Owners = eign Cars mestic Cars 
EE PS cnehindsijnevnerstetiee —% 1% 
UNE ENE: csc tyivsitianenctorbtecds 9.9 5.1 
BINT mpestscstil bin vervines 36.8 19.6 
ON GR ir 25.4 32.5 
SD TN sehdlevessisemnninnceie 20.1 24.5 
EK III: idatineebioskentnnanene 6.1 12.5 
65 OF OVEF .o...ccccecceeeeseee 17 5.7 

160.0 100.0 


@ What are the main reasons why 
people buy the small foreign cars? 
Lower operating cost was cited by 
40.3%, general economy by 33.2%, 


|lower initial cost by 19.8% and 


smaller size by 10.2%. At least 15 
other reasons were cited less fre- 
quently, most of them related to 
the intrinsic value of small for- 
eign cars. 

Two out of five buyers of new 
cars expect to get their next car 
in less than 24 months; two out of 
three within the next 36 months, 
the report says. 

And what kinds of cars will they 
consider for their next cars? Volks- 
wagen led both the foreign and 
domestic cars, with 27.8% of the 
new buyers mentioning keeping 
their eye on this German machine 
for their next auto. Chevrolet, 
Ford, Plymouth and Rambler fol- 
lowed, being mentioned by 19.7%, 
16.6%, 10.3% and 8.9% respective- 
ly. 

Particularly noteworthy is the 
fact that 50 car names were men- 
tioned as in prospect for next cars, 
and of this number 29 are foreign 
makes, + 


Palmer Is Ad Promotion Head 

Cort N. Palmer, formerly with 
Cunningham & Walsh, has joined 
Living for Young Homemakers as 
advertising promotion manager, 
not advertising manager as re- 
ported in ADVERTISING AGE Oct. 13. 
Charles H. Coffin is advertising 
manager. 


Int'l Latex Boosts Kiam 

Victor K. Kiam II, formerly mar- 
keting director of International La- 
tex Corp., has been named vp in 
charge of marketing of the wom- 


en’s wear division. 
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Sports Afield again takes the first prize in the sports- 
men’s field! 


The ABC Publishers’ Statements for the first six 
months of 1958 prove: 


e Sports Afield delivered the biggest circulation. 


e Sports Afield delivered the lowest rate per page per 
thousand. 


a 


STILL CHAMPION 


If you want the most for your money your choice must 
be Sports Afield — winner and still champion. 


SPORTS AFIELD ..........1,015,052 
0 ee re 


Field & Stream............................. 988,796 


SPORTS AFIELD 


A HEARST KEY MAGAZINE e 959 EIGHTH AVENUE e NEW YORK 19, N. Y. 
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Zoom Drive Set in Vancouver 
Fisher Flouring Mills Co., Seat- 
tle, has opened a six-month cam- 
paign in Vancouver, B. C., for 
Zoom, quick cooking cereal, Fish- 
er’s first move into the Canadian 
market. Promotion opened with 


three-color page newspaper ad- 


vertising, to be followed by small- 
er space b&w ads. Radio and tv 
also are part of the campaign. Pa- 
cific National Advertising Agency, 
Seattle, handles the account. 


Advertising Growth 
Attects Wholesaler 
Most, Nolen Says 


Boston, Oct. 14—No single busi- 
ness segment is more affected by 
advertising growth than the whole- 
saler, in the opinion of Herman C. 
Nolen, president, McKesson & Rob- 
bins. 


Head of one of the country’s | 
'to undertake and do the middle-| 


largest wholesalers, Mr. Nolen ad- 
dressed the opening session of the 
current Tobe lectures in retail dis- 


school of business administration. 


especially in self-service opera- 
tions, Mr. Nolen went on to say: 


make huge initial outlays, particu- 
larly in television, means a man- 
ufacturer may have to commit 
himself for expenditures running 


s “Not many manufacturers,” he | to rising costs through the use of 
continued, “have selling organiza- automation and selective selling 


|dlemen efficient,” he pointed out. 
tribution at the Harvard graduate | 
| ping centers is causing changes in| 
Commenting that as consumers be-| wholesaler methods and policies, | 
come more brand conscious whole-| he said. 
salers find it increasingly difficult | 
to market unbranded merchandise, s “Wholesalers today are concen- 
| trating on well advertised national 
| brands 
“The high cost of advertising and | which move rapidly over retailers’ 
the necessity for manufacturers to| counters. In many instances they 
|are providing for automatic dis- 
| tribution from manufacturers and, 
|in turn, provide retailers with au- 
| tomatic distribution of products in 
into millions of dollars for a com- advance of advertising programs.” 
paratively short tv schedule. This| This enables advertisers to obtain 
forces him to utilize wholesalers to “g much better return” on their 
|get maximum distribution prior to advertising dollars, 
the appearance of his commercials. | said. 


_ tions capable of assuming this re- | 


sponsibility. You cannot finance a | 
tv network program with gradually | 
expanding or spotty distribution. 
The job must be done prior to the 


|appearance of the programs or 


much of the advertising value may | 
be dissipated.” ! 

Mr. Nolen defended the charge | 
that today’s middlemen are old! 


|fashioned, outmoded operators. | 


“The mere fact that buyers and 
sellers are constantly attempting | 


man’s job themselves, keeps mid- 


Development of suburban shop- 


and particularly those 


Mr. Nolen 


Wholesalers are also adjusting 


Advertising Age, October 20, 1958 


Kemper 
Davis 


Conrer 


Richardson 


FOUR A’s COUNCIL—John W. Davis, Honig-Cooper, Harrington & 

Miner, is the newly elected chairman of the Four A’s Northern Cal- 

ifornia Council. George B. Richardson, Young & Rubicam, San 

Francisco, is the retiring chairman. Mrs. Lucrezia Kemper, Albert 

Frank-Guenther Law, and Alan Conner, Garfield Advertising, have 
been elected governors. 


is resisting cost reduction is the 
actual selling, he continued. 

“It has been very difficult to 
greatly increase the productivity 
of salesmen. Every wholesale es- 


| tablishment, probably more so than 


other business firms, has used tel- 
ephone and mail services exten- 
sively. They are also using sales 
contracts and group selling tech- 


and servicing, but one area which | DK&G Promotes Diamant 


Lincoln Diamant, formerly copy 
chief of KGA Inc., sales promotion 
division of Delhanty, Kurnit & 
Geller, Advertising, New York, has 
been named vp and copy director 
of the agency. He will continue to 
handle KGA sales promotion copy. 
|He joined the company three 
‘months ago from McCann-Erick- 
son, where he was copy chief in 


niques to cut costs in the area. 
| Progress is being made but it is 
| slow.” + 


the New York office. 


L.A. Publicity Clinic Set 

The Publicity Club of Los An- 
Dr. Kishler Joins Dr. Dichter |geles and the department of jour- 
| Dr. John Kishler, motivation re-| nalism, university extension, Uni- 
isearch consultant and former di-/| versity of California, will hold the 
rector of the New York office of| fifth annual publicity clinic Oct. 
|Social Research Inc., has joined | 29 at the Los Angeles Chamber of 
the Institute for Motivational Re-|Commerce Bldg. A_ registration 
search, Croton, N. Y., as director|fee of $10 includes cost of a 
of research development. luncheon. 
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(Talk) 
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Local color is terrific. tspeciatty at night when the 
tempo changes . . . and daytime routines are shelved in favor of ones 
to be watched, applauded. Yes, for some, color is all glamour. For others, 
all craftsmanship. That would be at SUPERIOR ENGRAVING, 
where photoengravings are produced overnight for fast delivery. 
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For Superior Service, Superior Quality. . . 


call SUPERIOR now! 


215 WEST SUPERIOR STREET, CHICAGO 10, ILLINOIS 


Lloyd Hollister, Inc. 
1232 Central Ave. 
Wilmette, Il. 


| SUperior 7-7070 : 
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Sillerman Named President of Revamped 
Gross-Krasne as TV Film Shifts Continue 


New York, Oct. 16—The new- 
est in an epidemic of mergers, 
sales, and management and per- 
sonnel changes in the tv film syn- 
dication field in the past year or 
so finds Michael M. Sillerman, a 
former principal in Television 
Programs of America, joining 
Gross-Krasne in a new produc- 
tion and distribution company to 
be called Gross-Krasne-Siller- 
man. 

Officers in the company are 
Mr. Sillerman, president, working 
out of New York; Philip Krasne, 
chairman, and Jack J. Gross, vice- 
chairman. Messrs. Krasne and 
Gross, who entered syndication 
relatively recently, are veteran tv 
producers. 

Emphasis during the fall sales 
season will be on “Glencannon,” 
an adventure series filmed in 
Europe with Thomas Mitchell in 
the starring role. Other fresh prod- 
ucts available for fall include 
“Adventures of the Seahawk” and 
“Adventures of a Jungle Boy.” 


# Mr. Sillerman resigned from 
Television Programs of America 
after that company was pur- 
chased by Independent Televi- 
sion Corp., a company set up for 
worldwide tv film distribution by 
the Jack Wrather organization, 
Beverly Hills, and Associated Tel- 
evision, of London. 

The sales staffs of ITC and 
TPA have been integrated under 
ITC-TPA’s president, Walt Kings- 
ley. Hal James, former radio-tv 
head of Ellington & Co., has been 
named director of national sales. 
Alvin E. Unger, formerly with Ziv 
TV, has joined ITC-TPA as a gen- 
eral sales executive. 


= The next news maker in the 
syndication field may be Official 
Films, which has held exploratory 
merger talks with Guild Films Co. 
Hal Roach Studios, now a sub- 
sidiary of Scranton Corp., also has 
made an offer for Official Films, 
which reported a $180,000 net 
loss for the fiscal year ended June 
30 and blamed it on a syndica- 
tion expansion program that un- 
fortunately was timed during the 


recession. 
A look at the tv film turnover | 
file also shows: | 
| 


e In March, 1958, John J. Cole 
moved up to the presidency of 
Guild Films Co., and much of the! 
company’s stock changed hands. | 
A tardy financial report in mid- 
1958 showed nearly a $500,000) 
loss for the fiscal year ended | 
Nov. 30, 1957, caused by barter | 
contract cancelations. | 
e In mid-1957 the ownership and | 
management of Flamingo Films | 
went through a series of shifts; 
the reorganized company was re-| 
named Flamingo Telefilm Sales. 
Thereafter part of the manage- 
ment of the old Flamingo teamed | 
up with producer Bernard L. | 
Schubert to set up a new dis-| 
tribution company called Telestar 
Films. 


e After surmounting a number of 
legal obstacles, United Artists in 
September cleared the way for 
the purchase of the majority stock 
in Associated Artists Productions, 
a company which distributes the 
Warner Bros. movies, among oth- 
er films. 


e Announcement of the purchase 
of the outstanding common stock 
of National Telefilm Associates, 
a multi-faceted tv outfit, by Na- 
tional Theaters, the country’s sec- 
ond largest movie theater chain, | 
was made last month. This deal | 
will not be completed, however, 
until the mecessary government | 
and stockholder clearances have 
been obtained late this year or 
early in 1959. NTA is expected | 


to continue to operate as a sep- 
arate entity under the new own- 
ership. + 


AFA District Elects Cosse: 
Two Members Added 

Clayton J. Cosse, president of 
Dora-Clayton Advertising Agency, 
Atlanta, has been elected gover- 


,nor of the seventh district of the 
Advertising Federation of America. 
Others elected are Bamber H. Cox, 
Montgomery, Ist It. gov.; Emmett 
Fremaux, New Orleans, 2nd It. 
gov.; Otis Segler, Chattanooga, 3rd 
It. gov.; Lewis Sutton, Memphis, 
treasurer; Wilbur Kurtz, Atlanta, 
secretary, and, Martin J. Johnson, 
Mobile, historian. 

Continental Oil Co. and Sheraton 
Corp. of America have been elect 
ed to membership in the AFA. 


Epic Names Albert Shulman 
Albert Shulman, formerly direc- | 
tor of Columbia Transcriptions, the | 
Columbia Records custom record | 
department, has been named gen- | 
eral manager of Epic-Okeh Rec- 
ords, New York, a Columbia sub-| 
sidiary. Mr. Shulman _ replaces} 
William Nielsen, who resigea.| 
Calvin Roberts, previously sales 
manager of Columbia Transcrip-| 
tions, succeeds Mr. Shulman in the 
custom record department. 


You can sell it everyday in 
The Cleveland PLAIN DEALER 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties 


Here’s how the 
Cleveland Market 
sells 4, 
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What single \ 
compact market } 
\ buys MORE than 
\ each of / 
\36 entire states / 
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( Ws The Cleveland | 
—-~ Plain Dealer Market 
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dollars 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
CLEVELAND 26 ADJACENT TOTAL 
COMMODITY CUYAHOGA COUNTY COUNTIES (000) 
(000) (000) 
Total Retail Sales $2,336,394 $2,030,071 $4,366,465 
Retail Food Sales 589,775 510,796 1,100,571 
Retail Drug Sales 88,498 55,405 143,903 
Automotive 435,242 430,796 866,038 
Gas Stations 146,580 176,027 322,607 
Furniture, Household Appliances 125,120 104,022 229,142 
(Source, Sales Management Survey of Buying Power, May 10, 1958) 


®Akron, Canton and Youngstown’s Counties are not included in above Sales, 


Represented by Cresmer & Woodward, Inc., New Y ork, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine News. 
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First thing we do 


is get Then we solve it...with 
the most sensible 

the problem down... (and attractive) 
presentations, displays, mailing 

pieces, your sales staff ever saw. Won't you 

sit down with us at RAPID ART SERVICE, 
304 East 45th St., N.Y. 17? 
All it takes to wrap it 
up is one visit! 
Call MU 3-8215 
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mont became president, Mr. Heller 
exec vp and treasurer and Mr. 
Sperling vp and media director. 

In addition to his business activ- 
lity, Mr. Heller also took part in 
‘civic and association affairs. He 
READING, PA., Oct. 16—Robert F. | was a former director of the Mail 
| Heller, 55, exec vp and treasurer | advertising Service Assn., a mem- 
of Beaumont, Heller & Sperling, per of the Assn. of Mail Advertis- 
died yesterday, reportedly of “en | ing Agencies, the National Indus- 
cer, after a long illness. | trial Advertisers Assn. and Eastern 
| Born here, he attended the) industrial Advertisers, and of Poor 
| Wharton school of business admin- | Richard Club of Philadelphia. 
istration of the University of 
Pennsylvania. He started his career 
|in advertising in 1924 as a copy- STUART V. DAWSON 
writer with Mayes’ Advertising) Cuicaco, Oct. 14—Stuart V. 
Service here, a direct mail organ- | Dawson, 58, veteran Chicago agen- 
‘ization. In 1929, Mr. Heller, in| cy and radio executive, died Oct. 
| partnership with Donald T. Beau- 4 of a heart attack in St. Francis 
| mont and Louis J. Sperling, formed | Hospital, Evanston. 
| their own advertising agency and Mr. Dawson started his career 30 
also took over the assets of Mayes’| years ago as a radio announcer 
Advertising Service. Mr. Beau-| here, and later became program 


Robert Heller, 55, 
Beaumont, Heller 
Exec VP, Is Dead 


| 
i 
| 


What Medium has the 


ee 


JACK RENFRO, big Hereford, Texas 
potato-grower and Bill Coon, one of 
The Packer's 25 Field Representa- 
tives, look over a full page Packer 
ad Renfro uses to sell his crop. Inset 
—every Monday morning Renfro 
makes reading of The Packer's im- 
portant news and advertising his 
first order of business. 


Most Selling In 


WH PACKER 


R 
fluence 


on Jack Renfro’s $1,000,000 Buying Power? 


It’s The Packer, of course — the medium that he 
uses himself to sell the Fresh Fruit and Vegetable Indus- 
try! In fact, it’s practically impossible to reach growers 


crops. He knows The Packer because he’s close to The 
Packer’s Field Representatives all year ’round. And he 
knows The Packer because he’s been reading it every 


and shippers like Jack Renfro, of 
Hereford, Texas, any other way — 


because, when you reach him through : He 
tat 

The Packer, you're also reaching 105 ehaaes 

potato, onion and lettuce growers — 

from South Texas to Western Kan- 
Packaging Material 

sas, whose planting, growing and har- Fertilizer 
Seeds 

vesting he supervises. Insecticides 


Jack Renfro knows The Packer 
—for he’s one of The Packer’s big- 
gest advertisers when he’s selling his 


(Total buyi 
ing power 


WHAT JACK RENFRO of 
Hereford, Texas BUYS and SELLS 


(Total value $6,000,000) 


Plus—Equipment, petroleum products, 
transportation, etc. 

—over $1,000,000, plus the buy- 

the 105 growers in his program 

—for example, 520 tractors operated.) 


Monday morning, for the past 12 
years! 

Just ask Jack Renfro, yourself. 
He'll tell you “I know that The 
Packer is the one way to reach all the 


Sells 
1,500,000 bags 
150,000 bags 
200 carloads 


Guys ne BR various branches of the Fresh Fruit 
: : 40,000 and Vegetable industry—the growers, 
$ 50,000 shippers, commission men and whole- 


sale buyers. That’s why we are regu- 
lar Packer advertisers ourselves, dur- 
ing our shipping seasons.” 


Jack Renfro is only one of thousands of Big Buyers you can reach 
best through The Packer. Right in his own west Texas neighborhood 
there are Griffin & Brand who ship 15% of all onions grown in 
Texas—10% of all onions grown in the U.S.A. and other shippers 
representing hundreds of growers in this area where a record- 


201 Delaware 


The Fresh Fruit & Vegetable Industry’s Most Influential Newspublication 


THE PACKER 


breaking total of about 52,000 acres were planted in vegetables this 
year. They are the controlling factors in the Panhandle Texas Fresh 
Fruit and Vegetable industry. The Packer is their newspublication 
for the information they need and their advertising medium for 
the produce they sell to America’s markets. 


Kansas City, Mo. 


eo ae 
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director for the midwest division of 
CBS radio. He left CBS to become 
| radio director at Young & Rubicam; 
|later he held the same position at 
Foote, Cone & Belding. 

Mr. Dawson moved to Las Vegas 
in 1953 and was a vp of Point of 
Sale Inc., a Las Vegas agency, at 
the time of his death. He had been 
visiting relatives when he was 
stricken. 


RAYMOND GILLEAUDEAU 

New York, Oct. 14—Raymond 
Gilleaudeau, 71, who retired three 
years ago as president of United 
Newspapers Magazine Corp., pub- 
lisher of This Week Magazine, died 
Oct. 12 after a short illness at Len- 
ox Hill Hospital. 

Born here, Mr. Gilleaudeau was 
graduated from New York Univer- 
sity law school, but never prac- 
ticed law. Instead he joined Gra- 
vure Service and became an expert 
in newspaper rotogravure print- 
ing. 
| When United Newspapers Mag- 
jazine Corp. was formed in 1934 
| Mr. Gilleaudeau was elected pres- 
ident of the organization, which 
was established to publish This 
|Week Magazine, a Sunday maga- 
|zine section. 
| Until his retirement in 1955 Mr. 
| Gilleaudeau was also a vp of Pub- 

lication Corp., which owns United 
Newspapers Magazine Corp., and 
also prints a number of newspa- 
per rotogravure sections, including 
| the New York Times Sunday Mag- 


_ | azine and Book Review. 


ROBERT A. SMALLEY 


| SHERMAN, Conn., Oct. 15—Rob- 
jert A. Smalley, 69, copy director 
lof J. M. Mathes Inc., New York, 
/until his retirement in 1956, died 
Oct. 10 at his home here after a 
long illness. Early in his career, 
Mr. Smalley mined gold in Colo- 
|rado, sold Model T Fords on the 
| West Coast and wrote sales pro- 
motion copy for National Cash 
| Register Co. During World War I 
he served overseas with the Ma- 
|rine Corps. 

In the early 1920s he entered 
| advertising as a copywriter at N. W. 
|Ayer & Son, Philadelphia. Sub- 
|sequently he held copy positions 


_|with several New York agencies 


|—Lennen & Mitchell, Kenyon & 
|Eckhardt, Kudner Agency and 
Doherty, Clifford & Shenfield— 
before joining Mathes in the 
1940s. 


Billy Bullet 


CONFOUNDS THE EXPERTS 


Uy Ws 


“For our new product we were well 
satisfied with ‘professional’ predic- 
tions of modest initial sales. 


“To our pleasant surprise, within 
30 days we received more orders 
from our quarter-page announce- 
ment in The . than we 
had hoped for the first full year!” 


(Name on Request) 


“*KMERICAN 
— RIFLEMAN Me. 


SCOTT CIRCLE WASH. 6 D.C 
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Power... get action...to move 


people...to sell goods 
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THE CHICAGO DAILY NEWS 


again, in the first half of 58, 
led every evening paper in the 
nation in General Advertising” 


*More than half a million lines over the next largest paper. And again the Daily 
News had a substantial gain over the first half of "57—in fact, the third largest 


among the nation’s hundred leading dailies. 
Source: Media Records. 
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SPACE TECHNOLOGY encompasses all 
of mon’s efforts devoted to the explora- 
tion of the universe, from his attempts to 
understand the basic laws of nature ond 
the earth, to travel by men and machines” ff ; 
throughout the solor system and beyond. f 
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Man and his machines . . . aircraft —missiles 
—spoce vehicies .. . are bosed on eorth, 
ond must deal with the earth's environment 
in order to reach these distant gools. 
They must, also, deal with hostile, unknown 
environments, 
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Spoce Technology, therefore, includes 
every discipline of the physical and life 
sciences and every facet of engineering 
necessary to translate these sciences into 
successful flight through space. 
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MISSILES AND ANTI-MISSILES «¢ ¢ « Ballistic missiles, and defensive missiles to parry 
their threat, are the core of weapons competition 
between East and West. Like all aspects of Space 
Technology, ICBM’s, IRBM’s and the defense against 
them are the subject of exclusive technical articles in 
AVIATION WEEK — week after eventful week. 


Today, billions of dollars are being spent in this 
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all-important field—and in the years to come, several 
times today’s expenditures will be allocated. 


What are you doing to assure yourself of a share 
in the mushrooming field of Space Technology? 
AVIATION WEEK, the most quoted publication 
serving all interests of Aviation, is the most effective 
and influential medium for your advertising message. 


A McGraw-Hill Publication @ @ 
330 West 42nd Street, New York 36, N. Y. 
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PHOTOGRAPHIC REVIEW 


sty 


McKinney Factor 
CLIENT'S CLIENT—Following the appointment of Doyle Dane Bernbach 
Inc. to handle advertising for Great Western Savings & Loan Assn., 
Los Angeles, agency executives became clients of their client by 
opening savings accounts. Montgomery N. McKinney, agency ac- 
count supervisor, and Ted H. Factor, vp, open their accounts, while 
Monroe Morgan, Great Western’s director of public relations, and 

Les Isaacs, advertising director, look on. 


(AA, Oct. 13). The tiger-cat animation is for Calo Morgan Isaacs 


eat food, and won first prize in the 31-to-60 seconds 
tv commercial category. 


TIGER AND kitty—Cascade Pictures of California Inc. 
was one of two American winners of awards at the 
International Advertising Film Festival in Venice 


VAN CLIBURN 
PLAYS ONLY THE 


PEACHY—The Cal- 
ifornia Cling 
Peach _ Board, 
General Foods’ 
minute tapioca 
and Bennie Mor- 
gan (the doll tot- 
in’ the tray) get 


Scone a 
oF SOIT PRUE Crewing oom 
io oe . 

e ree : 


Lechner Kissel Keenan Baver Kleitz 
CHICAGO AGENCY JUDGES—These are the men who selected the Wrig- 


together to pre- 
sent Peach Pie 
Parisienne, a 
brand new recipe 
to be presented in 
ads in January 
women’s service 
magazines. 


ley Co.’s Juicy Fruit car card from among 80 entries as the National 
Assn. of Transportation Advertising’s- October “car card of the 
month.” Shown are John J. Lechner, vp and director of outdoor ad- 
vertising, Foote, Cone & Belding; Marshall L. Kissel, account exec- 
utive, Arthur Meyerhoff & Co.; C. J. Keenan, associate media direc- 
tor for outdoor, J. Walter Thompson Co.; Robert W. Bauer, space 
buyer, Leo Burnett Co., and George F. Kleitz, outdoor director, 
Needham, Louis & Brorby. 


STEIGWAY 6 GOKR | 108 WEST ETT ST HEET- WEW vor 


PHILADELPHIA STORY—Steinway & 
Sons has started a new ad push 
featuring young pianists who “play 
only the Steinway.” The first ad 
features Van Cliburn and will ap- 
pear in The New Yorker. N. W. 
Ayer & Son is the agency. 


Whelan Christian Greeley Taylor Polk 
TAKE TEN—Relaxing between sessions at the annual meeting in Chicago of the central 
region, American Assn. of Advertising Agencies, are A. E. Taylor, J. R. Pershall and 
Harry Pick, J. R. Pershall Co.; Lois Benson, Loretta Kobus and Ed Stern, Foote, Cone 
& Belding; Sol Polk, Polk Brothers Inc.; David Leahy, Sears, Roebuck & Co.; Kenneth 


Cominos 


Pershall Leahy Laird Pick Benson Kobus Ronnel Stern 
Laird, Tatham-Laird Inc.; Ed Whelan, Allen & Reynolds; James Cominos, Needham, 
Louis & Brorby; Richard Christian, Marsteller, Rickard, Gebhardt & Reed; Joseph 
Greeley, Leo Burnett Co., and Leon Ronnel, J. Walter Thompson Co. Messrs. Polk, 
Leahy and Cominos spoke at the confab. 


O'Neill Waldo Crowley Firth Danforth Jones 
NOVICES AND PROFESSIONALS—Robert O’Neill, University of Missouri; Charles Waldo, 
St. Louis University, and Laura Crowley, Washington University, winners of the an- 
nual student advertising awards presented by the St. Louis council of the American 
Assn. of Advertising Agencies’ central region, talk with James Firth, Winius-Brandon 


Hobbs Gunn Burton O'Connor Rink Pulver 


Co., at the annual meeting in Chicago of the Four A’s central region. Relaxing between 
business sessions are J. Davis Danforth, Whit Hobbs and M. J. Pulver, Batten, Barton, 
Durstine & Osborn; Dean Jones and A. H. Gunn, J. Walter Thompson Co.; Daniel O’Con- 
nor and George Rink, Earle Ludgin & Co., and Robert Burton, Kenyon & Eckhardt. 
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outdoor 
Says everything 
Fram has 
to sell! 


OIL+ AIR + FUEL+ WATER 


- FILTERS: 


' haere samo tan ootnlpaey 
1 \ 
OUTDOOR SELLS OUTDOOR SELLS OUTDOOR SELLS OUTDOOR SELLS 
PRODUCT SUPERIORITY PRODUCT IDENTIFICATION BASIC MESSAGE BRAND NAME 


8 out of 10 drivers remember Outdoor Advertising !* 


Standardized Outdoor Advertising, 24 and 30-sheet posters—and Painted Bulletins 


OA I 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers— Starch Continuing Study of Outdoor Advertising. 
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Suburbia Today 


qureis 100" 


“... Then | figured, what th’ heck, let ‘em come to me.” 


ir aybe ... *s no way to court customers, sO smar 
ssid & taal, O00 Birds, maybe but that’s no way to c t 
153 NORTH MICHIGAN AVENUE, merchants have followed their best customers (and yours!) to the suburbs. 
CHICAGO | In the last two years, 47% of new food supermarkets built in the 


NEW YORK 22; 405 Park Avenve United States were built in suburban areas. National food advertisers: 
schedule SUBURBIA TODAY in 1959 to tell suburban readers 
your product story im colorgravure. 


include SUBURBIA TODAY now in your 1959 advertising 
schedules . first issve January, 1959. 


Avance 

SAN FRANCISCO 4: Bianchord Nichols, Assoc | 
33 Post Sirest 

MIAMI 32. ). Bernard Cashion. 

Chamber of Commerce Building 


——- THE SMART COLORGRAVURE MAGAZINE OF NEWSPAPERS IN SELECTED SUBURBAN COMMUNITIES. 
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SIDEWALK SUPERS—As one pretty passer-by digs the digging through a 

peephole, other sidewalk superintendents dig ads placed by Union 

Carbon on fences surrounding the site of the company’s new mid- 

town Manhattan skyscraper, now under construction. J. M. Mathes 
Inc. is the agency. 


Hart Homes Names Lynch 

Hart Mobile Homes Corp., Elk- 
hart, Ind., has named Virgil Lynch 
Associates, South Bend, to handle 
its advertising and public relations. 


Last month, young Ann Arborites called attention 
to the growth and development of the city when 
elementary and high school registrations rose from 
10,144 to 12,403. 


Keeping pace with the population growth and 
the physicial expansion of the community, The 
Ann Arbor News city zone coverage climbed to 
15,188*. 


every week day. 


No other newspaper covers Ann Arbor so completely 


Audited circulation figures for all three Detroit 
newspapers combined show a total of only 7,579** 
week-day circulation in this community. 

For up-to-the-minute facts on the Ann Arbor picture 
and the dominant advertising medium, The Ann 
Arbor News, contact a Booth representative today. 


*March 31, 1958 Publisher's Statement 


B. Newman, 435 N. Michigan Ave., Chiedge ¥1, 
San Francisco 3, SUtter 1-340] e@ Willi 


A Booth Michigan Newspaper 


e*March 31,1958 ABC Audit Reports 


BHTHE ANN ARBOR NEWS 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 
7-4680 @ Brice McQuillin, 785 »MarketSt,, 
m Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972, 


Despite Losses, 
Kudner Profit Plan 


to Pay Maximum 


New York, Oct. 14—Kudner 
Agency, which lost the Buick 
and Frigidaire accounts earlier 
this year, announced today that 
its profit sharing plan would pay 
maximum benefits this year. 

C. M. Rohrbaugh, president of 
the agency, said each employe 
member of the plan will be credit- 
ed with 15% of his base pay— 
plus interest on his holdings in 
the fund. 

In addition, Kudner will pay its 
usual cash bonus at Christmas, he 
said. 

Kudner had its peak year in 
1956, when it billed $66,240,000 
with 400 people. It dropped to 
$55,000,000 last year. 

Mr. Rohrbaugh said today the 
agency is currently billing at the 
annual rate of $18,000,000. There 
are 200 employes. 


® Looking ahead, Mr. Rohrbaugh 
reported that Kudner clients plan 
increased appropriations for 1959 
“in almost every case.” = 


NLMA Sets $1,000,000 Push 

A new $1,000,000 wood promo- 
tion campaign will be launched 
in February by the National Lum- 
ber Manufacturers Assn., and not 
the National Retail Lumber Deal- 
ers Assn. as reported last week 
(AA, Oct. 13). The program will 
be unveiled to NRLDA members at 
their Chicago convention in No- 
vember. 


In the leadership spotligh 


Top-drawer advertisers 
are buying WGN 


You’re in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
WGN’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


CHICAGO, ILLINOIS 
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Smoker's $750,000 
Suit Hits ‘Reckless’ 
Chesterfield Ads 


HARRISBURG, Pa., Oct. 14—Assert- 
ing he relied on “false, reckless 
advertising and misrepresentation” 
by Liggett & Myers Tobacco Co., 
Charles B. DeShields, a retired Air 
Force colonel of West Milton, Pa., 
has filed suit in U.S. district court 
here seeking $750,000 on a claim 
he developed lung cancer smoking 
Chesterfields. Mr. DeShields says 
in the suit, filed by his attorney 
Thomas D. Caldwell Sr., that he 
smoked “large quantities” of the 
brand from 1926 to December, 
1957. He claims his life expectancy 
has been “materially shortened.” 

In addition to the lung cancer, 
Mr. DeShields says, he suffers in- 
flamed, infected or diseased re- 
spiratory organs and passages; a 
generalized weakness of the entire 
body; increasing susceptibility to 
colds and other respiratory infec- 
tions; severe shock to his nervous 
system. He maintains that he will 
continue to undergo “great pain 
and suffering.” 

The claimant said he smoked 
Chesterfields “continually and ex- 
clusively,” relying on company ad- 
vertising. The earliest the case 
could be heard by the court would 
be the May, 1959, term here, law- 
yers said. 


‘™ Meanwhile, another tobacco 
company—American Tobacco Co. 
—was sued for $2,000,000 damages 
in a complaint filed last week in 
U. S. district court, San Francisco, 
by Mrs. Rose Keller. 

Mrs. Keller claims in her suit 
that her husband, the late Julius 
Keller, a San Francisco attorney, 
died Oct. 11, 1957, from lung can- 
cer caused by smoking Lucky 
Strike cigarets. 

The suit accused American To- 
bacco Co. of “carelessly and negli- 
gently manufacturing cigarets with 
unwholesome, deleterious, carcino- 
genic contents.” 


® Meanwhile, a $250,000 suit 
against R. J. Reynolds Tobacco Co. 
by Albert B. Hudson, of New Or- 
leans, still had not been assigned 
for trial. The suit was filed last 
August in U.S. district court, New 
Orleans. 

In his suit, Mr. Hudson claims he 
has smoked a tin of Prince Albert 
tobacco and two packages of Camel 
cigarets daily from 1924 until Sept. 
5, 1957. Both products are made by 
Reynolds. 

The suit charges that the prod- 
ucts “caused, precipitated and ag- 
gravated the formation and devel- 
opment” of a cancer of the larynx 
and vocal cords. The suit also 
charges the Reynolds company 
with being negligent in giving as- 


surances of safety in the sale, ad- | 


vertising and distribution of the 
products, and also charges that 
“the company warranted the prod- 
ucts to be wholesome when in fact 
they were not.” 


® Mr. Hudson’s attorneys—H. Al- 
va Brumfield, Baton Rouge, and 
Melvin M. Belli, San Francisco— 
were involved in a similar suit 
filed in New Orleans _ several 
months ago by a Houston woman, 
which was declared a mistrial after 
it.was learned they had employed 
a private investigator who had 
contacted members of the jury 
panel and questioned them about 
their smoking habits. 

Still another suit, filed by Law- 
ler D. Sharp, Forrest County, 
Miss., against P. Lorillard, Ameri- 
can Tobacco Co. and Philip Morris 
Inc., for $2,000,000, is pending in 
US. district court, New Orleans. + 


Campbell Joins Venard, Rintoul 

Paul D. Campbell, previously of 
J. Walter Thompson Co., has 
joined the sales staff of Venard, 
Rintoul & McConnell, radio-tv 
station representative. 


Rain Coat Is Premium 


Wise Potato Chip Co., Berwick, | 
Pa., is offering plastic rain coats 
in styles for men, women and 
children in return for 50¢ and 
proof of purchase of any of the 
Wise potato products. The offer, 
to run for six weeks this fall 
throughout Wise’s marketing areas, 
will be advertised in more than 
230 newspapers, with radio and tv 
support slated in some markets. 
The offer will also be made in the 
market areas of 12 regional edi- 
tions of TV Guide. Lynn Organi- 
zation, Wilkes-Barre, Pa., is the 
agency. 


Sun Dry Detergent Bows 

White King Soap Co., Los An- 
geles, which recently introduced 
Sun liquid detergent, is now in- 
troducing Sun granule detergent 
in Seattle. Tv and radio are being 
used to back the introduction in 
Seattle and western Washington. 
Erwin Wasey, Ruthrauff & Ryan 
is the agency. 
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THE SOUTH BEND TRIBUNE'S 


BIGNEW DISCOUNTS § 


FOR TEST TOWN, U.S.A. ADVERTISERS 


The South Bend Tribune's new general advertising rates offer advertisers new flexibility. 
Select the contract that suits your needs—and saturate Indiana's 2nd market with only 
one newspaper, the South Bend Tribune. 


* NEW BULK DISCOUNTS; You enjoy contract discounts whether you run 500 lines or 
100,000 lines in a contract year. 


* NEW FREQUENCY : Whether your frequency is 10 weeks or 50 weeks 
in a contract year, you benefit from reduced contract rates. 

« NEW PRE- HARD-SELL DISCOUNTS: Earn an additional 20% discount in the 
South Bend Tribune Sunday M Magazine by running a schedule in the daily South Bend 
Tribune. FOR DETAILS, CONTACT YOUR NEAREST STORY, BROOKS & 


FINLEY REPRESENTATIVE LISTED BELOW, OR WRITE US. 
Colter New York City—M. Y. Central Bidg. htlonta, Ge.—933 Healey Bldg. 
Phil., Po.—Fidelity-Phila. Trust Bldg. ‘Boston, Mass.—Statler Bidg. 
Black and three colors are Chicago, Ill_—Prudential Bldg. San Francisco, Cal.—703 Market St. 
available doily and Sun- 
day —1,000 line minimum. 


w TURK ayy, bs 
> 


ee The. Si: 
Soulh Mend 
Cribune | 


Franklin D. Schurz—Editor ond Publisher 


Los Angeles, Cal.—1451 Cosmo St. Miami, Fia.—200 S. Miami Ave. 
Cleveland, Ohio—1900 Euclid Ave. Detroit, Mich.—1775 Penobscot Bidg. 


‘SUMMIT COUNTY | 


me pestle’ 


INFLUENC 
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The AARON BEACON JOURNAL, one of America’s finest news- 
papers, is the vast umbrella for coverage in the biggest ONE news- 2 
paper market in the nation. The BEACON JOURNAL reaches into 
Ohio's most concentrated industrial area, to do a thorough selling 
job in this important “Area of Influence.” 


On Sunday, January 4, 1959, the AKRON BEACON JOURNAL 
will officially take its place in the advertising orbit of PUCK—THE 
COMIC WEEKLY on a 
paper to PUCK’S other 28 distributing units. Advertisers are thus 
assured of even more comprehensive circulation by PUCK, with the 
addition of this splendid Sunday salesman—insuring merchandisable 
coverage, with a total Sunday circulation of 172,247, in a billion-and- 
a-half dollar market. 


“must” basis, to become a companion 


CEC "SATIN 
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Copley Offers Questionnaire | Grenache Names Bertrand VP | 


Copley Advertising Agency, Bos- 
ton, has made available to adver- 
tisers “the first standard advertis- 
ing agency questionnaire by which 
agencies can be comparatively 
rated.” It is based on questions 
most frequently asked by adver- 


Grenache Inc., Montreal, pro- 
ducer of ice cream, ice cream top- 
pings, table spreads and syrups, 
has appointed L. Marcel Bertrand 
a vp of the company. He will con- 
tinue as director of sales for Can- 


ada and abroad in the spreads and | 
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Neiman-Marcus Plans 

Promotion Around 

“Vogue’ Men's Ads 
Dattas, Oct. 14—The 17-page 


block of ads addressed to men in 
the current Vogue will get full 


tisers of their prospective agencies.|ice creams departments. 


Remarkable 
ROCKFORD 


1ST CITY IN ILLINOIS 


When it comes to ROP color, the 
Rockford Morning Star and Rockford 
Register-Republic offer you the finest facili- 
ties in northern Illinois. Add a market 

of half million people used to reading 

and responding to a steadily increasing 
amount of fine newspaper color ads. The 
results are a top market for your product 

. .. top color work for your 
advertising . . . top results in 
sales of your products 

or services. 


ROCKFORD MORNING STAR 


HISTORY LESSON—Tom Buck, 
marketing exec at Fuller & 
Smith & Ross, New York, de- 
cided to spend his summer va-. 
cation teaching his children his- 
tory—by tracing Washington’s 
war route from Morristown, 
N. J. (their home), to Valley 
Forge and then on into Amish 
country. These pictures of Ad- 
man Buck and his four children, 
Dempsey, 10; Kerny, 9; Mackey, 
8; and Rinky, 7, appear in the 
Oct. 14 issue of Look. 


| Pall Mall Buys ‘Millionaire’ 
American Tobacco Co., New 

York, will sponsor the NTA Film 

|Network series “How to Marry a 


Rockford Register-Republic | 


Millionaire” on the entire network 
of 115 markets for Pall Mall ciga- 
rets. Sullivan, Stauffer, Colwell & 
| Bayles is the agency. 


treatment in promotions by Nei- 
man-Marcus here. 

Vogue and Neiman-Marcus 
coordinated the portfolio, which 
advertises British Men’s wear, ac- 
cessories, liquor, automobiles, toi- 
letries, air lines and similar prod- 
ucts and services, to tie in with 
British Fortnight being held in 
N-M’s downtown and suburban 
branches. 


s Some 25,000 brochures of the 
“Best of Britain at Neiman-Mar- 
cus” ads were sent to the store’s 
customers. The merchandise shown 
is on sale or displayed in Neiman- 
Marcus stores. 

Though the special ad section is 
addressed to men, it is designed to 
eatch the eye and approval of 
women who, according to Neiman- 
Marcus, are wielding more and 
more influence on what their men 
will wear and the products and 
services they will buy. # 


SchenLabs Names Dr. Strauss 

| Dr. William T. Strauss, formerly 
| vp and medical director of Doherty, 
|Clifford, Steers & Shenfield, has 
been appointed vp and medical di- 
rector of SchenLabs Pharmaceu- 
ticals, ethical drug unit of Schenley 
Industries. He succeeds Dr. Ben 
|Marr Lanman, who left to form 
Johnson & Lanman, new pharma- 
ceutical advertising agency (AA, 
Sept. 8), but who continues to 
serve SchenLabs as a consultant. 
The SchenLabs advertising account 
is expected to remain with L. W. 
Frohlich & Co. 


D 
D 


712 Federal Street, Chicago 5—Phone 


PARTRIDGE & ANDERSON COMPANY 


2/ASO 


for the increased use of PACOTYPES is the 
precision of the milling operation... made 
possible by newly developed precision equip- 
ment. The result? Little or no make-ready 


required. Ask the engravers who proof them. 


HArrison 7-3732 


ELECTROTYPES, NICKELTYPES, PACOTYPES, STEREOTYPES, MATS, R. O. P. 
COLOR MATS, THERMOSETTING MAT PATTERNS, AND PLASTIC PRINTING PLATES 


Where do you get BETTER SERVICE than at P& A? 
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*Dave McConnell, 
Vice President 
Rogers & Smith Advertising 


To solve a scheduling problem, Dave McConnell 
turned to McGraw-Hill Laboratory of Advertising 
Performance and checked on summer readership. 
He found that: 

In July and August, readership of identical 


advertisements was equal to or better than 
scores received during the other ten months 
of the year. 
“Our own findings bore this out,” reports Dave 
McConnell. “An ad run in April received just as 
good scores when repeated in July, and both the 
quality and quantity of the response it drew were 
about equal.” 

Studies such as this are a continuing project at 
McGraw-Hill. They are designed to provide a 
better understanding of how good advertising in 
good business magazines helps create more sales. 

By concentrating your advertising in one or more 
McGraw-Hill magazines serving your markets, you 
will receive maximum effective readership per ad- 
vertising dollar. 


DAVE McCONNELL* HAD TO KNOW: 


readership equal that 


of other months?” 


READERSHIP SCORES OF REPEATED ADVERTISEMENTS 
APPEARING IN JULY-AUGUST AND IN OTHER MONTHS 


(in POWER and FACTORY MANAGEMENT AND MAINTENANCE, January 1950—June 1952) 


131 Advertisements 
Appearing in All 
Months of the Year 


The study was based on Daniel Starch ratings of 131 
pairs of identical advertisements run in two industrial 
publications. Approximately 6,000 readers of the publi- 
cations were interviewed. Each reader was conducted 
through the publication page by page and asked about 
each advertisement. For your copy of this study or 
others covering summer readership or the use of repeat 
ads, contact your McGraw-Hill office. 


McGraw-Hill Publications 


McGRAW-HILL PUBLISHING COMPANY, INC., 


2730 WEST 42ND STREET, NEW YORK 


nas B= Saget aes eee es . : : es ae ee ee ae a, Ge oS ae é 
alo, ee ai ee : 2 : z : Z ee ae H . x 7 ‘x =e 
pie ! -. ‘ : = 
> Bae: 
ae i 
3 ale 
E " “es f eT. 
ator ree aes ogg ae deta a te Ya ee 
ee ee ER en Es eRe ey _ a 
Ce 6 SO celta, v6 Se * he Se ac 
i nek ie : Z oe yam a : et Be ae yee 
fh Panay De ee te ee aay ager >) la 
ay Poe tee ee Te ee eee ey ee ae i so oa 
i : atree ian We Gar ake me came a: 
: iy Aaa la ec reece i ae RN RR AE We 2S sheng 
oe tg eg” = athe ater SE: aR - ha: eas 
aA et ee ee ee oer ce Salat ONT 2 oa were 1 Be 
5 2 : Rr ated e " Webs of F 3 eet 
a ce Bs 3 Je 7 foe re Aaa 4s Be oer ag = Re sgh etal 
“ ae ee ee er, 
— A ee eae ee i? Sa eS es 
"hae ve Near ee oO iene ee ey eae OS gy et ee 
a Ce Dio spleen game, pia +f ste 
‘ee er 2 al ea % ee Peale Ra a/b =, ee heres 
A ‘Sa vai TE GE 2 0 Bienes 
ie Sus ir Be 34. poe a hes. 
10 ee ae ee % es c I mo 7 shee Ss 
‘aes A Me Re eee th ty ae es he ae ’ a ae 
; a ‘d ae es 
3 a ee e tie ee ee a eae 
5 SS at 2 . ret; | 9 ee ae A) aa 
i eR 7 a Se 
eine 2 + oe ‘ be Se a 
= a ree. — . i i ‘ eee 
a eee sed ¥ he oe 
Bh eee & is 7 Ps ae (See 
: wil 2 a? saa eran > 
‘ug Tt a a ae a adie eine. a Pi 
ates ee he Oa." Sa ey ie 7 nn 
135 ee eee or be a ah oO 
aS 35 ieee ES ee a ke 
ney ier es a -—. ‘ » Be sin a 
ae ae Ye Ax = — 6 Rw : i, a peanio, Rete 
ate eee i —— pf ; : 
a ee, : cs 
vi ae Dae ena oy . -_ 4 ‘ Rese 
; et = ie P é eet: 
; Bie Se eee a ri —s 
. eo ee on : ea” (ea 
a ae a2 , scat lus 
ia a 5 ee ; ‘eee 
yas Ape er Ge f Br yin 
be ere RL bg ter wen “3 eee 
Ks Sa 4 F a pita ts 
oo 3 y J 5 7 Fae eat 
Peak cle ot i ‘4 h, aia 
an oe i P ames 
: a ‘he J 7 a ON Ty: 
me: oe q es v a on arene 
sig oe . Tera 
cul er. len eee : “pw axe 
ie Ave ee Beit 
Roi Ga q 5 ih , Hea pani iy 
re “2 i Selinger tane 
‘ s ey aia i, - A 
— : sheby a EFS, f a? on * r 
% a : 
. Ff ee 
: aie ee P 
Ay Ae gic xe 
ai fi eke aa 
rs Yon at 
, ° ee tami 
Dy ae 
: en ae 
é: Srl tas 
ss Pee eer 
ee: rarer 
oe ves 
ee ie 
Z ae 
me t Y Ghee 5 sient i ay saat 2 ney " 
pe ciate ~~ 2aiaas : : 
RE, ? Pe 
Except July-August at 8.7 x . 
ve Cg he 
<i 7 pea ee 
ee . pee aie 
i Nee a ‘if C4. ee a oe 
% The Same 131 Adver- , oer op SR aa 
iy " " 6 Sip ca 
/ aie 
a: haa fea 
A Aric: eee 
u hes 
a eed ee 
ee joel 
Bs a had, 
sity Ba Thee 
pO tae 
; pe: ep 
: We ig 
; Ses rite 
: ae 
: 5 hee ay 
‘ eae 
ang ne as 
Lace oe 
a Saarinen fs 
Hs er es 
Ph pesto? el 
Rac aes ae 
ee : ate 
Beary Se eee 
Bis < A he ee oat 
. S nie ane 
Bt Selene 
og Sa wh me 
“a a 7? % 
aa Be hh” aie 
a paar) 
y Maoh, Ae 2 
_ eae 
Bo phe 
Be a5 Tres 
Oe ere 
hie ste Bis 
Ate 2 oe ee Sea = Mare 
a * + Tesureee 1 &, 
a * . coon See 
ee Ute eae 
a . e we abe 
ae A ° : 
a th ‘° © = Veneers § 
ge feset ae ene 
Brn: Fe i eaieriak 
me 4 ae Mica. 
Bie | HTC 
4 a 3 6, N . Vv. eects 
Tug eel | 
Bi saa 
4 , Basi a 
aM e; pes: ] 
Be ti Ae Te 
Jeans ne \ehetetl 
a Ee aioe 
ia aaa 
a ~ r Fa _ x We : P F ie, 2 <a Sey Me a te J Page ne ly Deine iets: aM x — 7 ee pees ete a i 
eee Pe Tes Sgt RNG eRe Gece A ae RTE icc 3h /ar cia reer Sg mS es 7 SB RSME ST SS Ree Ma | Pay ee kOe enema ror k, mea eM 8 aR Re 
69 OE SO ea ere ois tins gt a ta dS ER ae ene ed EES ie? penne ae a cing ae ec See's eg oar ites a 
cae Sere ge GRR Sane chars ME ae Bs ee 321 1 re ea Oe ler a ge rami 8 Rete $ Te, HE Ta Re ates 5. Rn eR 7 ; . 
Fea ebha i eres Gaecer as =) soba eeny ee —, . See sate Paton: Bees ee: ea? ere ae 7 a 
ree tee SR Tyo hy BS Shay Re ers Pee e a Salk eee ea ae ea eR RE Thi es a oe ee Oe ) Be | ee eee he Gor 4 LR eee > 


cm 


MEANS BUSINESS 


THE 


ASSOCIATED 
BUSINESS 
PUBLICATIONS 


DVERTISING IN 
BUSINESSPAPERS 


... especially when your salesmen (or 
your clients’ salesmen) use your adver- 
tising in their selling efforts. ABP has 
prepared a film to encourage salesmen to 
do just that. The film is called “How to 
Multiply Yourself.”’ It’s a full-color 
strip-film presentation that shows sales- 
men how your businesspaper advertis- 
ing works for them...how they can 
follow through on the pre-selling that 
means better selling and more business. 


It shows salesmen how advertising opens 
doors for them. It tells them how to 
stress the same points in their selling 
that your advertising does... how to 
make the most of reprints... how to 
follow up leads that advertising has un- 
covered. It explains how advertising does 
away with wasted shoeleather . . . how 
advertising fills the bases before the 
salesman comes to bat. 


Ask for a showing of the new ABP film, 
“How to Multiply Yourself” 


Thousands of salesmen have seen “How to 
Multiply Yourself” in the past month. We'll 
be glad to arrange a showing at your conven- 
ience—or, if you'd like a “preview,” we've 
prepared a booklet version of the film that’s 
yours for the asking. Just drop us a line. Or 
phone the ABP Business Service Department. 


205 East 42nd Street, New York 17, N, Y. 
201 North Wells St., Chicago 6, Illinois 
1004 National Press Bldg., Washington 4, D. C. 


ait aks 


Swanberg Jahr 
CONFERENCE—Discussing the German prune market are representa- 
tives of Constanze, German women’s magazine, and of Botsford, 
Constantine & Gardner, agency for the California Prune Advisory 
Board, which advertises in the magazine. Shown are David Bots- 
ford Jr. and Stanley G. Swanberg, agency president and senior vp 
respectively, and San Francisco visitors John Jahr Jr., assistant 
to the publisher, and Gunther Schnick, business manager, Constanze. 


Network TV Gross Time Charges 


Source: TvB figures trom Leading National Advertisers and 
Broadcast Advertisers Reports 


Schnick 


NETWORK TELEVISION 
August August % January-August % 
1957 1958 Chonge 1957 1958 Change 
BES “bisascsbeees $ 6,134,380 $ 6,923,735 +12.9 $ 52,578,094 $ 65,625,091 +248 
SI pabiscceshanents 18,240,823 19,383,736 + 63 153,540,379 161,764,077 + 5.4 
PUES carcsceseins 14,473,677. 15,202,021 + 5.0 122,148,053 138,310,282 +13.2 


| 
a ee $38,848,880 $41,509,492 + 6.8 $328,266,526 $365,699,450 +11.4 


1958 NETWORK TELEVISION TOTALS 


ABC CBS NBC Total 
SORIETY  siceccceceneicems $9,168,609 $22,094,015 $18,344,111 $49,606,735 
| February ...........0.0-+ 8,441,988 19,410,741 16,785,315 44,638,044 
March 9,402,407 21,211,070 18,874,597 49,488,074 
i ae een 8,739,456 20,628,511 18,283,379 47,651,346 
NOY cccecsccshersosipencnae 8,477,755 20,970,022 18,470,368 47,918,145 
PRD cinictabsbevisnsescs vate 7,387,586 19,733,057 16,648,462 43,769,105 
July oils 7,083,555 18,332,925 15,702,029 *41,118,509 
PRIOR... cccorossroeteseasts 6,923,735 19,383,736 15,202,021 41,509,492 


*Figures revised as of Sept. 29, 1958. 


| “My purpose is, indeed, 
| a horse of that color.”’ 


—SHAKESPEARE, Twelfth Night 


e-s—>- 


LAURENCE HAS BEEN PRODUCING INCOMPARABLE COLOR 
WORK FOR MORE THAN 25 YEARS. IF YOU ARE NOT RECEIVING 
YOUR FREE COPIES OF “LAURENCE’S GUIDE FOR PHOTOEN- 
GRAVING BUYERS,” WRITE OR PHONE TODAY. LAURENCE INC., 
fine Photo Engravers, 547 SOUTH CLARK STREET. WAbash 2-6284. 


Advertising Age, October 20, 1958 


McCauley to Retire 


From Rep Business 


Cuicaco, Oct. 15—W. E. (Mac) 
McCauley, vp and Chicago sales 
manager of Sawyer-Ferguson- 
Walker Co., will retire from the 
business at the end of the year, 
after 35 years devoted to newspa- 
per advertising. 

Mr. McCauley started in the clas- 
sified department of the old Chi- 
cago Herald & Examiner, subse- 
quently handling retail advertising 
for that paper and the Chicago 
Times. 

He started in the representative 
business with Hearst, representing 
three Pacific Coast morning pa- 
pers, then spent four years with 
Williams, Lawrence & Cresmer 
(now Cresmer & Woodward). For 
the past 15 years he has been with 
Sawyer-Ferguson-Walker. + 


et Gy? 
F follows Fads. 


You can see at a glance. 


The newer they are, 
The deeper his trance. 


If you’re selling Hula Hoops or 
Propeller Beanies, KHJ Radio, 
Los Angeles, isn’t for you. You 
want a station which programs 
for Fad Followers. To keep them 
interested one has continually to 
invent some new novelty. In 
broadcasting, the unfortunate 
result is a constant change in 
format. 


While the programs have changed, 
KHJ Radio’s objective has re- 
mained the same for more than 36 
years: to produce results for our 
advertisers by appealing to stable, 
mature, buying adults. KHJ’s 
“Foreground Sound” delivers 
audiences which extend the same 
loyal attention to both program 
and commercial. 


Never underestimate the variety 
of tastes that make up America’s 
2nd market. Here is a medium 
programmed to satisfy them all 
(except Fad Followers). 


KH J@@e 


RADIO Waid 


LOS ANGELES on 
1313 North Vine Street ee 
Hollywood 28, California 


P d nationally by 
H-R Representatives, Inc. 
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MEN WHO READ 
BUSINESSPAPERS 
| MEAN BUSINESS 


They ask themselves: “What's in it for me?” A man who reads his business 
publication reads with a purpose. He reads, not for pleasure, but for his own profit. 
He searches exhaustively for pertinent facts. For fresh solutions to old problems. 
For information he must have to make decisions. 


And—what’s most important to you —he reads the advertising in his businesspaper 
with the same intense concentration he devotes to the editorial pages. So... con- 
centrate your sales message on the man who means business. Reach him where 
he works—in the pages of his businesspaper. 


No advertising is better than the businesspaper it appears in. 

As an advertising expert, you know that a publication’s effectiveness as an advertising medium 
depends on its editorial strength. You know that your advertising gets maximum results only 
in the publication with the greatest editorial strength. 


How do you recognize these top publicatiors? One way is to take note of the ABP symbol-a 
symbol of editorial independence and publishing integrity for more than 50 years. Another way: 
check the paid circulation. People pay for businesspapers they want. . . 
and read the businesspapers they pay for. All ABP papers are bought 
and paid for. All are members of ABC. Currently, more than 3 million 
subscribers spend more than $15,500,000 a year to read them. 


Concentrate your advertising in ABP papers. You know they’re business- 
papers read by men who mean business. 


MOST OF THE BETTER BUSINESS PUBLICATIONS DISPLAY THIS SYMBOL... 
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Push Beer on Industrywide Basis, 


Foote, Stebbins Urge Wholesalers 


(Continued from Page 3) 
an average family already sub-| 
jected to $204 worth of advertis- | 
ing. 


| shell,” he said, 


“experiment on a 
localized basis at modest cost to 
find out how you might expand 


\the total national market for beer, 


“I’m not actually recommending and at what promotional cost. 


any such expenditure,” 
said. 


Mr. Foote | 
“I am only recommending | gestion,” 


“TI have one other specific sug- 
Mr. Foote said. 


that the industry be willing to/ that union participation be worked 
think in the 30¢, 40¢, or 50¢ range| out in connection with industry- 


per family, in order to put a new | 


dimension on the total market for 
beer. 


s “To put the matter into a nut- 


NEW YORK « CHICAGO 
A widely respected firm 


a em 
J 


of 
Magazine Publishers 


Representatives 
516 Fifth Ave., N.Y¥.C. 
MU 2-5253 


Walter ® 


wide promotional campaigns or, if 
this is being done now, that it be 
practiced to a wider extent. By 
persistent inflation of wage rates,” 
he said, “the major unions have 
narrowed their own field for em- 
ployment as well as narrowed the 
market for beer. Active participa- 
tion of union people in helping to 
map out promotion strategy and 
in implementing it is something 
you should consider.” 


s Mr. Stebbins declared that the 


se 


brewing industry would “get far- 
ther in the long run if all segments 
agreed on a common denominator 
and if all sales promotion moved 
on every front under a standard 
flag.” 

He suggested tying in individual 
brand advertising with an indus- 
trywide slogan such as, “Let’s 
make it beer.” By so doing, he 
said, a greater aggregate effect 
would be created by all beer ad- 

Mr. Stebbins urged more point 
of purchase tie-ins by brewers and 
wholesalers. “From the lack of 
store tie-ins,” he said, “you’d 
think beer is still illegal. Adver- 
tising and marketing of beer must 
keep pace with the revolution tak- 
ing place in retail selling. Let’s 
look beyond self-interest to indus- 
try interest, recognizing that what 
helps the whole helps the parts,” 
he said. 

“Let’s stop jumping from one 
beer theme to another and, in- 
stead, develop a central idea that 


“Trade Mark Service in the Yellow Pages turns 
our national advertising into local selling!” 


“We know Trade Mark Service puts our national advertising to 
work for our dealers. That’s why the Yellow Pages emblem is 
included in our advertisements. It tells prospects to find their 


nearest authorized Devoe dealer in the Yellow Pages, 


“And dealers agree that Trade Mark Service sends them 
business. Devoe dealers are listed under the Devoe trade-mark 


in over 300 Classified Directories in 42 states!” 


No matter what you sell — consumer or industrial goods or 
services — Trade Mark Service is the vital link between prospects 
and distributors, dealers or sales outlets. So make the medium 
that tells people who want to buy where to buy a part of your 
advertising plan. Call your telephone business office now for full 


information on Trade Mark Service. 


sings out and sells—and then play 


it for all it’s worth. In short, ‘Let’s 
make it beer,’ and let’s make it 
clear.” 


s Dr. F. P. Kilpatrick, manager, 
consumer research division, Na- 
tional Analysts, Philadelphia, told 
the meeting that certain generally 
accepted attributes and dimen- 
sions of point of purchase display 
pieces can no longer be taken for 
granted, but must be tested by 
new laboratory methods. 

When using conventional in- 
store test marketing of point of 
sale displays, he said, “one really 
never knows whether sales differ- 
ences are due to the displays or 
to other factors, such as weather, 
type of store, day of the week, or 
a host of other variables that 
make sales of a product go up or 
down.” # 


Garrison Named to Board 

Robert L. Garrison, vp of Mac- 
Manus, John & Adams, Bloomfield 
Hills, Mich., has been elected to 
the board of directors. 


--* 
“Test fences” such as this 


bright color. for years. 


Weather House Paint 


on. 
al) major brands of house paint in 
under scorching summer sun. They prove Devoe All-Weather House 
Paint outlasts every other brand tested —in ony climate. 


PROVED... 


the toughest house pai 
you can buy gi 


Devoe All-Weather House Paint 
found tougher, longer lasting OEVOE PAINT SALE 
Gen ap ether eneger tant OUT OF THIS WORLD! 


The undercoat of Devoe All-Weather 
House Paint provides controlled pene- 
tration. This keeps vital oils near the 
surface of the wood to supply a sound, 
smooth foundation for the finish coat. 

The finish coat provides a tough, 
mildew -resistant paint film that’s self- 
cleansing. Keeps its rugged finish, 


See your Devoe dealer soon. He'll 
be happy to recommend a reliable 
paint contractor who uses Devoe All- 


telecon 
Dever & Reynolds Co, lnc, Now York, ILY., Lovie, ty 
Branches 


en Sar ate wo oe 
Weare 


aol 
the 265.05 


tm principal cities 


THE YELLOW PAGES emblem in 
Devoe Paint advertisements 
directs interested prospects 
to the Devoe trade-mark 
listings in the Yellow Pages. 


Arkansas Ave 


“WHERE TO BUY IT” 
WHOLESALE 4 MAINTENANCE 
DEVOE & nAYNOLoS. ce 

DEALERS 


Sundries : 
2916 ven ge TE 8- $014 
BROADWAY ben 8 


CHANEY snes now 
Knaak Paint & Wallaper Ca 


WALLP 
PAINT 1628 E Doug------ 
Midiand Park Supply 


5770 Midind JA 4-433) 
DEVOE’S TRADE-MARK advertising in the 
Yellow Pages directs local prospects 
to authorized Devoe dealers. 


DEVE 


218 W Dewey FO 3-7258 


ted TE 86-6111 
50 N eat FO 3-0127 
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Business Needs 
‘Tycoonmanship, 
Heiskell Says 


(Continued from Page 2) 
over the years he has spent more 
than $15,000,000 on _ research, 
called for close cooperation be- 
tween management and research 
at the start of a project. 

In this way, he said, the re- 
searcher is more likely to focus 
on “the right problem” and man- 
agement, by its involvement in the 
development of concepts to be re- 
searched, will be less likely to be 
“guilty of the kind of myopia 
which assumes that there is al- 
ways just one factor or one cause 
that produces a given marketing 
phenomenon.” 


@ Mr. Heiskell warned business 
men that they cannot evade re- 
sponsibility by the attitude “You 
can prove anything with research 
—or figures.” Research’s chief con- 
tribution, he said, is “narrowing 
the area of uncertainty” for the 
business executive; it will “shed 
a good deal of light on the various 
alternatives”; it will not, however, 
abolish the need for judgment by 
the executive. 

Mr. Heiskell suggested that 
business men borrow a leaf from 
the book of the old business tycoon. 
“Today,” he said, “decision-making 
is so diffused, so decentralized, so 
de-everything that business lead- 
ership cries out for some solid ty- 
coonmanship. 

“In market research we need a 
manager who, like the barons of 
the past, orders the job done in a 
creative image and then analyzes 
the research findings and says, 
‘These are my evaluations; now 
here’s what they mean, and here’s 
what we're going to do about 
them’.” 


a Mr. Heiskell said management 
must also know when not to use 
research. He emphasized that re- 
search must be applicable to de- 
cision-making. “This means that 
research must attempt to measure 
the effects of what business has 
control over. For example, any 
examination of the motives of con- 
sumers—why they do or do not 
buy—should always emphasize 
those factors that management has 
control over, such as price, manner 
of presentation of the offer, pack- 
age design, distribution, etc.” 

He also warned business men 
against relying on market research 
to discover what the consumer 
wants because “tomorrow’s mar- 
ketplace is certain to be crowded 
with products and services which 
today’s consumer hasn’t the slight- 
est ability to identify or describe.” 


# In this connection, Mr. Heiskell 
pointed out that Life does no re- 
search to test consumers’ reactions 
to the magazine’s editorial con- 
tent. “We do no research in this 
area because we do not feel the 
public can tell us what it wants to 
see in the future,’ he explained. 
“Editorial opinion research, by 
stressing what was liked or dis- 
liked, is all too apt to create a 
deadly mold within which the ed- 
itor will operate.” 

Mr. Heiskell predicted that there 
will be a “break-through” in re- 
search in the next few years as a 
result of the application of differ- 
ent scientific disciplines to the 
problems of marketing. He men- 
tioned researchers’ use of “experi- 
mental design” to formulate a 
problem and the work being done 
in “operations research.” 

The Michigan State award to 
Life was given for the “Life Study 
of Consumer Expenditures” and 
the marketing round-tables held 
by the magazine across the country 
during the past year. # 
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What has happened to 

Advertising in Boston 

in the two years since 
the Post expired? 


The Herald-Traveler 
has increased 


its linage lead 


nz 


Oct. 1, 1955 — Oct. 1, 1956 — Oct. 1, 1957 — 
Oct. 1, 1956 Oct. 1, 1957 Oct. 1, 1958 


lead over 2nd paper* 


HERALD-TRAVELER| 1,534,102 | 1,530,754 | 1,852,681 


“Total paid, morning plus Sunday 


When a newspaper dies in a multi- 
vaper city, there’s always the question of 
where the advertising goes — or whether 
it just disappears. 


for two years. 
The record shows that with the com- 
petition narrowed to three newspapers, 


The Boston Post has been gone, now, 


the Herald-Traveler has reasserted its 
long-time leadership by making the great- 
est linage gains. 

Today, the Herald-Traveler — which 
brings you the “Big Bulk” of Boston’s 
purchasing power — leads the second 
paper by a greater margin than when the 
Post went out of business. 


The BOSTON HERALD-TRAVELER 
BOSTON’S BASIC BUY 
One contract delivers the “‘Big Bulk”’ in Boston 


Represented nationally by GEORGE A. McDEVITT CO., INC., New York * Chicago « Philadelphia « Detroit « Los Angeles 
Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Avenue, Miami Beach, Florida 
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Along the Media Path 


Das Beste aus Reader's Digest 
celebrated its 10th anniversary 
with its September issue. When the 
publication was launched in West- 
ern Germany in 1948, it became one 


ONLY LAND 
IMPROVEMENT 


covers the $1 billion 
watershed construction market. 
See BPR&D, Sec. 41. 


IRRIGATION DEALER 
& WELL DRILLER 


10,000 who sell irrigation equip- 
ment. See BPR&D, Sec. 41. 


IRRIGATION FARMER 


10,000 a See CM&Parm- 
PR&D, . 10. 


4710 WN. eth st. + Ariz. 


|e WKRC and WKRC-TV, Cincin- 


of 18 Reader’s Digest international 
editions published in 11 languages 
and with a circulation of 5,000,000 
and 4,500 pages of advertising. To- | 
day the number of international | 
editions—published in 13 languages 
—has grown to 28 and has a cir- 
culation close to 9,000,000 and a 
'300% increase in the number of 
advertising pages carried annually 
over the past 10 years. 


|e CKLG, North Vancouver, is 
|marking its recent power increase 
to 10,000 watts with a promotion 
involving an average daily give- 
away of 10,000 watts in light bulbs 
plus a drawing for 15 portable ra- 
dios. The promotion started Oct. 9 
and continues for three weeks. 


Gateway To The Moon 


[fol 
DENTER 


TEST it here... 
... SELL it here 


In world’s No. 1 test center, 
Cape Canaveral, Orlando, and 
Central Florida. 


Our population has doubled 
since 1950 with people from all 
over America. New Orlando 
ABC City Zone is 171,168. 


We dominate five counties 
[population of 400,000] by more 
than 5-1 margin over Miami, 
Tampa, Jacksonville papers. 


Orlando Se 


Ask Branham 


ntinel-Star 


as 


dial 


TAQ 


refreshing 


KBIG 


Hill 


McAndrews 


Nathanson 


Berger 


REFRESHING—A cool, dripping watermelon, symbolizing the “refresh- 

ing sound of Radio Catalina,” is the theme for a new KBIG outdoor 

poster in Los Angeles and Long Beach markets. Offering the new 

promotion are Jeff Hill, Foster & Kleiser; Bob McAndrews, vp, 

KBIG; Dave Nathanson, account executive, and Alan Berger, media 
director, Tilds & Cantz. 


nati, will begin construction in 
mid-October of a new building to 
house its offices and studios. 


e The October issue of Ceramic 
Age, spotlighting the ceramic in- 
dustry, is devoted to the shortage 
of ceramic engineers which the in- 
dustry faces. Gladding, McBean 
& Co., selected as the most widely 
diversified company in the field, is 


used in a report to typify some of | 


the career opportunities, product 
pioneering and developments that 
exist in the ceramics industry. The 
issue also carries the largest num- 
ber of pages of advertising in the 
magazine’s history, 90 pages. 


e “Super Market Land, U.S.A.,” a 
map illustrating the concentrations 
of supermarkets in areas account- 
ing for the bulk of U:S. retail buy- 
ing power, has just been released 


| 
| 


by The American Weekly market- | 


ing division, 63 Vesey St., New 
York 7. The map, which measures 


| 


in full color. The 104-page edition 
carried no special section or other 
unusual] features. 


e National Lithographer has rede- 
signed its entire magazine to com- 
memorate its 65th year of publi- 
cation. It has been designed to 
achieve maximum readability and 
continuity in its text matter with 
special emphasis on the distinction 
between editorial and advertising 
pages. 


e Department of New Laurels: 
Redbook’s November issue closed 
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Mrs. B. David Kaplan 
Dies in Auto Crash 

Mrs. B. David Kaplan, 40, wife 
of the exec vp and treasurer of 
Norman, Craig & Kummel, was 
killed in an automobile accident 
Oct. 12 when her car collided with 
a New York-to-Boston bus near 
Pound Ridge, N. Y. Seven occu- 
pants of the bus were hurt. 

Mrs. Kaplan was driving south 
on Route 124 when she applied the 
brakes to avoid a car that had 
stopped abruptly in front. Her car 
swerved into the opposite lane of 
on-coming traffic, police reported, 
struck the bus and turned over. 


Egan to Conover, O’Brien 
Mark Egan has been named to 
the staff of Conover, O’Brien & 
Smith, financial and marketing 
specialist. He formerly was gener- 
al sales manager of National Van 
Lines, Chicago. He will make his 
headquarters in Chicago. 


if 
youre 


with 27.6% more display advertis- 
ing linage than ran in November 
of last year. Display linage for 
January-November this year was 
up 11.9% over the same period in 
1957. 

The December issue of Every- 
woman's Family Circle shows a 
38% gain in advertising pages over 


| December, 1957. 


At the conclusion of 1958’s third 


34x44” and is priced at $10, is ac- | @uarter WABC-TV, New York, has 


companied by a booklet giving the 
total number of supermarkets and 
new openings by counties. Both are 


scored a record 49% profit increase 
over the same period of 1957. + 


available through American Week- | Kirby Joins ‘U.S. News’ 


ly advertising representatives. 


C. John Kirby, formerly with 


|W.R. Grace & Co., has joined the 


e The Milwaukee Journal’s Oct. poy York advertising sales staff 


edition carried 14 color pages—13 


of U. S. News & World Report. 


BIG TELEVISION iN PITTSBURGH 


BASIC ABC IN PITTSBURG 


IN PITTSBURGH... 


take TAB - , 
and see 4 


Nothing like a spot of TAE to perk up your 
Pittsburgh schedule. Exclusives like the MGM film 
package, on-location Telecom news coverage, 
Pittsburgh’s most elaborate production set-up, 
make TAE-time so stimulating! 

WTAE is new; so pick up the prime spots 
while they’re hot. Take TAE and see. 
But first see your Katz man. 


AE Z 


an 
A.M., 


its 
FREE? 


| Authoritative check list... 
“All You Need to Know 
about Point-of-Purchase.” 
Valuable inside stories of 
problems solved by leading 
firms. Names names, too. 
Actual case histories illus- 
trated. No charge to re- 
sponsible sales executives 
writing on firm’s letterhead. 
Address Copeland Dis- 
plays, Inc., 537 West 53rd 
Street, New York 19, N. Y., 
Dept. A. 
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TV Folk Who Attack 
TV Foul Own Nest, 
NBC's Lewine Says 


Irnaca, N. Y., Oct. 14—Robert 
F. Lewine, NBC-TV program vp, 
last week lashed out at tv men 
who criticize their own industry. 

“You must face the fact that 
television numbers in its ranks 
that rare bird who is willing to 
foul his own nest,” he told the 
Ithaca College fall convocation. 
“Some of the harshest criticism 
comes from within the television 
industry itself. Too often this 
kind of critic is trying to ration- 
alize his own failure or promote 
his own interests by attacking the 
industry as a whole. 

“In one instance not long ago, 
numerous television personalities 
were recruited for a_ publicity 
campaign that took television to 
task in the bitterest terms because 
there is not more live drama on the 
current schedules. 

“The sparkplug of the cam- 
paign was a man who happens 
to make his living, and a pretty 
good one, as a producer of live 
drama.” 


s Mr. Lewine warned the stu- 
dents who will be seeking a 
career in tv that they can ex- 
pect to be fired upon from all sides. 

“You will quickly learn that it 
is almost impossible to please 
anyone without displeasing some- 
one else,” he said. “And nothing 
is too trifling to give offense. 

“You get complaints from hat 
manufacturers when your hero 
goes hatless, complaints from 
humane societies when a _ lion 
tamer uses a chair to defend him- 
self, complaints from the New 
York Stock Exchange if the vil- 
lain turns out to be a stockbroker,” 
Mr. Lewine said. 

“A Kansas newspaper has ac- 
cused the networks of what it 
called ‘dirty little nonsensical 
digs’ at Kansas. Pharmacists, wait- 
resses and lawyers are among 
those who have protested at how 
their occupations have been de- 
picted in television plays. 

“And manufacturers of leather | 
jackets have protested the use of) 
the product as what one of them | 
called ‘a sort of tv shorthand’ for | 
juvenile delinquents,” he said. 


s “On a typical day, a television 
programmer may read a New York 
newspaper critic’s quote that 
such-and-such a program is ‘the| 
brightest show of the season so 
far.’ A Chicago newspaper review 
may call a program ‘an unprofes- 
sional mess’,” he said. 

“Trendex comes in with a hand- 
some rating of 26. An ARB rating 
is a much less exciting 15. We 
can’t expect our luck to be con- 
sistently good, of course, but the | 
trouble is that both reviews and 
both ratings refer to the very 
same show,” he continued. 


# The NBC executive took up 
some of the specific complaints 
that keep coming back at tv 
“like bad pennies.” Among them: 


1. Why put two good shows, 
like Steve Allen and Ed Sullivan, 
opposite each other and thereby 
deprive the viewer who would 
like to watch both? 

Mr. Lewine’s answer—“To sug- 
gest that a network do anything 
but oppose strength with strength 
is like suggesting that Macy’s 
close up while Gimbels is having 
a sale.” 


2. Why switch tv from the live 
invigorating intellectual climate 
of New York to the arid film 
wastes of Hollywood? 

Mr. Lewine’s answer—“Well, it 
just isn’t so. It is true that over 
the years, the use of film has in- 
creased. I can’t see anything wrong 
with that . . . Hollywood will al- 


ways play a big role in television. 
But there is no chance that it will 
displace New York.” 


3. Television has 
board on westerns. 

Mr. Lewine’s answer—“I can 
only answer for NBC. I can read- 
ily understand the impression 
that there is a glut of westerns 
on television when you count up 
those on all the networks, plus 
the ones that independent pack- 
agers and _ syndicators have 
brought to the screen. If there are 


gone over- 


+o eer es 
eee 


too many, then an old law of show; Con Ed Boosts Ulrich 


business will assert itself. The 


Max M. Ulrich, formerly with 


public will tire of them and they| Edison Electric Institute, has been 


will start falling by the wayside... 


At NBC, westerns make up only| 
about 15% of our schedule. That is| 


not an unreasonable proportion.” + 


Davis Heads MPA Committee 
The Magazine Publishers Assn., 
New York, has named B. G. Davis, 
president of Davis Publications 
Inc., chairman of a new special 
committee on newsstand sales. 


named general manager of adver- 
tising and industry research for 
Consolidated Edison Co. of N.Y., 
a new post. 


Ver Standig Gets Two 


M. Belmont Ver Standig Inc., 
Washington, has been appointed to 
handle advertising for U. S. Color 
Photo Labs and Carter Industrial 
Laundries, both of Washington. 


67 
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WARWICK TYPOGRAPHERS 


920 WASHINGTON © ST. LOUIS 1, MO. 
Serving Clients in 43 Stotes 


, ——e«~,,, 


FINCHLEY AT WAIKIKI 


“Dear Boss: I’m 


m Atona O-on-on! From hohum to hula. Just because 
Finchley told the boss how Consolidated Enamel Printing 
Papers cut printing costs without sacrificing quality. 


Seriously, Consolidated Enamels frequently save as much 
as 20% compared to other enamel papers of equal quality. 
That’s because the modern papermaking method pioneered 


by Consolidated eliminates several costly manufacturing 


steps—but none of the fine quality. 


Be a Fincuiey! Let your printer make a comparison test 
with free trial sheets supplied by your Consolidated Paper 
Merchant. Then send the results to the boss along with a 
Waikiki travel folder. 


Never can tell! 


Available only through your Consolidated Paper Merchant 


beginning to get the swing of things...” 


onackdedlecae 
ENAMEL PRINTING PAPERS 


a complete line for offset and letterpress printing 


CONSOLIDATED WATER POWER AND PAPER COMPANY 
SALES OFFICES: 135 SOUTH LA GALLE ST. « CHICAGO G. ILL. 
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ANA Study Shows Pattern of Increasing 
Costs of Magazine Advertising Since 1940 


(Continued from Page 2) | 1957. 
Life shows the biggest swing to} Grit has reduced its cost-per- 
subscriptions; in 1940, it derived! 1,000 rate by 35.6% since 1940. 
60.9% of its circulation from news- |The New Yorker has cut its cost- 
stands, compared with 14.1% in| per-1,000 rate for b&w advertisers 


You receive @ handsome 9x12" cleverly worded 
colonels “Commission,” on highest quell 
ty peper idee! tor freming tor ber den study 
o office PLUS « wollet size 1D cord establishing 
world wide recognition of your honored rank 
Your nome, or recipient's smertly inscribed on 
both ot no extre cost, Makes © clever gift for 
friends, for the bess or for clients, ond con be 
sent direct with your “Congratulations” enclosed 
ft vow with: 


| through field staffs; Newsweek, 


by 3.5% since 1940, but its color; 
rate is up 1%. The other three 
books show substantial increases. 
The cost-per-1,000 of color adver- 
tisers is up 107.2%, 85.3% and 
59.9% in Life, Look and SEP, re- 
spectively, since 1940. 


® Business & News—Circulations 
of six books (Business Week, For- 
tune, Nation’s Business, News- 
week, Time and U. S. News & 
World Report) have all more than 
doubled since 1940, with U.S. News 
showing a spectacular jump from 
120,550 to 949,013 in 1957. Only 
Newsweek and U.S. News, with 
11.2% and 13.6%, respectively, de- 
rive more than 10% of circulation 
from newsstand sales. Time, with 
9.6%, dropped below the 10% mark 
for the first time in 1957. 

Use of field selling staffs has 
declined. In 1940, Business Week 
sold 75.7% of its subscriptions 


62.3%. The comparable percent- 
ages for 1957 were 33.6% and 
13.8%. 

U.S. News has reduced its cost- 
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jup 3.3% for b&w advertisers and 
|down 4.4% for color advertisers. 
| Redbook’s cost-per-1,000 rate for 


b&w advertisers is up 40% over 


per-1,000 rate for b&w advertisers | 1940. 


by 36.3% since 1940. The other five 
books show increases ranging from 
8.6% (Nation’s Business) to 54.6% 
(Time). 


® General Monthlies—The seven 
magazines in this group (Coronet, 
Cosmopolitan, Ebony, Holiday, Na- 
tional Geographic, Redbook and 
Reader’s Digest) show varying 
trends. 

Cosmopolitan has swung from 
subscriptions to newsstand sales, 
with a cost-per-1,000 rate increase 
of 5% over 1940. Since starting in 
1946, Holiday has increased its cir- 
culation by more than 100% but 
its page rate has risen by more 
than 400%. National Geographic 
has doubled its circulation since 
1940, with its cost-per-1,000 rate 


St. Petersburg Times 


FLORIDA'S BEST NEWSPAPER 


Paces a Market on the Move 


. .. St. Petersburg (Pinellas County), Florida 


1. The Times had the largest gain in total ad- 
vertising of any newspaper in America for 1957. 


The gain is continuing. 


2. Times circulation increased 11,045 as of Mar. 
31, 1958 annual Audit Report of A.B.C. as com- 


pared to same period of 


‘57. Circulation now 


93,566 daily, 97,404 Sunday. The gain was 7th 


in the nation, Ist percent 
continuing. 


age-wise. The gain is 


3. The St. Petersburg (Pinellas County) market 


became the ‘‘biggest half’ 


’ of the nation's 30th, 


Florida's 2nd largest Metropolitan market — a 
billion-dollar marketing target. 


4. Last year retail sales 
nellas County) grew by $ 


in St. Petersburg (Pi- 
75,404,000. bringing 


total to $453,768,000. Yes, gain is continuing. 


5. Last year 4,000 new homes were built in St. 
Petersburg and a like number is indicated for 
this year. Lumber, Building, Hardware Sales 


gained $5,782,000. 


6. Many new factories were built in St. Peters- 
burg last year led by such giants as General 
Electric, Minneapolis-Honeywell, Electronic Com- 
munications. The GE payroll alone is 5 million 


a year. 
PINELLAS COUNTY GROWTH 

Soles Moncgement | Sales Managemen 
E. B. I. $417,534,000 | $478,214,000 St. 
Retail Sales $378,364,000 | $453,768,000 
Food Sales $ 71,440,000 | $ 90,762,000 
Automotive $ 64,598,000 | $ 84,711,000 
Gasoline Stations | $ 23,511,000 | $ 31,912,000 
Lber., Bldg., Hdw. | $ 36,406,000 | $ 42,188,000 
Drugs $ 13,294,000 | $ 15,894,000 


Send for Complete Market Folder 


fas 


Petersburg Cimes 


FLORIDA S BEST NEWSPAPER 


Memo: Remember the St. Petersburg 
Times is the only paper cov- 
ering the ‘biggest half’’ of 
the nation’s 30th largest 
market. 


s Men’s—Eight magazines (Amer- 
ican Legion, Argosy, Esquire, Field 
& Stream, Outdoor Life, Sports 
Afield, Sports Illustrated and 
True) all show higher cost-per- 
1,000 rates for b&w advertisers. 
However, Field & Stream, Outdoor 
Life and Sports Afield have sharp- 
ly reduced their cost-per-1,000 
rates for color advertisers since 
1940. 

Circulations of all eight books 
are up substantially but the means 
of acquiring readers have changed. 
Argosy and True used to derive 
more than 90% of their circula- 
tions from newsstand sales; today 


|newsstand accounts for less than 


50% in both cases. 

There is more field selling of 
subscriptions. Esquire sold 34.5% 
of its subscriptions through field 
selling staffs in 1957, compared to 
1.7% in 1941. 


s Women’s—Eight magazines (Ev- 
erywoman’s, Family Circle, Good 
Housekeeping, Household, Ladies’ 
Home Journal, McCall’s, Parents’ 
Magazine and Woman’s Day) have 
chalked up hefty circulation gains, 
but their ad rates have increased 
at even faster»paces. Good House- 
keeping, Ladies’ Home Journal 
and McCall’s have each added 2,- 
000,000 circulation since 1940 but 
their b&w page rates have each 
soared more than 100%. 


® Fashion—Of the six magazines 
(Charm, Glamour, Harper’s Ba- 
zaar, Mademoiselle, Seventeen and 
Vogue) in this group, two—Seven- 
teen and Charm—were not pub- 
lished in 1940. Seventeen now has 
the highest circulation in the 
group, 1,030,476—with 72.8% de- 
rived from newsstand sales. 
Harper’s Bazaar and Vogue show 
lower cost-per-1,000 rates than in 
1940. All the others are up. Ma- 
demoiselle’s cost-per-1,000 rate has 
increased more than 100%. 


s Home—Six magazines (Ameri- 
can Home, Better Homes & Gar- 
dens, House Beautiful, House & 
Garden, Living for Young Home- 
makers and Sunset Magazine) 
have steadily increased their cir- 
culations. House Beautiful has 
tripled its circulation since 1940. 
House Beautiful and House & 
Garden have reduced their cost- 
per-1,000 rates. The other four are 
up. 


s Farm—Five magazines (Cap- 
per’s Farmer, Farm Journal, Farm 
& Ranch-Southern Agriculturist, 
Progressive Farmer and Success- 
ful Farming) all show higher 
cost-per-1,000 rates. Field selling 
remains an important source of 
subscription production. 


= Mechanics & Science—Three 
magazines (Mechanix Illustrated, 
Popular Mechanics and Popular 
Science) have all increased their 
circulations substantially since 
1940—Mechanix Illustrated has 
moved from 167,039 to 1,064,719— 
and all three have higher cost- 
per-1,000 rates. 


= Movie, Romance, Radio-Tv— 
Cost-per-1,000 is up for three mag- 
azine groups (Dell Modern Group, 
Fawcett Women’s Group and True 
Story Women’s Group) and down 
for one medium (TV Guide). 


s Youth—Two magazines (Boys’ 
Life and Scholastic) have each in- 
creased their circulations by more 
than 400% since 1940 and both 
have managed to reduce their 
cost-per-1,000 rates. 

The study is available to non- 
ANA members for $15. # 
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edi ‘Natchez Times’ Goes 24-Hour | to be followed by a Mississippi 
Sayre Cr oni Ad The Times, Natchez, Miss., be- edition at 1 p.m, and a Natchez 
Drive for N orge came a 24-hour newspaper Oct. | “city final” at 3 p.m. The news- 


14, offering four editions daily, | P@P¢T said it also will increase the 
beginning with the “blue streak | ize of its Sunday edition. 

final,” first edition, which will 

go to press at 2 a.m. daily, except | Morrissey Named JWT VP 
Monday. This marks the newspa- John Morrissey, account super- 
|per’s first effort in the morning) visor on Schlitz at J. Walter 
|field. A Louisiana edition will go| Thompson Co., Chicago, has been 
| to press daily, except Saturday, elected a vp of the agency. 


Quarterly Sales Rise 


Cuicaco, Oct. 14—A 15.6% gain 
in Norge home appliance factory 
sales in the third quarter has been 
attributed mainly to early results 
from a $4,000,000 fall advertising 
and merchandising program by 
Judson S. Sayre, president of the 
Norge division, Borg-Warner Corp. 


Mr. Sayre said that the more a ener Ile 
than 3,000 Dispensomat automatic in : 


washer demonstrations in dealer weer auton  nesoag ’ - =e ug FLOW Ay . : 
stores also helped the sales rise. OLD STOMPING GROUNDS—When H. James Gediman, exec vp of Hearst 


Norge home appliance factory| Advertising Service, spoke at the Boston Ad Club he had a chance | changes its name to 


sales in the third quarter rose to| to exchange memories with William Ellis, publisher of the East Bos- ie ' 
$26,800,000 from $23,200,000 in the| ton Free Press, where Mr. Gediman had his first newspaper job. 5 M ATE pt AL A A ND 
same 1957 quarter, the highest for! Interested listeners are Ernest Hoftyzer, assistant publisher, Record- ie 


any quarter since the first of 1957,| 4merican-Sunday Advertiser; Arnold N. Harklow, president of the 


Mr. Sayre said. 
l - 
He forecast an increase of 11.1% adclub, and Frank Dunn, conta ae cond manager of Hearst Adver 


for the fourth quarter, and noted 
that gas appliance sales “have 
turned upward sharply and auto-| McGehee Moves N. Y. Office publication counsel, has moved to 
matic washers and clothes dryers! Francis N. McGehee, New York| new quarters at 48 W. 38th St. 
show continuing strength.” i état aw hier Ae 


"AN INDUSTRIAL PUBLISHING CORPORATION 
- 812 HURON ROAD ® CLEVELAND 15, OHIO © 


NORGE LAUNCHES FIVE 
NEW GAS APPLIANCES 

ATLANTIC Crry, Oct. 14—Judson 
S. Sayre, president of the Norge 
division of Borg-Warner Corp., 
said here yesterday that Norge will 
introduce five new appliances in a 
bid for a larger share of the $750,- 
000,000-a-year gas appliance mar- 
ket. 

Speaking before the 40th annual ee 
convention of the A .erican Gas , Z . 
Assn. in Convention Hall, Mr. SS asf . 
Sayre said Norge will market a gas ae YZ 
refrigerator, two gas combination A 
washer-dryers, a built-in gas p 
range and a gas range with a ver- 
tical broiler. : « 

All but the built-in gas ranges 
are being shown at the convention 
for the first time. 


s Norge, with an estimated annual | 4 eg 
sales volume of $100,000,000, now | e, 
sells gas ranges, clothes dryers and : \\ 
water heaters, along with a full | 7 
line of electric kitchen and laun- . 
dry appliances. ~ = 
“We have taken the final step in 
our full-line gas appliances build- 
ing program designed for long- 
term marketing,” Mr. Sayre said. 


a 


He predicted the move would \ 
make possible another period of : \ 
Norge ‘‘perpendicular sales \ \ 
growth.” Norge tripled its sales \ \ 
between 1954 and 1957. + \ i a - 

) } { Metropolitan Phoenix.. 

Kellogg Sets TV Spots \ \ | _. . is the center of all business activity in the ARIZONA market— 

bps Co., ee tee Mich., ' é \ almost half of all ARIZONANS live, work and buy in this booming 
will use tv spots in sting a new \ ) ‘ 2 ‘ 
doll premium starting mid-October ‘ \ j metropolitan market. Fifty cents out of every dollar spent in ARIZONA 
on “Disneyland,” “Woody Wood- ar is spent here. 

ker,” “Wild Bill Hickock,” and : - 
— Sancieieie® all on ABC-TV. Leo PHOENIX merchants have ignored recession talk this year and are boost- 


Burnett Co. is the agency. 


%* RETAIL SALES in Metropolitan PHOENIX up 8.1°% 
i Homed Ad Diswctor First 6 months 1957 — $391,060,191 
Norman Hill, since 1951 vp in . . tae ths 1958 — $422,632,409 
charge of promotion of Pines Pub- - 


lications, New York, has _ been . A 


poco Pee, = td cf One advertising medium—THE ARIZONA REPUBLIC and THE PHOENIX 


' *AZETTE iv , D » wi ? di lor to 
ceeding Victor Dee, who has re- tf (ZETTE can deliv er your sales me soage with edde — — “A . 
k signed. : a Metropolitan Phoenix, where combined circulation exceeds the tota 


ing retail sales figures higher than ever: 


number of families, 


Creme Lure to Pairan/Shepard by COM BINED DAILY COVERAGE 
Creme Lure Co, Akron, manu- RETAIL TRADING ZONE 92.2% 


facturer of fishing lures, has ap- 


pointed Pairan/Shepard Advertis- METROPOLITAN PHOENIX 100% 


ing, Akron, to handle its adver- * Valley National Bank " q 
tising. Trade publications and sities ENTIRE STATE 60.8% 


magazines will be used. 


Art Metal Names Anderson Co. National Representatives — Kelly-Smith Co. 

Art Metal Co., Jamestown, N. Y., 
office equipment maker, has ap- 
pointed Merrill Anderson Co., New 
York, to handle advertising and 
public relations. Comstock & Co. 


previously had the account. Arizona's Progressive Newspaper 


Gun Digest Co. Names Agency 
Merrill, McEnroe & Associates, 
Chicago, has been named to handle 


advertising and publicity for Gun 
Digest Co., Chicago publisher. 
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Vibrocrafters Slates Drive 


Burgess Vibrocrafters 


Grayslake, Ill, will begin a six-|an automatic electric can opener, 


FREE 32-PAGE HANDBOOK JUST OFF THE PRESS 
Explains the Secrets of Nationwide House-to-House Selling Success 


Here's the new edition, extensively revised and rewritten, of the only complete 
handbook of Direct Selling . . . shows why new trends in consumer buying are 
opening up relatively non-competitive markets for a wide variety of products and 
services, old ond new . . . explains how manufacturers and national distributors 
have capitalized on the rapidly ding national habit of in-home buying . . . 
why many firms are turning to Direct Selling to protect sound profit structures 
- « » and expand sales without big budget spending. 


Send today for a free copy of the 1959 edition of "The Quickest Way to National 
Sales" and learn why this powerful nationwide distribution force adds volume 
fast, perils no part of present over-the-counter retail sales, can be tested virtually 
cost free. Just pin, paste or staple this ad to your letterhead and mail toa: 
SPECIALTY SALESMAN MAGAZINE, Room 812-20, 307 N. Michigan Ave., 
Chicago 1, Hil. 


week push late in November for electric knife sharpener and an) 
Inc., | three of its electric housewares— | electric drink mixer. The consumer 


magazine schedule includes Ar- 
gosy, Better Homes & Gardens, 
Esquire, Ladies’ Home Journal and 


| Life. On tv, participations on “Jack 


Paar” (NBC-TV) will be used. 
Trade publications, direct mail 
and point of sale are also on the 
schedule. Olian & Bronner, Chica- 
go, is the agency. 


H-R Television Adds Gilman 
Robert D. Gilman, formerly east- 


ern sales manager of WNAC, 
|'WNAC-TV and the Yankee Net- 


work, Boston, has been appointed 
to the New York sales staff of H-R 
Television, tv station representa- 
tive. 


Blaine-Thompson Adds One 
The American Press has ap- 
pointed Blaine-Thompson Co., 
New York, as its first advertising 
agency to handle a fall campaign 
in trade publications and news-~ 


papers. 


42. otese 


Name missing? it’s the one under the hat! 


We just couldn’t name them all —those who plan, 
create, produce and run those wonderful ads 
called “‘Chicago Style.’’ It’s simply that there 
are too many...actually over 1000 agencies, 
publishers, reps, stations and graphic arts firms 


SEO OSE ee ag 


within a few steps, blocks or minutes of Chicago’s 
Sheraton Motel. 

Keep it in mind next time you’re planning to 
hang your hat on a Chicago hook. If you’re in 
advertising, you'll certainly be among friends. 


SHERATON Hore: 


George D. Johnson, General Manager 
505 N. MICHIGAN AVENUE 


The Home of the Chicago Press Club 


CHICAGO 11, ILLINOIS 


If you like steak (and what a steak) there’s a seat open in the ‘‘creative man’s corner’’ 
ct Chicago’s newest... THE BRASS BULL! 


a 
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ARB Network TV Ratings 
Week of Sept. 6-12, 1958 


Copyright by American Research Bureau 
PROGRAM POPULARITY 


Rank Program Rating* 
1 I've Got A Secret (R. J. Reynolds, CBS) 37.6 
2 Tales of Wells Fargo (American Tobacco, Buick, NBC) .... 34.7 
3 Have Gun, Will Travel (Whitehall, Lever, CBS) ..........cc0..cesssessensesereennnsnnns 34.3 
4 Ed Sullivan Show (Mercury, Kodak, CBS) .. 31.9 
5 1 Love Lucy (General Foods, CBS) 30.6 
6 Wyatt Earp (General Mills, Procter & Gamble, ABC) 29.6 
7 Restless Gun (Sterling Drug, Procter & Gamble, NBC) .. 28.9 
8 Best of Groucho (Toni, Lever, NBC) 28.8 
9 The Real McCoys (Sylvania, ABC) 28.6 
9 Wagon Train (Edsel, General Foods, NBC) 28.6 

SPECIAL ATTRACTION 
Miss America Pageant (Philco, CBS) .........s-csssserssseseserenenensnerensnensrennnseneens 51.5 
TOTAL VIEWERS REACHED 

Rank Program (000)** 
1 Ed Sullivan Show (Mercury, Kodak, CBS) ................cccccssseseeseeeeneerenennnannnnnnes 40,420 
2 Have Gun, Will Travel (Whitehall, Lever, CBS) ............c.ccccessesnennnneneenneee 38,670 
3 I've Got A Secret (R. J. Reynolds, CBS) ...........ccccccsccesceseeseerserenrseentenneenennnees 38,030 
4 Tales of Wells Fargo (American Tobacco, Buick, NBC) 34,260 
5 1 Love Lucy (General Foods, CBS) 33,950 
r) Wyatt Earp (General Mills, Procter & Gamble, ABC) 29,840 
7 Wagon Train (Edsel, General Foods, NBC) 29,740 
8 The Real McCoys (Sylvania, ABC) ..............:.-000 ‘eae 29,500 
9 Lassie (Campbell Soup, CBS) .......0000--crscesscenseosocsnnesssssesevscooneresseensessnsorsees 29,060 
10 Father Knows Best (Scott, Lever, NBC) .........ccccccccssesseessarenseenseenserenenensees 28,680 

SPECIAL ATTRACTION 
Miss America Pageant (Philco, CBS) ..........-cc-ccesesesensessnseenenennnreneneneeneens 58,430 


* Percentage of homes reached in markets where a show appeared. 
** Total number of persons viewing program. 


Hazel Bishop sales organization 
necessitated the appointment, it 
was stated. 


Smith Joins Sackheim 

Ned Smith, formerly with Ray- 
mond Spector & Co., has joined 
Maxwell Sackheim Co., New York, 
as vp in charge of creative acti- 
vities, a new post. 


Friedlander Named A.M. 
American Smelting & Refining 
Co., New York, has promoted Ed- 


NBC-TV Names Richard Ricker 


Richard G. Ricker, former sales 
manager of NBC’s Chicago tv sta- 
tion, WNBQ, has joined the net- 
work’s central division sales staff. 
Russell Stebbins, formerly of the 
WNBQ sales staff, succeeds Mr. 
Ricker as sales manager. 


Lithographers Set Competition 

Lithographers National Assn. 
has opened its ninth lithographic 
awards competition and exhibit to 
lithographic plants, agencies, art- 


|ward Friedlander from assistant 
advertising manager to advertising 


|ists and advertisers throughout the 
U. S. Deadline for entries is 


/ manager. 
| Jan 13. 

_Johnson-Bartnett Gets Builder 
Bishop Promotes Ochs | Molly Pitcher Homes Inc., Leb- 


| Edward A. Ochs, general sales anon, N. J., builder, has retained 
‘manager for Hazel Bishop Inc., its first agency, Johnson-Bartnett 
New York, has been appointed Agency, Flemington, N. J., to han- 
'vp. A three-fold expansion in the dle advertising and promotion. 


Sell LOUISVILLE* for all it’s worth! 


°13,000,000 Expansion in 
Louisville By City Stores 


LOUISVILLE, KY.—City Stores, Inc., New York. 
announced a $13,000,000 expansion program for its 
Louisville Department Store, Kaufman-Straus Company. 
which includes building two suburban branches and 
an addition to the main down- 
town store. 

The complete program will 
mean the employment of about 
1,000 more persons. 

Robert L. Schuss, president 
of the 79-year-old firm, said, 
“We think the city of Louisville 
offers everything we desire to 
; encourage this kind of expan- 

§ sion. We feel our customers 

Robert Schuss demand such service through- 

President, Kavfman-Straus out the city.” 

Another highlight of Louisville suburban expan- 
sion is Sears-Roebuck’s plans for a new 113,800 sq. ft. 
store in Louisville’s growing east end. This will be 
Sears’ fourth store in the Louisville area. 


*A major, mid-western industrial market in the Ohio 
River Valley—the Ruhr of America—where one news- 
paper combination reaches 99% of the people. 


Che Conrier-Zonrnal 
THE LOUISVILLE TIMES 


| 393,614 DAILY COMBINATION ® 313,034 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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¢ What Will a 


Girl Reporter Finds Out 2 


Electricity's penny-cheap from 
NORTHERN STATOR a SQ gS POWER COMPARY 


THOUGHTS TOO—Northern States 
Power Co. picked up Stephanie 
Brown’s Minneapolis Star feature 
on what pennies can buy today in 
this ad. “Electricity’s Penny-Cheap 
from NSP” has been the company’s 
ad slogan for several years. Camp- 
bell-Mithun, Minneapolis, is the 
agency. 


Deceptive Ads Will 
Decrease in Future, 
BBB Head Predicts 


New York, Oct. 14—The presi- 
dent of the Better Business Bu- 
reau of New York City sees better 
business ahead, and a more respon- 
sible attitude toward advertising. 

Hugh R. Jackson, who was hon- 
ored at a _ reception by busi- 
ness and civic leaders on the occa- 
sion of his tenth anniversary as 


|Turtle Wax-Plastone Moves 
igneonn to Bozell & Jacobs 

Turtle Wax-Plastone Co., Chi- 
|cago, maker of auto waxes and 
polishes, has appointed Bozell & 
| Jacobs, Chicago, to handle its ad- 
| vertising. The 1959 campaign, to be 
|revealed at a Nov. 23 sales meet- 
|ing, will include newspaper, mag- 
lazine and broadcast media. Cun- 
ningham & Walsh formerly 
handled the account. 


ae ‘Sports Afield’ Boosts Rates 


Sports Afield, effective with the 
March, 1959, issue, will boost ad 
rates and circulation guarantee. 
New ad rates will be based on $4,- 
000 per b&w page, up from $3,700. 
Circulation will be 1,000,000, up 
from 950,000. 


Rabin Joins ‘Chelsea Record’ 
Edward Rabin, formerly adver- 
tising manager of the Leader 
Herald, Everett, Mass., has joined 
the Record, Chelsea, Mass., in a 


Teachers Attend 
Tulsa Ad Seminar 


TULSA, Oct. 14—The importance 
of advertising in business and in- 
dustry was dramatized here at 
Tulsa’s annual ‘“Business-Educa- 
tion Day” program, when a group 
of school teachers participated in a 
meeting held at Gibbons Advertis- 
ing Agency. 

“Advertising is essential to sell- 
ing,” J. Burr Gibbons, president of 
the agency, told the meeting. 
“Without sales, business could not 
make a profit and meet its payroll. 

“Without a profit, business can- 
not pay the taxes necessary to sup- 
port our government, schools and 
provide city water, parks, police 
and fire protection, libraries, courts 
or support the 38 Community Chest 
service agencies and the Red 
Cross,” Mr. Gibbons said. # 


Instrument Co. Names Young 
New England Instrument Co., 


71 


Brookline, Mass., to handle adver- , motion manager of Aviation Week, 


tising and sales promotion for its 
instrument products. 


Tidewater Oil Adds Outlets 
Tidewater Oil Co. has added 12 


service station outlets in the New; 


York marketing area via purchase 


of Midwood Service Stations Inc.,| 


Brooklyn. 
Olsen Joins Arndt, Preston 


Tom Olsen, formerly sales pro- 


|has joined the copy staff of Arndt, 


Preston, Chapin, Lamb & Keen, 
Philadelphia. 


FOREIGN COIN .>° 
PROMOTIONS! |,2 


Coins ond Billetrom Yieyp — . @ 
Send for FREE Catalog or $1 Somple Kit a 


ROYAL COIN CO., INC. 
47-A West 46th St., New York, N. Y. 


wouldn't advertising be wonderful 
... if all markets were like 


LUBBOCK is rich and ready 
to spend ... growing and growing... 
and easy to reach through advertising 
inthe... LUBBOCK 


LUBBOCK: 


(TEXAS) 


According to Sales 
Management: Population's 
up 27.8% ...and buying 
income's up 29.2% 

(SBP, 1957-1958) 


AVALANCHE- 
JOURNAL 


D. Wolff, who has resigned. 


similar post. He succeeds Franz 


Woonsocket, R. I., has named 
‘Kenneth A. Young & Associates, 


WAYNE HENLY, ADV. Dwector + LESTER M HORNER, Gen Adv Mgr 
Represented Nationally by TEXAS DAILY PRESS LEAGUE, INC. 


CIRCULATION OVER 63,000 
Representing Daily Newspapers Only 


executive head of the largest pri- 
vate agency fighting business | 
fraud and misrepresentation, said | 
that “the days of dog-eat-dog com- 
petition were numbered.” 

Mr. Jackson predicted a reduc-_ 
tion “of deceptive advertising and | 
selling practices that only lend| 
themselves to public confusion and | 
mistrust.” New business compa- | 
nies, he said, “continue to show 
increasing responsibility and in-| 
creased respect for the intelligence | 
of the public in advertising placed 
in newspapers and on radio and 
television.” 


® Pointing out that “there will al- 
ways be a small fringe of crooks 
and phonies in the _ business 
world,” Mr. Jackson said that the | 
bureau’s work is falling more and | 
more “into helping legitimate and 
honest business make its advertis- 
ing and sales representations more 
complete and informative.” 

Following a career of non-politi- 
cal administration in both the city 
and federal governments, Mr. 
Jackson assumed the presidency of 
the bureau in 1948. At that time he 
took over an operating staff of 
22, to service 500 bureau members 
with a budget of $90,000. Today, 
the organization employs a staff of 
45, is supported by 2,000 mem- 
bers and has a budget of $350,000. 

It serviced about 30,000 inquiries 
a year in 1948, and in 1957 handled 
over 150,000 inquiries. + 


Toy Research Group Moves 
Toy Research Institute Inc., 
founded five years ago by Trans- 
ogram Co., New York, as an “idea 
laboratory” for toys, is moving to 
larger quarters at 1107 Broadway 
before the end of the year. Since 
its formation the institute says it 
has screened more than 10,000 toy 
ideas, of which less than 1% war- 
ranted further exploration and de- 


velopment. 


J 7 ot pes ea - 
93 pages ... fully illustrated 
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Here are a few of the subjects you will find in 

this new handbook: 

e Location of housing starts by states and metro- 
politan areas 

e Price ranges of new homes 


@ Model Home’s influence on home building and 
home remodeling markets 


e Product considerations and selection by 
builders, architects, appraisers and other home 
building professionals 


e Percent of new homes built by operative 
builders, custom-contract builders, owners 


e Architects in the custom house and builder 
house markets 


e Prefabrication’s share of the market 
e Trend to quality homes and quality products 


@e Home Remodeling: market size, characteris- 
tics, and control 


e@ Manufacturers’ builder sales plans 

e Rise in trade-in housing; effect on market 

e Market outlook for the next decade 

e Package and open-end mortgages 

e Recent and pending changes in FHA policies 


e Analysis of principal media serving the home 
building market 


e Analysis of new BLS’ report on home-building 
industry 


just published « your 1959 edition of 


A MARKETING ANALYSIS 


OF HOME BUILDING 


A basic reference book for 
your use in the preparation 
of effective advertising and 
sales plans for 1959 and 
the immediate years ahead. 


Here is the most complete collection of 
basic marketing information on home- 
building ever made available in one, con- 
venient source book. 


This reference work puts at your finger- 
tips 93 pages of market data and trends 
assembled from scores of government, 
business and other authoritative sources. 
All the material is clearly documented, 
illustrated and indexed for quick and 
handy reference. Sources are given 
throughout the book—together with a 
complete bibliography—to facilitate addi- 
tional research wherever desired. 


A Marketing Analysis of Home Building 
is designed to assist you in preparing 
sales and advertising campaigns, copy 
themes, media plans and merchandising 
programs for the immediate years ahead. 
It is being made available free through 
the market research department of HOUSE 
& HOME magazine, under whose direction 
the book was prepared. 


FOR YOUR FREE COPY 


Attach this coupon to your business 
letterhead, and mail it to: 


Market Research Manager 
House & HOME 

9 Rockefeller Plaza 

New York 20, N. Y. 
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TIME presents 


the superlative market of executive 
and professional families 


am great, booming market awaits you all across 


America today. It lies within efficient commut- 
ing distance of the world’s busiest cities—and it’s a big, 
busy, buying community, getting bigger and busier all 
the time. 

It is a particular kind of suburb. It is SUPERBIA— 
where you will find the homes of executives and profes- 
sional men whose incomes make their families best 
possible prospects for almost any conceivable product 
you can name. 

The circulation of TIME is concentrated in SUPERBIA. 
Through TIME you reach the country’s most courted 
consumers and opinion-makers, the minds where the 
images and reputations of American businesses are 
made, the checkbooks where the sales and profits pile up. 

Today, when cost per sale can easily mean the differ- 
ence between profit and loss, the one best way to reach 
this biggest concentration of best prospects, and reach 
them efficiently and economically, is through TIME — 
bought each week by the country’s 2,250,000 best- 
customer families. 


| “9 Oe : The way to reach 

| gig SNE * simmer. | America’s executive and 
di me EN hae es | professional 

families. 
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Advertising Age, October 20, 1958 


October Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


- Pages ,¢ Lines — — _— Lines 

Sept. Sept. Jan-Sept. Jan.-Sept. Sept. Sept.  Jan-Sept. _Jan.-Sept. | Oct. Oct. Jan.-Oct. Jan.-Oct. et. Oct Jan.-Oct. — Jan.-Oct 

1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1957 1958 1957 1958 1957 

y a thlie Secrets Romance Group: 
Weeklies, Bi-Weeklies, Semi-Monthlies (September) Revealing Romances ....... 205 188 1799 175.7 8908 8058 77,215 75,328 
Commonweal ............... 10.7 46 USS 1449 4,494 6,132 ‘ 60.858 | Confidential Confessions 21.8 187 98.9 93.7 9,359 8,030 42,450 40,184 
Dc oecersctusccises ccess 67.8 65.0 553.2 633.7 29,100 27,885 237,302 271,837 Secre 21.9 18.8 184.0 177.2 9,396 8,084 78,946 76,040 
Down Beat ................ 39.0 374 336.1 3541 16,394 15,698 141,170 148,736 | *Sitver Screen 15.2 132 59.6 71.0 6,537 5,701 25,639 30,591 
reaps <1 RR 210 252 209.6 2254 21,023 25,221 209,600 225,384 | True Story Women 
ePaper ogaaeagain 300.6 394.0 2,409.5 3,120.1 204,434 267,920 1,638,433 2,121,601 toplay 24.7 438 2600 3854 10,616 18,786 111,543 165,324 
Nic sel bncs ernsivy 129.4 109.4 1,004.0 1,218.3 87,992 74,392 682,720 828.444 | True Experience 132 44 1326 1648 5,643 6,161 56,886 70,703 
Seater access: 446.2 483.6 2,082.4 3,161.5 191,424 207,456 1,322,347 1,356,266 | True Love 125 3 1325 1641 5.358 6, 56,857 70,416 
en RE 250.2 349.0 1,998.2 2477.6 105,084 146,580 839,244 1,040,592 | true Romance 136 42 1338 1624 5.825 6.095 57,404 69,666 
Presbyterian Life ........... 97 152 94.0 89.0 4,097 6,382 39,495 37,412 | True Story 576 704 5125 6422 24.729 30.211 219,863 275,513 
The Reporter .............. 125 109 90.7 1005 5,275 4,597 38,130 42,189 | Ty-Radio Mirror 106 121 1090 1387 4.537 5,200 46,748 59,506 
Seteréay Evening Post ...... 248.8 (346.4 2,091.0 2,489.4 169,253 235,549 1,421,889 1,692,798 | 1421 Group au 57554 40S «RES «(75,592 11S0NS ©1528 O12 
wrday Review ............ 99.1 1154 6925 6578 41615 48,472 , 276,295 -s + rie ‘ed b 
Sporting News 179 298 237.7 264.8 19,463 32,352 257,509 287.29) | NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carr y 
§Sports Iiustrated .......... 1408 1174 9559 8191 60380 50348 409.974 351.225 | ‘Mt Group as a whole PLUS additional advertising carried by each individual publication. § No January 1958 issue. } No 
on ecererrs ’ . . y i May, July and September 1958 issues. t Published bi-monthly; alternates with Daring Romances * Published bi-monthly; 
TNO noise seeuaiaaeenen 264.0 342.0 2,050.0 2,458.0 110,905 143,628 = 861,074 1,032,386 | 1) Oey ant 
TV Gite ....:--sennapnies a4 Si MS > Aes Ne fl Se — Sevessiend. 
U.S. News & World Report... 205.3 258.5 1,806.9 2,304.9 86,234 108,566 758,904 968, 5 
Total Group .......c0s000s TULA TIS TOS WHA LSS Tals F208 10815501 | ‘Business (October) 


den Pak 


t Four issues in September 1958; five issues in September 1957. ¢ Three issues in September 1958; two issues in Sep- | Dun’s Review & Modern Industry 80.0 113.9 746.2 . 344,223 

tember 1957. § Started in February 1958, figures include full national advertising but ising is prorated, | Fortune ........-........5- 152.0 225.3 1,510.8 1,840.3 96,064 142,358 954,794 1,163,038 

based on circulation; 1957 figures include regional advertising in full. Nation’s Business .......... 53.4 71.6 431.0 535.3 23,647 30,698 185,189 229,734 
2688.0 


NN oe oe 54 3108 5195.2 153.317 220,903 1,453,395 1,736,995 


| 


fs , Pages — Lines ~ available this group is broken into an October 
Oct. on tne dee. eet. oa. duno dan 5 See Saas —_ figures for several publications are not yet group 
en’ » Pages  — Lines ‘ 
~ ne Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept Jan.-Sept. Jan.-Sept. 
§Bride & Home ............ 483 521 2034 1898 30,600 32,959 128,648 120,110 1958 1957 1958 1957 1958 1957 1958 1957 
§Bride’s Magazine ........... 126.4 138.0 6536 677.1 79,885 87,216 413,075 427,864 
{Enrywoman’s Family Circle is 4 a? > $90.6 : 443.9 28.486 20,678 167,568 190434 | Business (September) 
eeping ......... . 023. . . 75,079 439,189 535,542 
es is Ons ies ke ena | RE ............., 401.2 533.3 3,262.6 4,533.3 168,500 223,969 1,370,305 1,903,973 
— 2. oe. oe io ise bvanies 746 808 600.3 709.4 48,982 53,043 393,802 465,363 
, . ; 852.8 49,393 77,472 433,232 579,922 
ae i Financial World ............ 32.4 554 370.2 513.7 13,619 23,269 155,504 215,758 
. 2 55,174 67,055 329,228 362,294 7 
+7 7 i a i =i” ea 405 615 443.1 605.0 Zs 25,810 aoe pa 
Me’. Uicviin. es... 88.5 1028 1,0829 11713 60,154 69,898 736395 796,451 | Total Group.............. S487 «7G «46722 «6314 ; 326,091 2,105, 2,839, 
Western Family ............ 28.0 26.1 190.7 2045 11,774 10,964 75,897 881 
Woman's Day ............... 305. 361.5 18,235 20,399 130,843 155,072 
y+ iegeaeee So: ss sensor?) aa tose «aon ©8999 | Magazine Linage Trend fie in thouans 
Total Group .....+s.00:- 959.0 11060 68138 78257 $20,135 608,608 3,759,166 4,326,976 
§ Published quarterly in January, April, July and October. ¢ Formed by merger in June of Everywoman's Magazine and Pan or Eng WEEKLIES ees a ; 
Family Circle Magazine. ¢ Includes Shopping Scout Section linage. +. ) 
‘58 
General ‘s 
28.3 325 240.7 250.0 11,903 13,662 101,107 104,870 | 
37.4 46.0 179.4 190.0 15,708 19,320 5,362 79,800 
206 150 132.7 1513 8,657 6,310 55,759 63,585 | 
64.7 66.6 6026 615.4 19,000 19,551 179,061 180.846 | 
27.3 26.7 219.4 2039 11,703 11,418 94,104 87,444 
43.5 56.0 305.1 327.4 23 8s 23 128,135 137,549 
36.0 49.7 3456 3845 15,468 21,308 148,495 165,985 
19.3 12.4 95.7 72.6 8,108 5,195 ,200 30,499 
65.0 43.0 4035 367.0 11,700 7,740 72,630 66,060 BUSINESS 
228 27.9 1927 2382 9,782 11,960 82,674 102,167 
78.3 74.7 670.2 648.3 53,252 50,841 455,801 
174 203 1235 1347 7,480 8,718 53,086 57,678 
146.3 77.0 663.7 615.8 99,481 52,304 489,742 452, 
21.8 222 1713 1689 15,028 15,281 117,873 116,216 
616 546 448.5 446.7 25,876 22,932 188,374 187,614 
38.6 48.7 2821 286.0 16,546 20904 120995 122647 
55.5 584 303.6 323.7 24,475 25,747 133,892 142.755 
Harper’s Magazine .......... 38.2 453 2853 3269 16,022 19,016 820 137,320 
Hi Fi & Music Review ........ ai =— ms — 55 151,318 
High Fidelity .............. 105.6 125.0 699.7 768.0 44,352 52,500 293,874 323,312 
RR os eae gg ht 79.7 100.3 832.7 874.2 54,218 68,179 566,218 594,455 
Og Rg 2.9 164 259.0 197.9 10,906 6,902 108,024 83,195 - Pages Lines 
Improvement Era ............ 232 22.7 £42619 2413 9,758 9,534 101,604 101,350 Oct. Oct. Jan.-Oct. Jan.-Oct Oct Oct. Jan.-Oct. —_ Jan.-Oct 
NS Riise SARE 35.4 388 277.55 275.5 24,245 26,565 189,819 188,489 1958 1957 1958 1957 1958 1957 
Motor Boating .............. 106.3 108.8 13288 13258 62,524 63,970 781,467 779,367 | youn 
SE corey. 13.2 122 1645 127.0 6,398 5,082 68,002 53,118 ou 
Motor Trend ................ 159 194 2135 196.2 6,678 8,162 88,291 82,397 | American Girl .............. 29.3 329 268.2 288.3 12,580 14,118 115,067 123,702 
National Geographi2 ........ 46.0 495 3922 4303 10,948 11,781 93,326 102,393 | Boys’ Life ........ ves =©2.0 29.2 260.0 281.4 2S s«i4,493'S «19,864 ©=—-:«2176,797 191,362 
RN ER er ER 211 2.7 1230 #«©i111 8,864 8,675 52,467 MN BR oo a aie’ 2.3 23 13.9 1L5 1,006 1,010 5,966 4,977 
tPopular Boating ............ 36.1 18.9 568.7 277.2 21,209 11,113 333,929 162,973 | tScholastic Magazines ........ 56.8 548 319.5 315.2 23,894 23,042 134176 132,394 
Popular Photography ........ 71.0 89.9 748.7 827.0 29,816 37,758 314,483 § 347,340 | tScholastic Roto ............ 9.0 9.4 43.8 45.6 7,852 8,257 38,255 , 
Geenenne oc cidad duck «00h 338 36.7 1834 2158 #14514 _~= 15,691 78,701 92,585 isa 16 4084 060i SCC(‘ié«iRE i70 221 (97 455 
Reader’s Digest ............. 59.0 48.0 4815 449.0 10,738 8,736 87,633 81,718 ¢ Bek eabtined ais ‘through ‘sea win celaneel pn ena FD gg eo maaan 
BOE so inddas nodeckive s 35.3 38.3 s48 299.2 15,160 16.435 135,039 128,365 
OES GR 9.0 8.1 76. 89.6 3 3, 32,294 37,677 
Sports Cars Illustrated... 243 130 2433 1658 10,219 5,460 102,199 69.636 | Mechanics & Science 
Today's Health .............. 279 19.2 236.0 205.4 12,483 8,244 101,817 87,483 | Mechanix Illustrated ......... 73.3 780 6583 6755 16,414 17,478 147,460 151,310 
OY goose ena hk 13.5 9.6 98.5 92.9 5,817 4,126 42,472 39,379 | Popular Electronics .......... 68.6 746 6024 601.3 15,359 16,710 135,205 134,691 
Town & Country ............ 88.1 1085 632.4 635.7 55,697 68,597 399,727 401,802 | Popular Mechanics .......... 132.3 148.8 1,087.6 1,155.7 29,644 33,326 243,624 258,849 
RS a RNLERE The 38.1 41.0 282.2 3021 16,334 17,590 121,044 129,613 Science ............- 119.5 1145 1,0195 1,085.3 26,769 25,649 228,370 243,112 
EER ar iat Sees 90.2 87.5 1,167.2 1,127.1 53,038 51,450 686,314 662,735 | Science & Mechanics ........ — amme  @88 4927 97,163 96,701 
TN in ccin Vi nie 0K 1,888.9 1,809.4 155955 149854 903,719 865,723 7,597,172 7,272,683 0 RET ee 393.7 4159 3.8016 359505 88186 93,163 581,822 884,663 
+ January 1958 was a show issue; September-October 1957 issue was combined. * 25th anniversary number. + Published bi-monthly; cumulative figures shown are for combined Septetiber-October issue. 


Outdoor & Sport 


] 


American Home ............. 548 81.0 4865 6401 3461 51,212 307,502 404,554 | American Rifleman .......... 63.0 639 5475 5328 27,043 27,357 234,887 228,572 
Better Homes & Gardens ..... 115.0 1420 925.0 1,243.0 72.883 89,769 584,299 785,546 | Field & Stream ............. 83.7 85.4 7222 720.1 35,894 36643 309,814 308.935 
Flower & Garden ............ 205 138 259.1 180.0 8618 5,790 108,803 75,609 | Fur-Fish-Game ...........--- 20.6 238 1856 1885 8837 10,198 79,604 80,823 
Flower Grower ............-. 310 29.7 4755 4754 12,998 12,496 199,685 199,633 | Guns ..............-0.---- 345 329 207.1 2892 14801 14114 106,006 113,728 
Mouse & Garden ............ 1021 1388 6119 7369 64,585 87,750 386,725 465,733 | Outdoor Life............... 7991 851 6717 7185 33,913 490 288.170 308.227 
House Beautiful ............ 170.1 187.3 948.5 1,028.0 107,513 118,352 599.475 649.686 | Sports es. can 723 72.0 599.3 612.0 31,009 30,907 257,095 262.546 
DS ohh ca ct as oss 248 27.6 217. 362.1 10,63 1, y 3 a et eeme nae 3532 3831 25733 30611 : 155.709 1275576 1,502. 
Living for Young Homemaiers .. 110.4 143 G1 TL2(69,764 $4,900 396.907 449,480 — s i nee 
Popular Gardening .......... 27. 28.8 . . . . ° J 
Sunset Magazine ............ 140.7 1368 1,121.2 1,2245 59,104 57,469 471,155 518,506 a & Fiction sk uak’ ene” eat cies a Pe 
“Say teh, ube west cierbawe . , : 
Total Group ......... 2.00 WEA WI 6 7055.7 = HS2 O44 S31E7H 5,325,679 SBBS7AT | OT ews Grow... 1222 90 985 961 5.222 3869 42239 41.233 
Fashi Thrilling Fiction Group ...... 11660 125—Ss:101.7 87.4 2,599 2804 21514 : 
eek cae 6 B32 M5 361 15014 12,546 123,94 
lie oc al a ee 0 36 7305 9725 Tal 4053 313.3. 417.248 ee — 
IN i. Jerk otk. cocoa 616 83. 920.9 26, 807 326,797 395,062 
Roree’s Geen .......:.00. 1259 1254 929.0 1,0068 79595 79309 587128 636349 | Newspaper Sections (l) 
Mademolseiic ..........-+-+- 583 88.6 869.4 9922 24995 38,010 372.951 425,620 | (Nationally distributed with Sunday newspapers) 
eh aie des cathathanes 165.4 206.9 1,365.2 1,547.6 104555 130,735 862,793 978, The er Weekly ........ S244 S786 608.4 43516 54.729 491,796 517,126 
Fomily Weekly .............- ‘ . ; ‘0 456,026 391.284 
Total Group .......ssce0e> 472 BO FSS §F, . S404 TAGS «2 ES2SE7 || Oe sss 769 7a. 6858 75473 65329 612920 582.955 
This Week Magazine ......... ? 845.9 : 82,990 708,601 726,669 
Kote Total Group ......0.....-- 289.6 254 2,608 26002, 246105 251,127 2,260,343 2,218,034 
rn Group: 
Modern Romances ......... 30.5 35.6 257.6 312.7 13,082 15,268 110,501 134,142 — " Lines ey 
Modern Screen .......... .. Wl 252 615 2549 6916 10,829 69.284 109,348 Sept. Sept. Jan.-Sept. Jan.-Sept. Sept Sept.  Jan.-Sept. Jan.-Sept. 
Screen Stories ............ 13.7 20.6 136.8 199.9 5,888 8,846 58,689 85,832 1958 1957 1957 
Fawcett Women’s Group: 
Motion Picture ............ 10.4 211 1355 178.2 4,457 9,048 58,144 76,442 | Newspaper Sections (II) (September) 
True Confessions .......... 22.0 306 2008 255.4 9.434 13,129 86.151 109,581 | an other en tania 
Hillman Romance Group ...... 4.9 2.9 87.4 16.0 2,114 1,249 37,514 Tae | eee pee nee sa 
¢Hillman Women's Group .... 161 212 1342 2038 6936 9,102 57.609 87.619 | #tChicago Tribune Magazines . 148.4 157.2 1,350.1 1,218.4 126,163 133,642 1,148,323 1,035,636 
ban liwareny Be. }First 3 Markets Group ...... 37.8 49.7 4429 4421 32,088 42,245 376.423 375,785 
Intimate Story ............ 213 200 1614 628 9138 8578 69,231 69,795 | tNew York Times Magazine .... 340.8 386.9 2,162.3 2,108.4 289,663 328,833 1,837,976 1,792,168 
ie Life ...... Sabecesen 25.3 279 1886 2081 10,838 11,966 80,919 89,249 ee nee 378.6 436.6 2,605.2 25505 321,751 371,078 2,214,399 7 167,953 
Movie Star Parade ........ 25.3 27.8 188.5 205.6 10,838 11,924 80,849 $8,246 | + Not included in totals. t Four issues in September 1958; five issues in September 1957. 
Personal Romances ........ 221 199 1636 1619 9,460 8548 70,166 69,498 Cesttliieed 
TV Star Parade ........... 225 197 154.7 1584 9,666 8,450 66,447 67,984 (Continued on Page 76) 
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Big-image impact. Brilliant, true color. Authority. Vitality. And broad, deep 
penetration into every state, every county of the rich United States market. 
These unique qualities characterize the Big 3 of the weekly field. In the tables 
below, LOOK reports the vast current reach and continuing growth of all 3... 


AMERICAS 
SHOWCASE 
MAGAZINES 

LOOK : LIFE: POSE 


U.S. CIRCULATION U.S. HOUSEHOLDS 


Seren s0 view’ 5,740,978 TE ee 16,590,000 
‘|. eenerren: 5,421,074 (a os 16,040,000 
PMR eveserst.:. 5,218,246 ae 11,170,000 


Source: U. S.-to-total percentage figures, in pub- Source: Average U. S. circulation, 2nd quarter, 


lishers’ latest single-issue analyses, applied by 1958, applied by LOOK to households-per-copy 
LOOK to average total circulations for second figures, per magazine, from latest household study 
quarter, 1958. (Life-Politz, 1956). Life, 2.89 households per 


copy; LOOK, 2.96; Post, 2.14. 


U.S. READERS GROWTH (1958 vs. 1956) 


: U.S. Circulation |U.S. Households] U.S. Readers 
De. racine’ 90100000 | acd acm | vce? Ra 


SE 27,900,000 Post | + 871,555 | +1,868,000 | +5,074,000 
Post 9] 950 000 Life + 318,124 | + 918,000 | +4,067,000 


Source : LOOK-Politz“The Audiences of Nine Mag- 
azines, 1958.” Figures are average-issue audiences 
of people age 10 and older. 


Source: U. S. circulation—2nd quarter average, 
1958 vs. 1956. Household growth—1956 Life-Politz 
households-per-copy data applied to U. S. cireula- 
tion averages for 2nd quarter, 1958 vs. 1956. Read- 
er growth—LOOK-Politz study, 1958, vs. Reader’s 
Digest-Politz study, 1956. 


P rey . hs ‘ Sos ca ee oF > 5 a 
re g felt i a = ai oe ye *; a ay ; . s es “ 
§ ~ femrod = vcr ae yr ere Saat 5 ny 7 iy at i aaa F ihe : = yas = ok, 
_, ee as = pedigrees ae bth se vd <M eagle Seen i ani Citrate) rae ae Se yas sages Ror erey We Ns sath | es Pesta ms: “hae 
ge ha pe lg ee es a a Tas S A eeare Sa ely : = Oe ES PR po BE Stree ee oy P a eee tie ae 
oe "pe alee t eet di . leg ae e t iS , , Rina isi ~ ae in Myeated af : a a pee 
e 4 Ss b < © . ‘ . . —— ! 
24 apt 
il id nn 
cs 
% 
: a 
y eee 
a fA" 
ee 
nae 
{ ; 
| . 
| 
ers 
oS 
oes 
E 
Ber es 
, sale 
ae 
ms 
ea 
7 
ake 
eet 
ae 7 
foe 
ae: f 
eins 
rir 
hi 
<i at 
anne, 
Amen 
hee ae 
a 
i oe 
4 : jee 
Woe 
eas 
Vang 
7 soak 
et 
: . Bets 
any 
eet 
oS 
ae 
° Sek 
ene 
pee 
ma 
as 
rs - 1 
oS 
oa 
se, 
are 
aoe 
Sad 
Bis 
igs 
rc ee 
' ee oe 
ran 
Hite 
‘ .. oe es 
| “i cin 
| cc ries 
ee 
Mae 
ee We 
t's 
Van 
: ey 
a 
4 aes 
enn 
pe 
} ee 
i fee oes 
J wee 
Sue 
‘ ‘ se 
ban 
= 
} z 
+ . € . a om ~ = BA “ 
Z RIESE: Rec se Magee). oe Mteeee ene. a0 meee Reece, eee SO oe eT es | Ae a ore eee tee ts a pa SPE Loy ce ONL GEE “ 2 alae we ee ee - =5..9 Tee ES ag 
Bee Sieh, Lae aaa a eee eee EG A eee eS NR? Lo eee les Ree ie. eo ee Tt 
q haan anette ee a ae eae SED agg eee a. Sen “A ree eae os eta pp ava oor Syren Ease 
NE DI SE oF a ee ett Be ape. i oe oc Writ ee 2 BEBE. 
Ss eee ea | aes Acari! ae pe Fa 
eta a BE oe ees Ce aa so Jae ~- ep eas 7 


Ss 9 Ra = 
76 Advertising Age, October 20, 1958 
— Pages —_ + Lines r Pages ie Lines . 
Oct, Gct. Jan.-Oct. Jam-Oct. Oct. Oct. Jan.-Oct. — Jan.-Oct. Oct. Oct. Jan.-Oct. Jam.-Oct. Oct. Oct. Jan.-Oct. — Jan.-Oct 
1958 89-1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 
Comics Magazines Arueatinn séoncsctiaducns os oe suas —r4 1208 yi Fed a4 
American Comics Group... 70 #70 700 700 6462646 (26,460 460 i phish hte — —. oe 
‘ibaa eas Pe: AR , OE — Austrian oe, a 
tHarvey Comics Group ........ —_ «_— 260 ss 20; Mae} Meee ae oo oe a a | | 6 
Nations! Comies Greup: eS 70 oo aS iS ile jaseo «Sais © Lapras 
See Eee tereese se enwsnes pope 2 Se es Be Be lbs...) ef eS Sl COCs) Yh.aus 
BH GEE o0-+- 00 renees, Se ane ae an. al hc Se hae 47.0 380 3410 380 8554 6916 62,062 6.916 
Total Group .............. 6 20 Bie Be Fos 7,938 Bs i748 eee aa 20.0 160 185.0 156.0 3,720 2,976 34,410 29,016 
1 Published bi-monthly; cumulative figures shown are for combined September-October issue. RS eas 144.0 1440 1,011.0 ons anes 25,200 176.508 4 
French Swiss ............. 25.0 205 249.0 . Y , x 
Canadian National Weekend Newspapers (Rotogravure Linage) ST Ch cswecatéllhes kus 134.0 118.0 1,043.0 835.0 24,388 21476 189,826 151,970 
RRA Shes : 7 3, B27 German Swiss ............. 31.0 27.0 279.0 255.0 5,642 4,914 50,778 46,410 
‘ 729 8669. 583.0 630.8 65,635 69,726 524,660 630,822 ' 123487 123.214 
IE 9d ot wocvesicnsaan 803 G8 6214 5764 72,246 60,805 560,332 576,503 Iberian ................., eo5 T0 6785 677.0 12,649 12,922 _ aan 
DED cnwki ess cévs<cce 1l7 ©6043. 926.1 858.0 97,756 98,946 810,386 750,816 NL tial x0, 0.00 deine 04 47.0 72.0 501.0 541.0 8,554 12,104 _— R --4 
Weekend Magazine... 1374 123.1 1,033.3 1,027.0 133,986 120,059 1,007,539 1,001,406 | Italian .................. 3 Se: Se oo. Sa: ae Cee | aan 
Total Group . 78 “67 Tiss SHI2 We Ws TH57 7955507 << ................ 0 @S 60 435 10192 11.193 95,732 87,997 
Canadian New Zealand .............. 23.5 315 sa.8 sis aan 5.738 ye — 
Norwegian ............... 44.0 45.0 8 373. 5 ; ’ y 
Canadian Homes & Gardens ... 521 556 4086 441.8 35,435 37,780 277,832 300,412 Overseas Military .......... 410 560 424.0 357.0 7,462 10,192 77,168 64,974 
| (nn Ce gaa 710 681 3945 417.9 48.259 46.335 268.260 284,150 Portuguese ............... 8.5 87.5 798.0 749.0 15,488 15,312 139,650 131,075 
RRs ps yakvecr sive. 36.2 36.0 2886 3185 15,529 15,243 122,344 135,240 Southern African .......... 91.5 920 8055 8305 16,379 16,468 144,185 148,660 
as. 5.5 erences 113.0 1059 7740 9252 76,842 71,990 526,324 629,163 Southern Hemisphere ....... 275 305 2820 3145 5,005 5,551 51,324 57,239 
SET vi vpiosnys ct oe 49.4 S79 3145 3601 33,564 39,429 213,224 244,577 SE io Xa-deeaken sce ce 78.5 520 4255 3380 14,601 9,672 79,143 62,868 
Reader's Digest: Total Group ...........-.. C7361 TS SAS STA 8ST «682074 «TET «62,532,900 
English Edition ........... 116.0 1123 8503 8088 21,112 20,430 154,746 149,193 : 4 ins wn Qebiies 
French Edition ............ 126.3 125.3 8938 8548 22,978 22,795 162,662 155,565 | § Because current month linage figures for several publications are not yet available this group is broken an 
Revue Moderne .............. 28.1 318 1943 2358 19,087 21,592 132,155 160,344 | section and a September section. + Commenced publication with the October 1957 issue. 
pd ED oes Cio ses 0% m5 23 wns was woes 17,716 111,682 1.008 Lines 
aes sieeaia'ces 31.9 3 .0 11,591 22,308 96,848 938 c “er : Jan.-Sept. 
#Saturday Wight ............ 43.7 346 3218 242.7 18,348 14575 132,262 102,084 Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. 
#Time-Condian |... 1921 2349 1,249.6 14346 81.025 98595 524.790 602,490 1958 s wa SS 1S) — 
WD EE wb b ss we cceces 637.1 0.1 T4162 7820.2 304,361 315,618 2066.077 7,379,050 Foreign (September) 
§ The Canadian Home Journal has merged with Chatelaine. Merger became effective with the September issue. Canadian Life International: 
Home Journal ceased to publish as separate magazine with the June 1958 issue. ¢ Effective February 1, 1958, Samedi International Edition ...... 96.6 92.5 646.5 625.3 65, 62,985 439,705 425,255 
carries advertising in two ‘of its four issues; two issues im October 1957. # Not included in totals as figures for the Spanish Edition .......... 61.0 64.2 503.7 582.4 41,480 43,690 342,635 396,100 
October issues were unavailable as this issue went to press and September figures are shown. Newsweek: 
Pacific Edition ............ 67.5 818 553.5 604.2 28,350 34,370 232,470 253,750 
‘Foreign (October) European Edition .......... 73.4 76.4 5933 572.4 32,965 32,095 249,223 240,415 
ea cesses 120 161 1265 1232 10,122 13,524 106,246 103,530 | Time International: ; 
- wo ws me seu oz moe uggs | Vortndwion SE ak SS RRs 
Mecanique Populaire (French) 35.3 34.5 2751 260.0 7,907 328 61,622 58.240 pein Posie PNG ree 2p Sa 89.1 107.9 707.2 7688 37,730 45,255 297,010 322, 
Populare Mechanik (German) 3.1 2.4 44.5 19.1 700 542 9,974 4,270 ous 548,660 440,510 
Mecanica Popular (Spanish) 23.4 261 2681 2809 5,239 5837 60,051 929 |  Visao (Portuguese) ........ Ee le + ee i i i 
Popular Mekanik (Swedish) 9.0 80.5 84.3 1,792 2,016 18,032 18,891 — pa seeeeenees S81 747 6583 S847 36995 31360 276,500 246,820 
Reader's Digest: Spanish Edition ........... 4 . 095.5 ecageal as cll ‘ pee aces 
Det pehscepia We ns 36.0 36.0 340.0 340.0 5,904 5,904 55,760 55,760 Total Group .............. 921.7 9554 69565 68782 428,495 442,010 3,221,373 3,204,085 
a ’ ’ f F. E. Myers 
Boyington Joins O’Mara the Los Angeles office of O’Mara | relations manager 0 
H. (Pete) Boyington has joined & Ormsbee, newspaper represen-| Use of Syndicated Shows piri ey Rate mann Prapnle 
tative. He formerly was with the in 22 Major Markets promoted to advertising and sales 
0 IDE AS Los Angeles Examiner and with ajor arke promotion manager of the compa- 
West-Holliday Co. ny. Bill Cooper, formerly assistant 
100 y October, 1957, through September, 1958 $5 Sie. Seeeas, ait beekead puiile 
Ss Sitrick Joins Blackburn & Co. Source: Pulse Inc. relations manager. The Myers com- 
ae ter 
ONLY Joseph M. Sitrick, formerly leg- pany manufactures pumps, wa 
islative assistant to the poe Sd Rank Program No. National) 9 Casey Jones ScreenGems 9 13.2) systems, power sprayers and water 
Successful ideas from of the Federal Communications Syndi- of yearly | 10 Whirlybirds .............. cBS 12 12.8| conditioning equipment. 
successful companies on Commission, has joined Blackburn cator times weighted 1 Popeye Cinnéssndlibbovianvian AAP 12 12.7 
SALES, MERCHANDISING, & Co., Washington, media broker, listed average |12 Annie Oakley ceasunteniil ces . by Parker-Kalon Boosts Elfenbein 
ADVERTISING, PROMOTION! in an administrative post. 1 Highway Patvel ........ Ziv 12 18.5) 17 eee ee cM lt 122 Harold L. Elfenbein has been 
Each month, for a year, you are sent Ene: CNR Spsrkicsictcsocencee Ziv 7 18.5 os Batten ABC 12 122 named marketing director of 
prose y eS Se Kelnberger Joins Ellington 3 Honeymooners .......... ces 117.3) 1, oe Official 9  117|Parker-Kalon division, General 
ia tho nation’s lending besinees ona thide Joseph G. Kelnberger Jr., for-| 4 State Trooper .......... MCA 12 18.4), +n Bane "aes ces 11 117|American Transportation Corp., 
' publications. Adapt them to your own merly with Erwin Wasey, Ruth-| 5 Death Valley 18 rie ee Reitted eal liv 11 116 Clifton, N. J. He will retain the 
pone - Worth many times the rauff & Ryan, has joined Ellington AS U.S. Borax 12 15.0 18 Twenty-Six Men ....... ABC 10 116 position of advertising manager, 
wa8 you os & Co., New York, as an assistant! 5 Mike Hammer .......... MCA 6 15.0 at dette Mies. Ziv 12 115 which he has held for 13 years, in 
BRIEFED account executive in the drug divi-| 7 Silent Service ........ CNP 12 14.9 Saen Cote siden weit doniputed Pare addition to his new marketing re- 
400 Madison Ave., (Dept. A) N. Y. 17 sion. 8 Sheriff of Cochise .... NTA 12 13.9 epet fikn tepert covering viewing in 22 sponsibilities. 
i rkets f September, 1957, 
Pe eee en ee ee ee OR e een eee eee Fee 0 teas Midk WE Yo tha vo to te Ben Cuny Joins OAI 
. 73 Q ° ? ” . report, a film must appear in a minimum Ben J. Cuny, formerly branch 
: “Waterloo? Never heard of it. Where’s Waterloo? : eiist tik snshetn oaay etal’ eadiamer ef Cebus & Riceer fa. 
COP OR ERIRSRC ORE SO WOVE EN 0 CESS conmel ere oe ttt eter eres eeerns proportionately according to the size of |Long Beach, Cal., has joined Out- 
the market. To be charted above, a show | door Advertising Inc. as West Coast 
had to appear in at least six of the 12) field representative in the Los An- 
months surveyed. geles office. Before joining Foster 
& Kleiser he was Pacific Coast 
F. E. Myers Promotes Two representative for the National 
Dick Topper, formerly public| Outdoor Advertising Bureau. 


information — particularly in 


subscription to BROADCASTING 


Sometimes what you don’t know can hurt you. Napo- 
leon never expected his Waterloo; businessmen today 
also meet their private Waterloos when ill-supplied with 


the cavalry-swift field of 


broadcast advertising. But the real strategists among 
them depend on BROADCASTING for a weekly briefing on 
everything new in TV and radio. You can find out how 
helpful this is by taking advantage of an introductory 


— 26 weeks for $1.75. It’ll 


bring you battalions of useful information! 


BROADCASTING 


1735 DeSales Street, N. W., Washington 6, D.C. 


SERVICE typographers, inc. 


723 S. Wells St. » Chicago 7, Illinois * HArrison 7-8560 


ue 


and quality 
combine for 
your benefit 
when you 
choose... 
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Coming 
Cenventions 


Oct. 19-21. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn. 

Oct. 20-21. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 20-21. National Assn. of Broadcast- 
ers, Region 1, Hotel Somerset, Boston. 

Oct. 22. Associated Business Publica- 
tions, annual Midwest conference, Drake 
Hotel, Chicago. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

Oct. 26-28. National Newspaper Promo- 
tion Assn., central regional meeting, 
Whittier Hotel, Detroit. 

Oct. 27-28. National Assn. of Broadcast- 
ers, Region 2, Hotel Statler, Washington, 
D. C. 

Oct. 27-28. American Assn. of Advertis- 
ing Agencies, eastern annual conference, 
The Biltmore, New York. 

Nov. 5. American Assn. of Advertising 
Agencies, east central region annual 
meeting, The Commodore Perry, Toledo. 

Nov. 5-7. Public Relations Society of 
America, 11th national conference, Wal- 
dorf-Astoria, New York. 

Nov. 9-12. Assn. of National Advertisers 
fall meeting, The Homestead, Hot Springs, 
Va. 

Nov. 10-11. National Newspaper Promo- 
tion Assn., southern regional meeting, 
Barringer Hotel, Charlotte, N. C. 

Nov. 13-14. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17. American Marketing Assn., re- 
gional industrial marketing conference, 
Toledo, O 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 20. Business Publications Audit of 
Circulation, annual meeting, The Bilt- 
more, New York. 

Nov. 20. Television Bureau of Adver- 
tising, sales advisory committee meeting, 
Waldorf-Astoria Hotel, New York. 

Nov. 21. Television Bureau of Adver- 
tising, annual meeting, Waldorf-Astoria 
Hotel, New York. 

Nov. 25. National Business Publications, 
Los Angeles Regional Conference, Hotel 
Statler 


Nov. 26. National Business Publications, 
San Francisco regional conference, Shera- 
ton-Palace. 

Dec. 28-30. American Marketing Assn., 
national winter conference, Morrison Ho- 
tel, Chicago. 

Jan. 23-25, 1959. Advertising Assn. of 
the West, midwinter conference, San Jose, 
Cal. 

April 5-8, 1959. Sales promotion division, 
National Retail Merchants Assn., Eden 
Roc Hotel, Miami Beach. 

April 12-16, 1959. National Business 
Publications, annual spring meeting, Jo- 
kake and Paradise Inns, Phoenix, Ariz. 

April 16-19, 1959. Advertising Federa- 
tion of America, 4th District annual con- 
vention, Desert Ranch and Colonial Inn, 
St. Petersburg, Fla. 

May 24-27, 1959. Associated Business 
Publications, 53rd annual meeting and 
management conference, Skytop Lodge, 
Skytop, Pa. 

June 8-11, 1959. Outdoor Advertising 
Assn. of America, national convention, 
Sherman Hotel, Chicago. 

June 28-July 2, 1959. Advertising Assn. 
of the West, 56th annual convention, Ta- 
hoe Tavern, Tahoe City, Cal. 


Cracker Jack Sets Fall TV Push 

Cracker Jack Co., Chicago, has 
launched a campaign for Cracker 
Jacks and Campfire marshmal- 
lows via commercials on network 
television and ads in newspaper 
comics sections. The company will 
sponsor through December “The 
Lone Ranger” on ABC and “Cap- 
tain Kangaroo” over CBS, plus tv 
spots in selected markets not cov- 
ered by the networks. Color ads 
in Sunday sections of 62 news- 
papers are also scheduled. Leo 
Burnett Co. is the agency. 


Fischer Heads Sales Promotion 

Popular Mechanics Press, Chi- 
cago, has appointed Alfred E. 
Fischer sales promotion manager 
of its book division. He formerly 
was administrative assistant to 
Roy Protzman, manager. 


Cromwell to Potts-Woodbury 

Bill V. Cromwell has joined 
Potts-Woodbury, Kansas City, as 
an account executive. He formerly 
was group copy chief and account 
executive of Erwin Wasey, Ruth- 
rauff & Ryan, Dallas, 


Schust Harrison Eversman Harmel 

TURTLE SOUP—The interested expressions here indicate that it isn’t 
true that turtle racing is for gamblers with tired racing blood in 
their veins. Look set up its “First Annual Turtle Derby” at the an- 
nual meeting of the National Assn. of Food Chains in Chicago with 
a stable of 600 turtles. Richard P. Harmel, merchandising manager 
of Look, supervises this race. Participants are Ralph H. Schust, vp 
of sales, Sunshine Biscuits; Russ Harrison, chain store sales, H. J. 
Heinz of Canada; George Eversman, merchandising director, Maxon 

Inc. Man in background is unidentified. 


Calkins & Holden Names 2 
VPs; Adds Mohr in L.A. 

Calkins & Holden, New York, 
has elected Warren E. Rebell and 
A. Dudley Coan vps. Mr. Rebell is 
director of media research; Mr. 
Coan is an account executive. Cal- 
kins & Holden, Los Angeles, has 
appointed Dick Mohr, a copywriter. 
He formerly was a copywriter with 
Erwin Wasey, Ruthrauff & Ryan 
and Foote, Cone & Belding. 
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WARWICK TYPOGRAPHERS 


920 WASHINGTON © ST. LOUIS 1, MO. 
Serving 


Clients in 43 Stotes 


effective with the October 1958 issue © 


_changes its name t 


MATERIAL HANDLING. 


AN INDUSTRIAL PUBLISHING CORPORATION MAGAZINE 5 
812 HURON ROAD ® CLEVELAND 15, OHIO 


Sante Flabiano, 
Research Director of Intaglio 


All important “ 
impression 


...is the reader impression! Gravure 


proofers work to highest professional 


helps to create a favorable imprint on the 
mind, conveys a feeling of quality, adds 
prestige to publications. 

More than twenty years ago, Intaglio 
made its initial contribution to magazines 
and newspaper supplements — pioneered 
in fine quality gravure production. 

Intaglio has constantly devised better 
techniques and methods... led in research 
...developed much of the most modern 
equipment we use. But our most valued 
asset today, as it has always been, is fine 
craftsmanship — the skill, patience, and 
desire to do the job right. 

At Intaglio cameramen, retouchers, 
strippers, printers, etchers, finishers, and 


America’s First Gravure Servicers 


standards with judgment based on two 
decades of experience. Paper, space and 
preparation costs being what they are, 
only the best production is good enough! 

For editorial and advertising, Intaglio 
assumes all the responsibilities and the 
headaches ...starts with your copy or art, 
makes the color separations, delivers full 
value positives and color proofs for 
approval and printers’ guides. 

To get the finest results from gravure, 
rely on Intaglio to do your production. 
With 500 skilled craftsmen, four plants in 
New York, Chicago, Detroit and Cincinnati 
...Intaglio ensures the best in quality! 
Our seven offices are at your service. 


Intaglio SErvViCe corPoRATION 


305 East 46th St., New York, New York —731 Plymouth Court, Chicago — 
1828 Lewis Tower Bldg., Philadelphia —Intaglio-Cadillac, Inc., 40 Hague Ave., Detroit — 
369 Pine St., San Francisco — 1932 Hyperion Ave., Los Angeles — 2264 Bogen St., Cincinnati 
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Merchandising Ideas 


Savingram Boosts Sec-Tray 


e Dollar and cents savings result- 
ing from the use of Sec-Tray is the 
theme of Globe-Wernicke Co.'s 
new Salary Savingram. The new 
Sec-Tray fits under the typewriter 
platform of the company’s Stream- 
liner desk. Globe-Wernicke re- 
ports that a re- 
cent study made 
under methods- 
time measure- 
ment standards 


can produce up to 
15% more work 
when she uses a 
Globe-Wernicke 
Sec-Tray stationery tray.” The sta- 
tistical findings of the study are 
incorporated in the Salary Savin- 
gram, a circular indicator which 
shows the weekly and yearly sav- 
ings to companies based on num- 
ber of typists and their weekly 
salaries. 

Globe-Wernicke says the Sec- 
Tray’s operation eliminates 
stretching, reaching and twisting 
to get stationery from the desk 
pedestal drawer. The Salary Sav- 
ingram may be obtained, at no 
charge, by writing on company 
letterhead to Globe-Wernicke, 
Cincinnati. 


Mack Scrambles Letters 
e Mack Trucks, Plainfield, N. J., 


MULTI-LINGUAL—Parker Pen Co.’s 
foreign ad department designed 
this motion display (rear) for use 
in countries all over the world. 
Header cards printed in dozens of 
languages are fitted atop the dis- 
play and distributed in the appro- 
priate country. 


The most important 


people to whom you 

can tell your story 

are the 10,000 

Editors* of 

America's "home 

town newspapers." 
*They reach more than 
85,000,000 people (more 
than 50% of our popula- 


tion)...and they regularly 
read, consult,depend upon 


showed “a typist. 


The four-color folder is headlined: 


blem with .. .” A list of eight 
words follows, with the first let- 
ter of each missing. Along with the 
folder is a smal] envelope of card- 
board letters to be put in the pro- 
per word. Inside the folder the 
sales message uses the completed 
words, stressing features of Mack 
trucks. 


Atlas Promotes with Palms 


e Customers and prospective cus- | 
tomers (primarily sugar beet pro-| 


received a real live tropical palm 
tree in the mail the other day. Ac- 
companying the 11” tree planted 


cessors) of the chemicals division | 
of Atlas Powder Co., Wilmington, 


} 


is using a scrambled-letter game | 
approach in a new mailing piece. | 


“Unscramble your hauling pro- } 


| 


$ 


UMSCRAMBLE 
YOUR HAULING PROBLEM 


. with 


[_ jomractness 


Primum ACCESSIBILITY 


) AximuM PAYLOADS 


| Janeuverasiury 


, {._[DAPTABILITY. 
[Jew oesion 


[liver COMFORT 


Upmann tconomy 


| 


time saved by Darco.. 
grow—like your profits from the 
use of Darco.” The letter went on 
to tell the sugar processors that 
Darco activated carbon “gives bet- 
ter boiling juices and faster spin- 
ning low raw massecuites .. . and 
gives a definite improvement in 
plant performance, producing 
higher quality sugar at lower cost.” 

The letter concludes: “So, write 
Atlas today for a consultation 
with a Darco engineer. We’ll chase 
one of them out from under the 
palm trees so you can lie under 
yours.” Complete growing instruc- 


'itions for the tree also were en- 


closed. 


Mails Piece on Paracelsus 
e 1,500 copies of an advertising in- 


“| novation, an intellectual essay on | 
/woRD GAME—Mack Trucks is using 


a polemic subject, have been sent 


a word game approach in this new |to executives in agencies, pharma- 


mailing piece. 


|ceutical houses and paper manu- 
'facturers by Quentin Fiore, New 


in a small plastic pot was a letter,| York, designer-planner of adver- 
which began: “There’s a palm tree | tising matter. Each copy of the 
to lie under—and while away the! 20l-word essay on Paracelsus, 


- It will)» 
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ee SS a 


Fiore, 

graphic designer, checks a copy of 

“Paracelsus,” his unique mailing 

piece on the medieval alchemist- 
scientist. 


PROOFREADING—Quentin 


controversial medical figure of the 
Renaissance, is different; the cov- 
ers are paste-prints decorated by 
hand. Every detail of the piece 
was planned to follow a mood con- 


a ae wr 


“SR bho 


~ 
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ly 


eal ™ 


Bet You Can’t Name 
the Nation’s ee. 


ZS CLUE: Tt has grown 


enard 


more than 100% since 1950! 


The answer* is Tidewater, Va. In other 
words, Norfolk and Newport News... 
side by side on the great harbor of 
Hampton Roads. 


If you were surprised by Tidewater’s 
rank as a port, you may be surprised 
also by its rank as a market. 


Two reasons why this is likely: 1) Rapid 
growth—nearly 60,000 population gain in 
1957 alone! 2) Its true size is obscured by 
the Government list of metro county 
areas which separates Norfolk and New- 
port News, though they are less than 


four miles apart 


Combine them 


and Miami. 
Tidewater, Va., 


at nearest points, and 


inseparable for all radio and television 
marketing purposes. 


and you find a metro 


county area of over *4 million people, top- 
ping all in the southeast except Atlanta 


is what Virginians call 


it. TIDEWTAR isa better way to spell it 
...and the best way to sell it. For WTAR- 
TV is the greatest marketing force in 
this great and growing market! 


*Source: FT Report 985, U.S. Dept. of Commerce, Bureau of Census, 
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sistent with the Sixteenth Century. | 
For example, Delphin type that | 
simulates a German running hand | 
of the Renaissance was flown in| 
from Stuttgart, Germany. Pages 
were printed on an English hand- | 
made, woven-type paper. “Para- 
celsus” was printed by A. Colish 
Inc., Mount Vernon, N. Y., and 
was hand-sewn by Gerhard Ger- 
lach, Chappaqua, N. Y., bookbind- 
er. The sheets were folded in a 
French fold. 

Mr. Fiore uses a colophon of 38 
words on the back page to tell his 
readers what he does: “Conjuring 
on paper is our business. In our 
special cauldron we brew new and 
vibrant approaches to ideas, words 
and graphic design. Our methods 
are both necromantic and learned. 
Our results for you, we feel, could 
be magical.” 


Studio Uses Quaint Hep Talk 


e Art Dimension, Los Angeles ad- 
vertising design studio, has com- 
bined Elizabethan prose with mod- 
ern jazz jargon in a new mailing 


| 


S. S. United States at Norfolk, Va. 


WITAR 


Channel 3 - Norfolk 


Greatest Marketing Force 
in Virginia’s Greatest Market 


President and General Manager 
Campbell Arnoux 
Vice President for Sales 
Robert M. Lambe 
Vice President for Operations 
John Peffer 
Represented by Edward Petry & Co., inc. 


ARMORED—Wholesale plywood dis- 
tributors recently received this 
package containing a toy turtle 
from Simpson Logging Co., Shel- 


ton, Wash. Copy compared the 
turtle’s shell with the “armored” 
quality of Simpson’s new ply- 
woods. Lewis & Mayne, San Fran- 
cisco, handled the mailing. Lennen 
& Newell is Simpson’s agency. 


piece sent to Los Angeles art di- 
rectors. The intricate folder, in 
tones of subdued brown and deli- 
cate purple, is headlined, “Why No 
Call,” in ornate block letters. The 
message reads: “oh art director, 
prithee, why no calls? dost thy 
crazy finger miss us when it’s time 
to dial? dost thou not remember— 
our portfolio was a gas! hast thou 
misplaced our business card in thy 
busy, jazzy pad? harken then, 
while we remindeth thee of our 
location, phone and name.” A dime 
was affixed below the message to 
emphasize the point. 


Redeems Wooden Nickels 


e San Fernando Valley Federal 
Savings & Loan Assn., with three 
offices in an area in California 
where parking is often a problem, 
has launched a “free parking plan” 
based on wooden nickel parking 
tokens which it redeems for cash. 
The plan calls for participation of 
some 300 retail merchants in the 
area, who each received a letter 
from the association explaining 
the plan and offering all material 
required at no cost. Under the 
plan Valley Federal supplies par- 
ticipating merchants with wooden 
nickels which they give to all 


adults for each purchase of $1 or | 
more. When a customer has collec- | 


ted 20 of the nickels, the associa- 
tion redeems them for $1 in cash, 
or credits the customer with $2 if 
he opens a savings account of $50 
or more. 

Merchants have been supplied 
window cards and counter cards to 
show they distribute the nickels. 
The promotion, which began this 
month, ends Jan. 10, 1959; no more 
nickels will be distributed after 
Dec. 31. # 


Advertising Sources Listed 

A recap of up-to-date research, 
advertising and marketing sources 
has been made available by the 
New York advertising group of the 
Special Libraries Assn. The notes 
are based on eight lectures given 
by the group earlier this year. Top- 
ics included are general sources, 
media sources, picture sources, paid 
research sources, U.S. government 
sources and association sources. 
Copies are available at $2.50 each 
from Mrs. Doris B. Katz, National 
Broadcasting Co., 30 Rockefeller 
Plaza, Room RKO 304, New York. 


NBC-TV Adds New Atftiliate 

A new tv station, which plans to 
go on the air Jan. 1, 1959, over 
Channel 10, Jackson, Mich., has 
affiliated with NBC-TV. The sta- 
tion’s call letters will be announced 
later. NBC-TV will continue serv- 
icing its only other outlet in that 
area, WJIM-TV, Lansing, which 
carries shows from all three net- 


|\‘Medical Times’ Restyles; 
Adopts 4-Color Cover 


| Medical Times, Manhasset, N. Y., 
| has announced a change in format. 
The monthly journal, which goes 
to 26,000 general practitioners, is 
restyling the entire publication “in 
accordance with the most modern 
techniques.” 

Page size is being increased by 
50% to 8%x11”, and a four-color 
cover is being introduced. Effec- 
| tive with the January issue, Stevan 
Dohanos, who has done many Sat- 
jurday Evening Post covers, will 
become cover editor and will do six 
covers a year. Other covers will be 
done by Alex Ross and Melbourne 
Brindle. New rate for a page, one 
time, will be $489. 


Venturini Joins Mead Johnson 

Dr. Americo C. Venturini has 
been named a Spanish medical 
copywriter for Mead Johnson In- 
ternational, Evansville, Ind., for- 
eign operations division of Mead 
Johnson & Co. Before joining 
Mead Johnson, he was chief of the 
biochemistry laboratory at Mason- 
Grimm, Chicago. 


Soe oe 


R. F. Hudson Jr. Named 


R. F. Hudson Jr. has been named 
president of the Advertiser Co., 
Montgomery, Ala., publisher of the 
Montgomery Advertiser and the 
Alabama Journal. He succeeds R. 
F. Hudson Sr., board chairman of 
the company, who vacated the 
presidency after 55 years of serv- 
ice. An executive committee of five 
men was elected to carry on the 
operation of the two newspapers. 


Newsprint Handbook Out 

Newsprint Information Commit- 
tee, New York, has published a 
handbook titled “Newspaper and 
Newsprint Facts at a Glance.” It 
contains information on mill ca- 
pacities, consumption, production 
and newsprint needs for newspaper 
advertising. 


Stone & Simons Adds One 

Stone & Simons Advertising, De- 
troit, has been appointed to handle 
advertising for Mohawk Liqueur 
Corp., Detroit, maker of Mohawk 
liquors ané brandies. Schurgin As- 
sociates is the former agency of 
record. 


79 
McCann Unit to Make Movies 


Sales Communication Inc., an af- 
filiate of McCann-Erickson Inc., 
has organized a motion picture de- 
partment to produce business 
films. Albert H. Richards, veteran 
film man, will head the depart- 
ment, working from Hollywood. He 
was formerly with another McCann 
affiliate, LaBrea Productions, Los 
Angeles. 


Lane Heads Goodyear PR 

Robert H. Lane, formerly vp and 
account executive of Carl Byoir 
& Associates, has been appointed 
director of public relations of 
Goodyear Tire & Rubber Co., Ak- 
ron. He succeeds L. E. Judd, who 
retired from the company last 
June, 


DO YOU WANT THE ACCOUNT? 

. » » Reach for BRAD- 
Over 1 reconstructed ad schedules 
In '58 E BOOK of Business Ad- 
vertisers. 50,000 more available sub- 


scribers. 
Write: V. H. Van Diver, Sr., Woolford, Md. 
Phone: Cambridge 171 or 2980. 


i 


told. 


possible . 


u 


Only through Mass Mail can you gain a 
personal audience with millions of indi- 
viduals at one time .. . with time and space 
to tell your full story the way it should be 


New, high speed machinery makes this 
.. machines that can cut, fold, 


sages daily. 


pinpoint more than a million prospects daily and 


... HIT "EM WHERE THEY LIVE 


insert, address and label a million mes- 


Lemarge combines this potential with the 
creativity and know-how of a staff of di- 


rect mail experts to give you inventive, 


wih i: Lemarge ea ane Company - 417 South Jefferson - Chicago 7. IMlinois 
PEGE bees) 


original direct mail advertising that hits 
with impact, rebounds with sales. 
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Mar.-Apr., 1957, featured 
v.p. of McC 


v.p. of J. Walter Thompson Co. ann-Erickson, Inc. 


Once in a decade a new magazine captures the imagination of 
its public and. by unique editorial concept, achieves almost 
instantaneous acceptance. Such a publication is Media/scope, 
now beginning its second year. 


The first four bi-monthly pilot issues proved the need for 
Media/scope. Editorial testing was at publisher’s expense. 
No advertising was accepted. Concentrated on one interest 
alone—media selection—Media/scope avoided and continues 
to avoid the diverse interests of other advertising magazines. 
It serves buyers of all types of advertising, regardless 
of medium. 


With the October, 1957, issue, Media/scope became a full- 
fledged monthly publication. A look at past issues shows the 
stature of its contributors; a look at the highlights of the 
current issue shows how readers can stay abreast of their 
special field without the burden of extraneous data. A look 
at the changing advertising scene shows the opportunity for 


William C. Dekker, 


direct communication with advertising buyers afforded sellers 


via the pages of Media/scope. 


May-June, 1957, featured Otto R. Stadelman, 


v.p. of Needham, Louis & Brorby, Inc. 


ot eh a oe 


July-Aug., 1957, featured Harley B. Howcott, 
v.p. of Fitzgerald Advertising Agency, Inc. 


In the current (October) issue: 


Philosophy and Organization of Advertising 
at Pilisbury. In an exclusive interview, Pills- 
bury marketing director W. P. Peterson 
(featured on cover) explains how his organ- 
ization and strategy in media help Pillsbury 
produce its excellent earnings statement. 


Entries Invited fer Media/scope’s Creative 
Media Awards. Here’s your chance to nomi- 
nate your company, your client, or your- 
self for the first annual awards in creative 
media thinking, research and buying innova- 
tion. Entry form is bound into this issue. 


How Accurate are Audience Estimates? Dr. 
Darrell B. Lucas, one of the real experts 
in the field of statistical audience measure- 
ment, offers sound advice on interpreting 
audience studies—and some timely warn- 
ings about built-in booby traps. 


How to Treat Station Reps—by a guy 
taught. Frank Silvernail, dean of eed 
ers, distills the wisdom acquired in thirty 


ears of dealing with broadcast salesmen. 
he moral: Reps are more boon than bane 
if handied right. 


Media/scope’s Check List for Buyers of 
Business Publication Space. Fifth in Media/ 
scope’s important series of check lists 
for buyers of media. Here’s all you need 
to know before — media in the 
complex business paper field. Don’t miss 
these valuabie—and exclusive—guides. 


Local vs. National Newspaper Rates. Jack 
Cusick looks at progress made news- 
papers in narrowing the spread between 
national and local rates. What can buyers 
of media do to hasten the process? 


Status of Regional Radio Networks. With 
the new emphasis on localized media, here's 
a flexible medium that’s worth looking into. 
To help, Media/scope offers a complete 
rundown on what's available in regional 
radio networks, 


April, 1958, featured Fred Barrett, 


October, 1957, featured Harold H. Dobberteen, November, 1957, featured Frank B. Kemp, 
v.p. of Bryan Houston, Inc. v.p. of Compton Advertising, Inc. 


lf you 


sell advertising, 


Media/scope 
can strengthen 
your 

Sales effort 

in 1959... 


May, 1958, featured Hugh M. Findlay, 


director of media, BBDO. media director, Cockfield, Brown & Co., Ltd. 
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December, 1957, featured William H. Schink, 
v.p. of G. M. Basford Co. 
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v.p. of Leo Burnett Company, Inc. 


@ More than 10 billion dollars will be spent in 
advertising media in 1959 to move goods and sell 
services, both industrial and consumer. 


@ Many media in many fields will present them- 
selves to buyers of advertising in the light of their 
ability to help achieve sales objectives. 


@ Buyers of advertising face the pressure of in- 
creased economic necessity to make the wisest 
media selections. 


@ Buyers of advertising also face a wider choice 
of media alternatives than ever before, and a 
bewildering array of market arid media studies 
suggesting new strategies. 


@® Not all who call will be chosen. 


@ Wise sellers of advertising will look to improving 
their lines of communication to buyers. The most 


January, 1958, featured Leonard S. Matthews, 
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February, 1958, featured Russell Z. Eller, 
advertising manager of Sunkist Growers, Inc. 


direct way is to get into the compatible atmosphere 
of discussions involving media-buying techniques 
and procedures. 


@ This means talking to buyers of advertising 
through the advertising pages of their magazine— 
Media/scope, the only magazine whose editorial 
content is devoted exclusively to the interests of all 
advertising buyers. 


@ Of Media/scope’s 15,000 guaranteed monthly 
circulation, 94% goes to men and women who 
actively direct advertising’s billions into media. 


| Media/scope | 


published by Standard Rate & Data Service, Inc. 
WattTER E. Borrtuor, Publisher 


1740 Ridge Ave., Evanston, III. HOllycourt 5-2400 

420 Lexington Ave., New York 17, N. Y. MUrray Hill 9-6620 

Don Harway & Co., 1709 West Eighth St., Los Angeles 17, Calif. HU 3-5141 
James H. Cash Co., 818 Exchange Bank Bldg., Dallas 35, Texas. FL 1-4523 
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March, 1958, featured Samuel 4. Thurm, 
g.m. of Lever Brothers’ advertising services. 


August, 1958, featured Dr. E. L. Deckinger, 
v.p. of Grey Advertising Agency, Inc. 


June, 1958, featured Newman F. McEvoy, 
: media director, Cunningham & Walsh., Inc. 


July, 1958, featured Alberto H. deGrassi, 
advertising manager of Kaiser Aluminum. 


September, 1958, featured James Delaney, 
Sinclair Oil’s advertising manager. 
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Breck selected ihe testingest market in the country to get the answers .. . 
Portland, Maine! First in U. S. cities of 150,000 pop. Sixth in U. S. cities regardless 
of population and second in New England regardless of size.* Breck Cream Sham- 
poo is just one of many who found Portland, Maine the best test city. Marketing 
and distribution facilities are ideal . . . testing is accurate. *Source Sales Management 


100%, coverage of city zone 94°/, coverage ABC retail trade zone 
represented by the Julius Mathews Special Agency, Inc. 


TLAND, MAINE 


PORTLAND PRESS HERALD © EVENING EXPRESS © SUNDAY TELEGRAM 


Turner Townsend Hickerson Rentz 


NEW AND OLD—Outgoing officers of the Pennsylvania Newspaper 
Publishers Assn. congratulate the incoming officers after their elec- 
tion. They are: David M. Turner, co-publisher of the Towanda Daily 
Review, outgoing president; Stewart Townsend, publisher of the 
Sharpsburg Herald, outgoing vp; A. E. Hickerson, publisher of the 


TAMPA - ST. PETERSBURG | 


.».- market on the move! 


The nation’s biggest retailers are expanding in the 
MARKET ON THE MOVE—TAMPA-ST. PETERSBURG 
— offering impressive selections of merchandise to satisfy 
the needs of a skyrocketing population. Smart merchan- 
dising methods coupled with the most modern store 
facilities helped spark the amazing business growth in 
TAMPA - ST. PETERSBURG—NOW IN TOP 30 MAR- 
KETS—30th in retail sales, 27th in automotive sales, 
29th in drug sales. 


Keeping pace with this growth is the station on the move 
—WTVT—first in total share of audience* with 30 of 


station on the move... work 


WIVT 


TAMPA - ST. PETERSBURG 


Channel 13 


Upper Darby News and Main 

Line Times, new vp, and Richard 

E. Rentz, publisher of the New 
Castle News, new president. 


Sell Newspapers as 
National Ad Medium, 
Lord Advises PNPA 


PHILADELPHIA, Oct. 14—Newspa- 
per publishers in Pennsylvania 
were urged last Saturday to get to- 
gether to sell newspapers as a na- 
tional medium and not just to sell 
their own newspapers for advertis- 
ing purposes. 

Charles B. Lord, president of the 
Newspaper Advertising Executives 
Assn. and advertising director of 
the Indianapolis Star and News, 
told the 34th annual convention of 
the Pennsylvania Newspaper Pub- 
| lishers Assn. to get behind the pro- 
gram of “Total Selling” which has 
| been formulated by the Bureau of 
| Advertising. 

“We must give the advertiser 
‘and his agency a better image of 
'the daily newspaper as a national 
| advertising medium,” he said, add- 
| ing that the program includes pro- 
viding total marketing strategy in 
helping the advertiser move his 
/ merchandise. 


|@ “We must get the silver out of 
| our hair, the gold out of our teeth 
|and the lead out of our pants and 
| become modern and fit to meet 
| and compete with the younger me- 
'dia that are selling with today’s 
techniques,” Mr. Lord told the con- 
vention. 

He said he is convinced that the 
historic selling practices of the 
daily newspaper are outmoded and 
outdated and destructive to the 
future economic health of the in- 
dustry. 

“We must abandon them for bet- 
ter sales tools,” he declared. The 
speaker pointed out that changes 
in marketing and advertising pro- 
cedures and techniques have had 
to follow closely the changing 
economy. This includes suburban 
growth, increases in the number of 
working women and more leisure 


® Richard E. Rentz, publisher of 
the New Castle News, was elected 
president of the association. A. E. 
Hickerson, publisher of the Upper 
Darby News and Main Line 
Times, was named vp, and Richard 
A. Swank, publisher of the Dun- 
cannon Record, was reelected sec- 
retary-treasurer. + 


Bates Names Maynard. Strong 
William H. Maynard Jr., former- 


the top 50 programs*. with highest-rated CBS The WKY Television System, Inc. ly a copy chief at Grant Advertis- 
and local shows, blankets an ing, has joined Ted Bates & Co., 
; d penetrates the MARKET WKY-TV WKY-RADIO | WSFA-TYV Sew Wok an & ceevouen: Laak- 
ON THE MOVE—TAMPA - ST. PETERSBURG. Oklahoma City Oklahoma City Montgomery ard V. Strong III, previously with 
Grey Advertising Agency, also has 
“Latest ARB Represented by the Katz Agency joined the Bates copy department. 
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What makes a newspaper great? 


Earl Seubert of the 
Minneapolis Star and 
Tribune is the only 
two-time winner of 
the “Newspaper 
Photographer of the 
Year” award*—top 
prize of press photog- 

EARL SEUBERT raphy. Seubert first 
earned the distinction in 1954. This 
year the contest judges named him 
for an unprecedented second time, 
basing their decision on his portfolio 
of superlative pictures that included 
“Winter Drink”’ (above). 


30-year-old Earl Seubert has spent 
his entire working career with the 
Minneapolis Star and Tribune. Dur- 
ing the past 10 years he has received 
more than 80 photographic awards. 
He has won or placed in virtually every 
major photo contest in the country. 

Pace-setting photo journalism (in- 
cluding some 1,200 news pictures pub- 
lished in full color in the past 12 
months) is one more reason why the 
Minneapolis Star and Tribune con- 
tinue to earn the privilege of serving 
the largest audience of newspaper 


readers in the 314-state market area 
that is America’s Upper Midwest. 


*Jointly sponsored by the National Press Photographers Associa- 
tion, the University of Missouri School of Journalism and the 
Encyclopaedia Britannica. 


Minneapolis 
Star znd Tribune 


EVENING MORNING & SUNDAY 


630,000 SUNDAY - 495,000 DAILY 
JOHN COWLES, President 
Copr., 1958, The Minneapolis Star and Tribune Co. 
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So far, in 1958, PARADE advertising revenue is $3,500,000 
ahead of the same period 1957. This is by far the largest 
gain of any magazine, Sunday, weekday or monthly. 

Next Sunday PARADE will be read in 9 million homes 
. .. an all-time high. It will be distributed by 62 fine 
newspapers covering 3000 markets, including 23 of the 
country’s top fifty. It will be read uptown and downtown, 
in homes on both sides of the street. 

Families in PARADE markets buy more than one-third 
of all the food and drugs and automobiles and household 
necessities sold in America. And PARADE advertisers 
cover these markets with a lower cost per thousand 
readers than they can get in any weekday magazine. 


Parade 


ot ste alr (with a clear track ahead) 


Our special pride is the wide acceptance of a concept 
considered novel and unproved only twelve years ago 
... a Sunday magazine conceived as a colorful part of 
the Sunday newspaper . . . presenting, not fiction, but 
facts . . . pictures and stories of real people, real places 
... and distributed by leading newspapers in cities both 
large and medium-size. 

Since then, PARADE circulation has doubled and 
doubled again. Advertising revenue has increased five 
thousand percent, advancing PARADE to ninth place 
among all magazines in 


advertising dollars. f , f hive cs 
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Woolf Yawns Over Copy Claims 


Pre-Fabricated Stores on Way: Weiss 


Netf Cites a Super Testimonial 


Less Worry, More Work: Groesbeck 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


: THE NATIONAL NEWSPAPER OF MARKETING 


It All Depends on Whose Ox Is Gored... 


Supermart Adman Looks at Co-op Ad Allowances 


and Sees Trojan Horses and Other Horrendous Things 


In May, Sipes Food Markets, Tulsa, Okla., published a full-page newspaper ad spoofing co-op ad allowances which Ad- 
vertising Age attacked in an editorial. We called the ad smart-alecky and pointed out that nobody forces co-op ad money on 
retailers; and that, therefore, if the conditions under which co-op funds are offered are bad. the retailer can simply turn them 
down, rather than publishing snide ads about them. In the October issue of Super Market Merchandising, John O. Whitney, 
advertising agency man who prepared the ad, “answered” the AA editorial and presented so interesting and unusual a 
view of the food retailer's feelings about co-op funds that we are reprinting his article here in full. 


By John O. Whitney, 


President, Whitney Advertising Agency, 
Tulsa, Okla. 


“There ain’t no such thing as a free 
lunch.” Polite people say it differently, 
but it all means about the same thing. 
I’m referring to current co-op advertis- 
ing practices and I hope to demonstrate 
in this article that, as far as co-op al- 
lowances are concerned, all that glitters 
is not gold . . . not for the supermar- 
ket operator ... nor for the manufac- 
turer or processor. 

Let’s look at it from the supermar- 
ket side first. Inasmuch as these allow- 
ances are called “advertising” allowances, 
let’s look at co-op practices from the view- 
point of the advertising manager of a 
supermarket chain. 


® All of us have attended enough con- 
ventions to know that the leaders in the 
industry and leading advertising people 
spend hours and hours writing speeches 
and articles talking about the deplorable 
state of supermarket advertising. I should 
know. I’ve written 10 or 15 articles on the 
subject and have made as many speeches. 

“Make your ads appeal to the con- 
sumer,” we say. “Clean them up so they’re 
readable,” “Price doesn’t sell all the mer- 
chandise,”’ “Get rid of the big black type,” 
“Make your ads reflect the personality 
of your stores.” You've heard these clarion 
calls from advertising men, social psy- 
chologists and experts in motivation re- 
search. And some of you have come away 
from the conventions convinced that there 
was some merit in these pleas. 

But, when you got back to the draw- 
ing board and looked at the schedule of 
co-op items you had to get in next week’s 
ad, you probably wondered how in the 
name of Don Parsons, Marie Kiefer and 
Dr. Dichter you were going to be able 
to incorporate any of these suggestions in 
your advertising approach. 

The sad fact of the matter is that you 
can’t. 


= Any neophyte layout man or copy- 
writer knows that when there are 172 
inches on a page and when you have 
to fill over 100 of these inches with mats 
supplied by the manufacturer or with 
carefully measured units of space in which 
you are required to put such sparkling, 
brilliant copy as “Tide, Lrg. Pkg. 34¢”.. . 
with all these requirements, it is abso- 
lutely impossible to fulfill the require- 
ments of a “good ad.” It seems that we 


don’t need advertising men in the busi- 
ness, we need engineers. 

A recent editorial in ADVERTISING AGE 
called me to task for looking the “gift 
horse” in the mouth when I ran an ad 
which “spoofed”’ co-op requirements. To- 
day, I want not only to look the gift horse 
in the mouth, but I want to look down 
his throat. I want to turn him inside out 
if I can, because I believe this gift horse 
is similar to the Trojan horse and if we 
don’t do something about it pretty soon, 
we'll lose our identity as retailers. If we 
all have to put the same things in our 
ads, we end up advertising not for our- 
selves, but for the manufacturers and 
processors. 


A New Kind of Look 
at Ad Allowances 

Let’s look at this “allowance” (the very 
word should be a tip-off) manufacturers 
are “giving” us. From what source are 
they “giving” this allowance? The last 
time I heard, Procter & Gamble, Lever 
Brothers and the others were still paying 
dividends. Surely they aren’t giving us 
this allowance out of the profits which 
they must have for future growth and to 
pay their stockholders. Where, then, is 
this “gift” coming from? Wouldn’t it be 
reasonable to assume that the cost of this 
co-op allowance is reflected in the cost 
of the merchandise? If this is true, are 
we not paying ourselves the co-op al- 
lowance and passing on the cost to the 
consumer? 


® Let’s carry this analogy a little fur- 
ther. The small store that doesn’t ad- 
vertise is probably helping pay case al- 
lowances to those of us who do advertise. 
It may even be true that the smaller 
chains who do advertise and who pay 
approximately the same column inch rate 
as the larger chains are actually paying 
part of the cost of the larger chain’s case 
allowances! 

In Tulsa, Sipes Food Markets with four 
stores pays about the same column inch 
rate as one of the chains with 17 stores. 
In many instances, Sipes is required to 
spend the same amount of money on 
newspaper space as is the 17-chain com- 
petitor, yet the competitor because of his 
greater volume receives much more dol- 
lar income from his case allowances than 
does Sipes. 


= If we were to consider that the read- 
ership of Sipes ads were about the same 


as the readership of the competitor’s ads, 
then it would seem that the manufactur- 
er is getting a better deal from Sipes. 
Or, to phrase it more bluntly, Sipes may 
be getting a raw deal. And if Sipes chooses 
not to participate in the co-op allowances, 
then Sipes’ competitor owns his merchan- 
dise at a lower price than Sipes. 
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This should put the “gift horse” in a 
different light, especially for the small- 
er chains. This should answer the Ap- 
VERTISING AGE editorial which blandly 
stated, “Nobody forces co-op funds on 
retailers.” Every penny is important in 
a supermarket operation and most supers 
feel that they are forced to take these 
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STARTING POINT—This is the full-page Sipes supermarket ad, run in 

May of this year, that drew a critical editorial from AA for its han- 

dling of co-op advertising, and resulted in the “answer” published 
in Super Market Merchandising, 
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allowances just to be competitive. I ques- 
tion that the manufacturers are the big, 
benign, helpful, fatherly people that the 
ADVERTISING AGE editorial] makes them out 
to be as far as co-op allowances are con- 
cerned. 


‘A Monumental 
Waste of Money’ 

Now, let’s leave the “philosophical” 
aspects of this problem and approach the 
empirical viewpoint. It has been my ex- 
perience that co-op advertising is usually 
a monumental waste of money. At my 
request, one of the Sipes stores has tested 
this theory with the following results. 

On one occasion, we used one of our 
bakery items . . . pound cake at 39¢. We 
displayed the cake prominently and ran 
a listing of the cake in our ad. This list- 
ing was similar to the type of listing that 
many manufacturers ask us to use... 
small space, with the item and the price 
only. During the three-day period of our 
first test with both display and newspa- 
per ad listing we sold 309 pound cakes. 


® One month later, when we felt that 
the conditions were almost the same as 
in our first test, we displayed the cakes 
in exactly the same manner and at the 
same price. This time, we did not list 
the cakes in our ad. We sold 295 cakes 
during this three-day test period. In other 
words, only 14 more cakes were sold dur- 
ing the week that we ran the listing in 
the ad. 

This indicated to us that merely run- 
ning a listing of the items in our ad is 
not a paying proposition. 

On other occasions we have run simi- 
lar tests with the same results. In no case 
have we been able to demonstrate that 
a listing of an item in our ad with a 
good price sells any merchandise. Yet 
most manufacturers and food processors 
insist that this is what they want from 
their co-op advertising expenditures. 


= We all know that a good center aisle 
display of an item in a supermarket will 
sell more of that item than a listing of 
the item in the ad with the regular shelf 
display. If they want to be so free with 
their “co-op” money, why then don’t more 
manufacturers and processors “buy” dis- 
play space and let the supermarket run 
the types of ads that will draw the cus- 
tomers into the store to see and purchase 
from this display. 

The plain fact is that most manufac- 
turers and food processors don’t get their 
money’s worth from the “advertising” 
standpoint of their co-op allowances. 

Some manufacturers, who don’t im- 


pose the silly restrictions found in the 
small print of the co-op contract, do get 
their money’s worth. Sipes Food Markets 
have run some excellent ads for Birds Eye, 
Kuner, El Chico and others. We have 
given these manufacturers the major part 
of our ad and have tried to do a work- 
manlike, professional job of selling their 
product and, at the same time, of selling 
the Sipes stores. But, in no case, have we 
felt that we were doing a good job for 
the soap companies and others who im- 
pose sO many restrictions that it makes 
it almost impossible to do an “advertis- 
ing” job for their products. 

I am certain that my remarks will not 
be interpreted this way, but I feel that 
in many respects, I am on the manufac- 
turer’s side as much as I am the super- 
market operator’s side with regard to this 
co-op question. 

I feel that the current situation is, 
in a way, iike Topsy. It just grew and 
grew and grew, until now, it is a jumbled 
mess. 

I am not naive enough to think that 
this situation will change substanially be- 
cause I am aware of the “human nature” 
problems involved. When the operator 
receives the quarterly check from one 
of the manufacturers, he looks upon it as 
a gift. This check plays up to the gambler 
instinct in all of us. Because of the very 
nature of the beast, most operators don’t 
know exactly how much they will re- 
ceive in various allowances. It’s so nice 
to be surprised. 


# What we don’t always realize is that 
in playing this delightful little game with 
ourselves, we may be neglecting our re- 
sponsibilities as business men. We should 
realize that when the representative of 
a company hands us a check, he probably 
has another check in his pocket for our 
competitor, so in the final analysis, with 
a few exceptions, we are not dealing with 
co-op allowances but with a form of 
pricing of our merchandise. 

Certainly, co-op allowances started out 
as a good thing. They were probably help- 
ful to the retailer and the manufacturer 
both, in their original form. But, like so 
many other things, they have grown out 
of shape and they are abused. 


s The problem is now serious enough 
that the industry should take a search- 
ing look at the situation, and should make 
every effort to remove the price cutting 
stigma from it and to make the co-op 
advertising that is done more effective. It 
is a responsibility of retailers, manufac- 
turers and their advertising agencies. The 
time for constructive action is now. + 


On the Merchandising Front... 


Is the Pre-Fabricated Retail Store on the Way? 


By E. B. Weiss 


It was announced recently that a fac- 
tory-built and equipped gasoline service 
station, assembled at the site, is being 
constructed for one of the fairly large oil 
companies, the American Oil Co. Interest- 
ingly, this pre-fabri- 
cated service station is 
being built for Amoco 
Gas by Paramount 
Diners Inc., maker of 
roadside diners. 

This is a fully port- 
able gas station, yet it 
measures 49x28 feet 
plus the canopies. It is 
complete with storage, 
sales and rest rooms. It 
is also equipped with the necessary cab- 
inets, work benches, heating equipment, 
lighting fixtures, wiring and plumbing. 

Also interesting is the fact that fabrica- 
tion at the factory requires about six 
weeks and can proceed simultaneously 


E. B. Weiss 


with the preparation of the site. The pre- 
fabricated service station can be fully 
erected in a few days. 


s I think this fascinating development 
in the gasoline service station field raises 
an even more fascinating question in an 
even broader field: namely, is the day 
of the pre-fabricated retail store on the 
way? 

I think it is, and I propose to tell you 
why I make this apparently fantastic 
prediction: 

1. After many years of false starts and 
stops, the pre-fabricated home is at last 
making substantial progress. The last 
several years have certainly seen an 
enormous expansion of the pre-fabricated 
home, including pre-fabricated homes in 
the higher price ranges running up to 
$50,000 and more. Clearly, it is not a 
long jump from a pre-fabricated home 
to a pre-fabricated retail store. 


2. We have had a remarkable develop- 


Advertising Age, October 20, 158 


The Creative Man’‘s Corner... 


Twice What? 


You've never escaped from the kitchen 


so +. t#ith such soft, smooth, caressable hands? 
Ven albany gt treed Fer ove Gin 
he maton 


ert ae emer arte 
oy et You get 


‘Vea aigre! nerd awaning prose! by fee maser, of BAS-O 
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This kind of advertising reminds us of nothing so much as a magnificently 
wrapped Christmas package with nothing inside it. It looks exciting. It cer- 
tainly invites inspection. But once you get into it, what do you have? 


Whatever Glim’s got that gives it twice the grease-cutting power and twice 
the mildness, too, we have been unable to determine after several readings of 
every bit of verbiage in this ad, from top to bottom. We also have been unable 
to satisfy ourselves just what it is Glim has twice the grease-cutting power 
and twice the mildness of. Vel? Liquid Ivory? “Ordinary” liquid detergents? 


Since nothing whatever is presented or established to compare Glim with, 
we can’t understand exactly how we can “try new Glim and see.” If we don’t 
agree, the copy says, we can send the unused portion in the original con- 
tainer to B. T. Babbitt Inc., in New York, and get our money back plus postage. 


All kidding aside, Glim, what are you twice as grease-cutting and twice as 
mild as? And where’s the proof? Or is this, as we suspect, pure bluffery—pre- 
sented as challengingly as possible to take the public in? We apologize if we’re 
wrong, but we’re afraid this is the sly, cynical kind of obfuscating advertising 
that undermines the willingness of the public to believe in any advertising. = 


ment in recent years of certain types of 
retailing that include a_ standardized 
structure. For example, the makers of 
frozen custards, such as the nationally 
known Carvel, have a standarized type 
of retail store. So does the well known 
Howard Johnson in the restaurant field. 
From a standardized type of retail store 
to a pre-fabricated store is by no means 
an impossibly long jump. 

As a matter of fact, I suspect that at 
least several of the rapidly spreading 
frozen custard syndicates are either 
building or equipping their outlets, in 
whole or in part, with partly pre-fabri- 
cated structures and partly pre-fabricat- 
ed equipment. 

3. The franchise type of outlet, operat- 
ed on a syndicate basis, is one of the 
great retail developments of the current 
era. For example, in the food field, a 
number of syndicates of this type have 
been organized as recently as over the 
last year or two. These syndicates have 
programs calling for opening, by a single 
syndicate, of as many as several thou- 
sand retail food stores. These are to be 
very tiny food stores—operating in a 
fairly uniform type of structure and with 
a completely uniform merchandising and 


promotional program. It would seem 
more than likely that the factory pre- 
fabricated gasoline station idea could be 
brilliantly and economically adapted for 
this type of retail operation. 


4. There is reason to believe—and I 
have made this point several times of 
late, in my column—that the era of 
giant one-stop outlets is destined to top 
out and that while it is in the process of 
reaching its peak, an era involving a re- 
turn to the small, highly specialized re- 
tail outlet, perhaps located out on the 
highways, will be building up momen- 
tum. I have already mentioned that the 
small retail store is beginning to assume 
importance in the food field, and I firmly 
believe it is destined to assume impor- 
tance in other retail fields. Obviously, the 
small store lends itself particularly well 
to factory pre-fabrication in whole or in 
substantial part. 


= 5. The square foot costs of new con- 
struction impose 2 fearful burden on 
present-day retailing. There is absolute- 
ly no reason to expect these costs to go 
down. On the contrary, the trend will 
without question be up. When costs get 
out of hand, those who have to pay the 
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Amefican 


has the... 


evening newspapers 
United 


Home-delivery is an important 
measure of a newspaper's vitality, 
acceptance and need. When you 
measure newspapers in Chicago, 
look behind total circulation. 


in Chicago and suburbs, 50.2% of 

all Chicago Americans are carrier- 
delivered (by far the largest home- 
delivery in the Chicago evening field). 
This is home penetration you can 
count on, because you can count if. 


Readership and response depend 

on feelings, not figures. There can 

be no more positive proof of a 
newspaper's place in the hearts 

and minds of its readers than their 
having it delivered daily, sight unseen. 


Source: Six Month Publishers’ Statements, 

March 31, 1958, from newspapers which if 
have corrier-delivery circulation audited 

by the A.B.C. 
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bill automatically turn to new measures 
for solving their cost problems. I am 
certain that this will encourage explora- 
tion of the pre-fabricated retail struc- 
ture as well as of certain elements in 
its interior equipment. 

6. There has been a broad trend to- 
ward uniformity architecturally in all 
retail stores—especially the outlets of our 
giant retailers. Architectural uniformity 
is a splendid foundation for pre-fabricat- 
ed construction. 


7. Pre-fabrication in the home build- 
ing field started with small homes, and 
under severe handicaps of innumerable 
types, including the problems inherent 
in restrictive local building codes. These 
have not been eliminated, but clearly 
the progress currently being made by 
the pre-fabricated home leaves no doubt 
that the problems are being greatly less- 
ened. Similarly, pre-fabrication of retail 
stores will start with smaller type of 
store and, of course, a 49x28 foot service 
station is a small type of retail structure. 
However, I am certain that in the retail 
store the trend will be to apply pre-fabri- 
cation to larger and larger retail struc- 
tures, and to more and more of the total 
retail store. 


s 8. There is something of a small trend 
toward the involvement by manufactur- 
ers in the actual operation of retail 
stores. I think this trend will continue. 
I noticed that quite recently a large 
maker of men’s shirts bought control of 
a fairly large men’s specialty chain. 
About the same time, it was announced 
that one of the giant tire companies had 
bought control of several retail tire out- 
lets. (The Firestone Stores are, of course, 
a long-standing example of a manufac- 
turer who owns retail stores.) 

Inasmuch as manufacturers are taking 
over more and more of the retail func- 
tion and absorbing more and more of the 
retailers’ total costs, it is logical to con- 
clude that still more manufacturers will 


get into actual retail store ownership. 
Other factors will also encourage this 
trend, such as the trend toward long 
lines by manufacturers, because these 
long lines will be long enough to justify 
a retail store by the long line manufac- 
turer. When manufacturers go into re- 
tailing on a large scale, there is every 
reason to believe that in time they will 
turn to the pre-fabricated retail outlet, 
because manufacturers think in these 
terms. Incidentally, the pre-fabricated 
factory is right now in evidence on the 
industrial front. 


= I imagine I could marshal other devel- 
opments that provide logical grounds for 
anticipating a fairly early development of 
the pre-fabricated retail outlet in a vari- 
ety of fields. For example, I could point 
to the simply fantastic rate of obsoles- 
cence of the new retail outlets. A case in 
point involves a food super where it is 
estimated that approximately 45% of to- 
tal food super sales have been racked up 
in food supers opened in the last two 
years. Think what this means in obsoles- 
cence of their older store units. 

Pre-fabrication of the retail store, with 
its lower square foot construction costs, 
ean help to balance out the really fearful 
drain on retail net profits stemming from 
the staggering current rate of obsoles- 
cence of retail stores. (I might add that 
there is not a retail balance sheet in this 
nation today that properly reflects the 
enormous rate of obsolescence in the 
modern retail structure brought about by 
intense competition, the increasing mo- 
bility of our shopulation, etc.) In any 
event, I do hope I have presented for 
your intellectual stimulation, if not for 
your practical consideration, a fascinat- 
ing new potential on the retail scene. 
Let’s watch together the future of the pre- 
fabricated retail store; I suspect it will 
be a most interesting development to 
keep under the merchandising micro- 
scope. + 


The Peeled Eye Department... 


Royal Jelly-and What a Testimonial! 


By Dick Neff 


Dick Neff (Harvard ’34), who writes 
and supervises copy at a leading adver- 
tising agency in New 
York, is cited in Perry 
Schofield’s book, “100 
Top Copywriters and 
Their Favorite Ads,” 
and in Martin Mayer’s 
“Madison Avenue, 
U.S.A.” He is a mem- 
ber of the Copy Re- 
search Council and 
American Marketing 
Assn. and lectures for 
the Copy Clinic at the New York Adver- 
tising Club. 
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Dick Neff 


Why not? She's a taxpayer! 

An advertising agency secretary on the 
shady side of 30 tells us of seeing an 
enlistment poster reading: “The US. 
Marines build men!” and asks, “Why 
don’t they build me one?” 


Names-Can-Never-Hurt-Me Dept. 

Hy Schneider of the Sales Promotion 
Executives Assn. tells us there’s an es- 
tablishment on Second Ave. in New York 
called ‘“‘Who’s on second?” 


Thinking man’s boo-boo 

Will somebody please tell us how The 
Man Who Thinks for Himself knows that 
only Viceroy has a smoking man’s taste, 
as opposed to a non-smoking man’s taste, 
and a thinking man’s filter, as opposed 
te a non-thinking man’s filter? 
Did he find this out by reading the 


Viceroy ads? And if so, why did he both- 
er tu spend all that time Thimking? 


Can you use a singing dog? 

A chap we know with one of the big 
agencies tells us Se has a singing dog he’s 
willing to unload. 

What’s more, this pooch has taste. In 
a theme song hunt for an important cli- 
ent recently, the dog just sulked during 
one number, then perked up and sang 
lustily during the next. And that’s the 
very one the experts picked. 

Whoever the lucky fellow is who gets 


him, he might try renting him out to a 
song publisher, says our friend. 


Will Royal Jelly make YOU the King 
or Queen Bee? 

“Nothing we can say ... is as impres- 
sive as the testimonial of the thousands 
of women who keep coming back for them 
again—and again—and again!” says an 
advertisement for a Royal Jelly product 
in a recent New Yorker, a real refined- 
type magazine. 

The testimonial of these thousands of 
women is left to the imagination. 

Well, let’s see now. According to an- 
other Royal Jelly product which adver- 
tises in down-to-earth media like the 
New York Sunday News... 

“Doctors Report ‘Miracle’ Royal Jelly 
May Change Your Whole Life! 

“Royal Jelly will perform the function 
of increasing MEN and WOMEN’S WAN- 
ING POWERS. 

“Reports from Europe tell of an 80-year- 
old Gentleman whose physical condition 


Salesense in Advertising ... 


Advertising Age, October 20, 1958 


would make a 50-year-old envious. 

“' . . many minor disabilities which 
bother millions of people such as tired- 
ness, irritability, headaches, insomnia, 
physical and spiritual convulsions [this 
is MINOR?] were easy to cure with the 
Cellular Therapeutics of the Secretion of 
the bees which we call Royal Jelly. 

“Royal Jelly gives new energy .. . great- 
er vigor, more physical strength and 
spiritual strength . . . alleviates suffering 
of men and women in their critical years 
in a sensational manner .. . acts on weak- 
ened, tired eyes . . . feelings of tiredness 
disappear immediately . Glandular 
studies may lead to new hope . . . produces 
a pleasing state of relaxed well-being and 
eases tension. 

“ . . it’s so potent that one capsule, 
taken in the morning, carries you through 
the entire day.” 

Hmmm. If that’s not as impressive as 
the testimonial of those thousands of wom- 
en, we sure would like to see their testi- 
monial. + 


Ho, hum! 


By James D. Woolf 
Creative Consultant 

“In all the world only SweetHeart’s Ele- 
gant Oval can make a bath so rewarding, 
so refreshing.” 

Du Barry Color Glo: “Now! Even hum- 
drum hair can seethe with excitement!” 

Tareyton: “For the 
smoothest, most satis- 
fying smoking you’ve 
ever known.” 

Kool: “America’s 
most refreshing ciga- 
ret.” 

“Salem freshens 
your taste .. . through 
its pure white filter 
flows the freshest taste 
in a cigaret.” 

Old Gold: “The best taste yet in a filter 


James D. Woolf 


cigaret.” 

“Hit Parade ... filters best of all leading 
filter cigarets.” 

King Sano: “Reduces nicotine 50% .. 
cuts tars 26% below any other cigaret... 
and that’s the truth.” 

Gleem: “One morning brushing stops 
mouth odor all day.” 

“Fight tooth decay with Colgate’s while 
you stop bad breath all day!” 

“You can not brush bad breath away— 
reach for Listerine.”’ 

“For most every kind of pain Bayer 
Aspirin Brings Fastest Relief.” 

“Bufferin acts twice as fast as straight 
aspirin.” 

aK * * 

That’s just a sample: I have a hundred 
of ’em in my files. Am I shocked? No. Just 
bored. Ho, hum! + 


Mail Order and Direct Mail Advertising ... 


What Will You Use for Money? 


By Elon G. Borton 

At the recent St. Louis convention of 
the Direct Mail Advertising Assn. two 
items stood out in the reports (AA, Sept. 
15). They both center closely around one 
common point. 

One item was the 
“memo” circulated un- 
officially by Horace 
Nahm, president of 
Hooven Letters Inc. It 
predicted strongly that 
the Post Office Depart- 
ment would not rest 
content with the recent 
postal rate increases 
but would drive sharp- 
ly in the next Congress 
for more raises. Incidentally, AA’s Wash- 
ington editor, Stanley E. Cohen, backed up 
Mr. Nahm’s worry in AA, Sept. 22 with a 
similar prediction. 


Elon G. Borton 


® Mr. Nahm’s urge was the need for an 
organized campaign of education of the 
public about direct mail so that the Post 
Office Department and Congress would 
find this public better informed and less 
indifferent or even favorable to raises. 
Larry Chait, president of Lawrence G. 


Chait & Co., in a vigorous keynote speech, 
urged three proposals on the convention. 

One was for a campaign to bring about 
establishment of a U. S. Postal Academy 
to train career postal employes. Another 
was establishment of an audit bureau of 
mailing lists; and I understand the 
DMAA board is now grappling with a 
phase of this problem. 

His third proposal was akin to that 
by Nahm—that a Bureau of Advertising 
should be formed as a public relations 
and promotion arm of the direct mail 
field. Such a bureau would be apparently 
somewhat like the bureaus already serving 
the other major media such as the Radio 
Advertising Bureau, Outdoor Advertising 
Inc., etc. Mr. Chait suggested a mini- 
mum budget of $100,000 a year would be 
needed. . 


® The idea is not new. Over the years I 
have listened to at least 25 speeches on 
the need for such an effort and I have 
made several such talks myself. It’s a 
good idea, and direct mail will never re- 
ceive its proper standing and apprecia- 
tion until the proposal is realized in some 
form or other. But the sticking point, as 
Nahm and Chait well know, is the money 
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Yes, it is important to recognize 
Metropolitan Oakland's 
commanding size as a 

market. It is equally important 
to remember this fact: 


ONLY THE 


COVERS METROPOLITAN OAKLAND* 


sf.e. ° ™ 


There is little wonder that our marketing and media 
people always include Metropolitan Oakland (Alameda 
County) on primary newspaper schedules—particu- 
larly when one realizes that the Oakland home county 
alone is larger than the standard metro areas of Provi- 
dence, Miami, Seattle and 22 others in the 500,000 to 
1,000,000 population group. As a matter of fact, the 


val i 


— 


‘ arcing) 


Tribune 


Daily 210,537 + Sunday 240,809 
ABC Publisher’s Statement March 31, 1958 


National Representatives: Cresmer & Woodward, Inc. 


New York « Chicago * Detroit 
San Francisco + Los Angeles * Atlanta 


Sunday Comics: 


Metropolitan Sunday Newspapers, Inc. 


*65% of the more than 250,000 families in Metropolitan 
Oakland (Alameda County) are Tribune subscribers. 


One of a series of comments on Metropolitan Oakland as 


a market by advertising agency executives. 


county falls third in this population group. Even more 

striking is the fact that its population is larger than that 
of thirteen of the 49 states. 

JosePH H. Epstein 

Executive Vice President 


FITZGERALD ADVERTISING AGENCY, INC., 
NEW ORLEANS 


oa rl 7 i. oar + « a 2 ¥ aly cee — 
ee ms We: ‘ ee Pele cc: Nae PN ay a hee ae ee thy FB Mian irs em ; es ey =a aces 2 Mad 
teres bi aay x eM aeete 5 ms a aoe + re ees ha Mierke ee raat Feta ling rit Sah eee re Ree eee hie ; rome 
‘ ae Rit ni seen; eee me Fr ge pelea 2: Meee ge Se) , ex Scere eattese Sell "ae aoa ie = Sule ees 
ade re, Si ‘ seats GS ea te ae “ te By: ae By 4 ms ° =i ine ae Oats a ace! ae ee raha yo ae ; = mise 
ie as z Bae So Bit edie S 4 si Ten a ie ah ts Aas oh {i ‘ac acmrcion, oe PS ages en Tee ar 9 ee : a ee tie vlna i * 
‘ 
. : 
} 
; 
i 
q 
l ers - re , 
| ees a pits, ‘ eu x 
= - Ve — ert ae eal ao 
; > ee a . ; es, = : 
i, a: tai * 
. poets, ho _ al ae 
Sot Satie ake GR oe ; 
i oe paar “Bie wa clans ae & A il cee : ee aay : fi ip? oe : TEAS. iuaes eats 5 
ae, mugs eee ve sae ; ee e ee = re a ete oe = 
sg amy At & 2 : ai, a a aoe ae a, a jo a i 2a ker Oe aie. - Ue aia TO i, Par - 
ete eae Pa Bog ree a et: a ee ee ae a ee  — a as ag My eS 4 ar ate oy Da SS tA em Ee ea a : pees me 
a Pies ou anlar ea 2 ee OE oe ae ee 2 , It is : ; ee tga a = aa ee te eR ie Say se ie arg oR ce ai aes we 
he . Poet Sa se ars x rt oh gees Sur ag «ee eal 3 Y i ie ies ee eee De or tae Saoee  e oe gh aa a : “ 
ae a a ne oe eo yf A ei ~— oo) ee Se er Eee 1 ee Mi, Oe ae nae a De od eae ‘he pig comes pee 
ae 5 ye a om eo ge “a Veaan tn ‘ es rr. Fo Gee ee ae eae Ne ae a ee (Sa a al aa 
aR a aes 3 Bi io ae i of ay : vi! ‘ Me es Sea eMa EN Cain Te a a ae a ie Gir eae ie Oe Biseg (02 oth sed Sa SR oe 
: : - Or ie ly tH ae - Big: Bee” Z ite. - oe 4 y ig Ges , ie teehee Ba) aca eres, Maes Vy Se pe x Reis’ r hres sare 
tei = iA a 4 ee ae : ge a “ae oT ae ees GRY a ew, EE ar hs. ah ie ee Breet rere te ce 
. ‘ i Sail aa aan : pe ee hd 0 i oe ee RRR cake See aioe carr ke ghee med eam ¥ eg 
“ eee ; — Page gee Pit Oi le, ey 4 i AE Pe ee es ae: tee Be ira JG aes Depa (ay an 
| fe? est eae Ts) ge os) ene aera = 2 ce ; STE ah i an ee bela ze 
pee. ee ee se a ake se ae a ai: eae et ‘oe rh eS et gions: a oe \ baegte er P A reemne oe ae 
ue F ie LAS Se oe ae haa ac F i eae ea Ni ich SW : ae we " me A ae o 
Be P ee re ae a i, eo : Ske ee pe up et ett ( ae eee eee ie 
<a 1 a} eee ae - : i a ie eae : ere 5: ae (7 ae eae ‘ “igh = eben 5%, ea. Pe te ee ‘ See a ° 
ee: ‘ “igo Back. Loma ——— is ee ‘a ‘ £ ink / iho eS Reece & ha, a ie: Pye Fae nN ies Bt a ee ges ae * 
SAU ee Pa byt ee ey! Te 7 2 a ae % rs 2 aE = 3 eT re tale, ios: ©). d i ces dfs. : 
ga Sano ame i ea . ies | Me . Rage 8 i gee Le. ee co aaa aaa aa 3 s 
ee ee a Bt ‘et i : ae a i be i e. » ore Wen, tage & ee Ac, Tee er es ee WOM i AY 
Sr Sa eG Pek ge i ais, aa - ; : poe ae ‘ee es ae Re ee Tapia ee ee Om ER ae ae 
‘= ee oN. Be ce Ae ee Ho a an ” a 2 Sc rae: PO PR a mee ae 
; NR > oo Rae SA ee Pata Se 2 Va et. * 4 cise yee hy i ba re Re i cee e eer 4 a a 
er hr aa a A a Prete ae wi ; 4 en BS t era ite ; a ee Sper fe ees a vat 
| mange — tee Ae) 8 A og ae ‘s ; he: 7 . ; Wk ee ana ee = a 
‘ } : etna : i ent a ee PEG ae 4 . : ‘ Mon “gh tete : ca ae ey se e : 
; higagetehanaaateie . ae Cyt age ew clker t mis oa F 2 Sd ae aes : Bic . a ar Rhee ee oa BS 
J ee eae Seana Bees me TAT) Hon ey ae eet 3 se F y Peaietiny gs Pao pre nthe : : R eS ee : age eee a 
SSS pee i eee eee ee ee ee ae ’ Ve ier ; 4: . & ‘ beets Roe om : | eae CR a Pisin it es a a - e. 
aan ee oe he ne Se eS pS See, | ‘ *, i ah a se. eps ge fos Ma P 4 ioe : ay 
' 1 ae a Rede : nies gts ares oe ee ee ; ee AN lod eee rere ec epee ee 
Magee a OEE R . Brkt ae “randy aa eng ® ee es Rae ade) ae” a 2 ar ie 
ie cas ree cs cE) aS Oe Ree ee ee ee 2 ie —— Hk basa 3 ee Sera SETS ee ae ; a = nee 
= ae eee ee Ce eo. a ae , rs, Ee a ae io ne sy 
Ae Fe i oe ee ne el i ering on ted ? a S et: > Oe MR PO 5-3 ae te . he sy aaa d ae 
_ Se ace aie SGU oe é ae aes po Meret er fee aes he ; 26 
aol ND RAE ck Seen ore ‘ies fy Bei eae, ee 4; Fe a a a a Os ie eee, 1° i ee. ae cg rete 
a 7 Pures ens Tah Sahen a ORES EM ee ee ey ST a a RE Nea ; oe ae . Ta oP IEG ie 
és, me - ie I eagle > f Pipa SOT psa 2” ean Ces Cae MCE SOS ot ae — ‘era ae bilay =k oD a, kee. See ee ee a 
co _ shtierTat a MP py fo ake tae Bir 24 : a ae eg ae. oe en Re ee e fe ee Pe Se Pee ps 7 *E Pio. 
fase ig od Beinn ae ot ee TS os pea ae Serpe iu sa aie we een ape es Racer ke a ee ee SRN abi | Rt CMR Toc : ie a Ny es ea a - 
or =, Pa eae. mas See CARE en (ore oo psbesg eaten Be! DLS A ey Shona vies es ee a) ee ph Bo gr roe te Tad eee - 2 
ete Be ethene ae Bi see ee ee ee EE a oy A a eS a PG ee ue" i 
rinks nO aEete roo nm i aed ioe ie Ae SOE eer 4 ~ - ie am el Mas hace ; Ayes aye oe aa oy Re ae iat oe 
Beas be od ery ‘a 1 Cee ae E : ‘Seah ot gee ae She ey Gt eet ae ae Sa Oe i Re a) a ee ee et TEE es 3 
ote eae Ve: ae Sn ae een Se mies. ig Oe en er Me eS, Cie cae 
te a eta ae es “i kab bed iy J ou ‘ : fo, a tae he 5 ames ge ere ae Ue : am i ae RP Se eg ro ae ge ae i 
ies ae - eS ae ager Re ‘ ee ; oft Bike Ge See eee ee eee pa Ae a gt i i Ra ere a a wis i na 8 ae ria att oF 
ee are nee ae AF : t ; a Se Me RP erat Pe ee a a. eee a , os see a esi a ret he A), Aine ae eRe pn 
mee pai ee ON ee gee poe ae 4 . -. es tale Ml Mr Li par dl at ee aa SOME Se is ee See ae i? Poe ae mgt 
Cee ee ee a ee a ENTIRE ie ee Se rei ee Cay okt RN ee ee enor pe ia ol a eae ea Sa miu jie 
; ee sR «cane ages Era cain Ce sae? eee , : Apel uA ais e/a lag Le oe ee oe Ee ee ea he MR OLR CRG re oe ee ae 
i ae ae a vie a Wee a a * Bi saat Se Se aes eo ‘aipgebe ye SM Ma ee ane re Boh ie Bi ier. oa ee 
oes a le MN rc i War sl aie aS os " oes Pe ete ts ¥ ay alee aie Ben yp Pe tec als a Pe A gw fe pS ala eae eo yp ee ae ee ea ae 
2s eae 7) Gaited Race iF a : tT, ae ie: ee 4 m si Set ni Bre Ss ae foam ate ve Eee > een Lenn a ans As 
4 aS a ie ota ae ae Po eee ae Be Gea Powe aa re eae oe A al en, a 
Ria? ieee a Be ee den lee i i — ‘ ge SE 5 heal ' pe a See ‘aia ge pede B15 Me ee i 
qi aie a Ree Me eet ge eee me eae wes ee Fi. Pee ye aoe 2 ein i jn a ts aK y m _ 
ost ae Fae: ee ne a pe a ” :e F ¢ ra os J oe eiPiene ss sos o> ok Sc ere Pgs _ 
, Boe Buck me Mie eee eee eee = a . we at J Biss hie Pres Wega aa area sail ie ~ Si igeyiaeites eet) ,, 
Ty Per aed os Se ea pei idmaneys*: pi! Sail tee |e }. 2 a > bet i 9? a 2 7" es pha ee Sah AR has lysine ike ‘ os 
Ree ites. he ee ee ee : {a oe ; rane a Peet =e Oe gee ae 
i et a ta 2 ee en we oS oe) A é ee . ’ ee I vine pole a 2 7 ke p : - 
a ek ee ay; ee Mey > oe 2 ean q Aad 3 oe Ns Ye ae ’ es “e, me. ane Bei cy ‘ mo eo “REG 52. cree Se ne, i eae aR ! i za 
aie ie ah aes ea Pie ah eo: gee | Seay on ‘ . ae Bee : - oo : ot, acieieel ges ate | . 7 
hommegy Sai ae be — 7 an “Memon - eye ¥ : 2 - + Rh creamer = " * EH A 
ee ea or ded man a: yet ae oe ics sf ee By ae WS 7 cet rei ee pens eas - 
PN oe ae er pe a ct ae ree a, ae a pO Ces ne ae ieee ake 
Acie ee oe Sune io tyes Oe eae. e a er. < PS: Pa RES og gam PR ~<a r 
leks ele ae si 2! 7 Ape tater aos eae rT ae er. = - ae eee pe ae Bete si a = +e es, ees Oe aba ag re ee ae Bs 
ise Se Mee ehh ee ae. a ee ie ee soi ren oe aa Sipe 4 Saree telat.) Q 
4 Bae apts ae a Be ial ae eee ee pes ae Se gee Oe ees a Baas aieemn one 2 leo > ot ia 
‘ii. 58's Seis 0 OS Re es, ee ag Pee, “Seater et cee ee ss =e my ae aa ae a ae eee : ae peste ea er sya aes is he ‘: ae 
De ee eet tt Peete Re Se ae eae fee SOR ee ane Rach Nore ey a eli = + ag ye IR eo Ces cre ge tee a 3 ae ue a rem es lee — 
pay : ee ; ache Mpa plate eas haa an ee | BES eee ome Fe vies ey. fo San ee ee i er ee eta es yes ‘ Te RY 3 a 
a eae, : ; y re. hie ee ee er Saar” cane ete ome ge : 
: eae oe pe “4 en eee Ge oa era ae oH age py re oh ae ey ts ae gates haa ae Seyi sh oem ae Sia iets <P  N 
; ; eee RF ge ee oe See ee aT aT a oT iy om Eehaics oe ae ei ee pik ca Degen. Mae tee eters as ere : a ie 
ee SOOT Cee nnreN ele Ses ee ete. ta Be tie fe 2 Bae erent 3s <n earn Rigi. Ne is pais ae See or sc Bie 
Ae eg hs By ore rh 7 e 3 eaceas Wee ebge es 2 hs. sates eS he ce atte es Ree Sie oF . ants fee Sete eee gt ‘ f i ay 
Deen ate Sin istayaiey s ©, ie ale cSt 5 aed s vt eee Pee igure eer we Pee ee se eee ie: a tee ary eae ae 7 eR eer rag am be 
deat ee ake EP eT ge i ore oat aie a Ee dla Re ee a Ee Sara peg near as ipsa) Aue eR ae on, on oP Sune a HS o> 2 eile Sees % Mint 
Se ee Oe ee a a a Ge oe om . 
eg es. < ea jae Ee ie ee Por CO eee et eee ns aM 4 EU as rtd GEL sw ee i a ne wi, Ses 2 it. 2 Aa i etre Tighe = a 
ms ‘ae oi vie ae Sale ee Me Me ‘ges ip eT inter ofa ore ea Dee CR ce A epee oe Wa ly Veet | aie see AF 5. re CS ame ee fea ashe Bes Bc) 
oe ee ee ee an to lle erage ea? i ai EEO SS a a Rega 2 ELS ee i 7 
eon Ree e Web ye PU da tae LA ame i Or Geol Rima Rae es Seen AE 2 ree deuce § Soe: Ses: Brae a past uae = Dal aie ean MRE gs < 
oe ae eee ae ec Sree hs Lae ine ce ed beac eae , eee nie Sh ee ee Ne a ieee irr eee ae ER eee eee av a ea Bs 
Bese aes i ere ere ee eae yoke aa lenges RR eens ki ag ae eee) MER Sie aR 6 Sie ons. odie «atti NS) nye anes 
: Ricadce | Fionn lsh. Sea e  E anrMme <IRU RAS Se Eon ee ae ae Sa ea gett ia aera 2) Se aie MU ng ny 
Sy Se ~ i ee ene ner ae ME Cree See een aan mee ‘ ree Kad ia ea eases as 
a my “neg? is * ‘ :" A poet beet ee ey ea a iit eg Sa De ee 7 on 
. Se ‘os ! eo We, “ pA iets ag coe i ‘i a Peete ae 4. sue ale oe ae sag Noy 
ict tee ke ck ot ph eae is ; oe Pate MMe gS ice 
2 cs, ee ee a thie ” — EC ES easier ea ata ter tes : 
ree ‘ eta . a 4 Ree cee ee Se ee a a 
5 ¥ : = x sl bays = anaes 7 . ‘ RD ese, Sap VEY NAS See hee . 
4 Saad - oe ee - Cages t “an . “4 Te Or Gamera eae Bu 
5 Sees Say : : <vasbipiadieg HAE eta az ee ee —" ome Peay Tem Mune gy oe ae aie 
LN ee Tae eC re re ee re ah Se ele cake on Si 
fs 2 - ee 
<3 Pe ae, és 
‘ ae 4 Pee 
ee 
el: 
ie 
aa 
oe 
Peas 
ay 
foe 
oe 
a 
ede 
We 
rae 
ee cc 
9 Re egies 
<< . is 
»~ Paar 
‘ ARR mas 
“: } i 
Ww el oy i ate 
<! re ae 
‘ == \ + 4 ¢ 
Sa i 
4% i F q *» 
: e Ju esd Ms , ~ - po) We : a “ee 
: eis 2 bes. Ab - ia 
; , : & — ieee eer 
. a 2 2 tae es “a 
’ hey by e at td ‘ = 
: . | Se oes : Ee Wr ee at? = = 
4 —  ll(‘(‘ SséC sie. oe eines Jab sd “+ 
(, ae ee ee ae i 
r Ta ‘<a Ee as eer = oe i a 
a Hh ‘ aA ee i ee io ae ti. te gi 
4 ty es ae Poe a si 
Zz <n toe ui Aone ea ae Ca de ee 
a at _- - we > i¥: gt wee ae vi : oan 
aa a] ers : e is ss @ P 2 me < we i nS 
Si — 24 - ie : i a 7 « A , Tie 
co, . - F sd ais nie rag 
a... =. Ro, S24 8.2” te 
— : -_ . ; 4 Ps 
-- . %) iH iS 7 om 
ry Babi ' z if : 4 ae ‘ a 
Se 4 = = ad " : 
ee - 3 % 
a as 
= — 
7 5 . 
TE _ 
ae ye — i 
; * & - rr 
—— oo ae ff * ae 
E a = bg Oe 4S me ae ‘ pee 3 
a p= a ee | 
ee . aa a ae 
i 4 * P 
: > * , = | : i : 
> " oe lat 
eS, = e % . ree 
{ | is 
§ saacilailia . = 5 
| i 
t ict: 
Bie 
‘ ‘ - yn 
i 3 ‘ 2 yee 
Bee > AISA Cerca eh mares tong oy eee oe - wrist ao ee Arce a2 ern a) ete : ae oh = we BP a ee eer isd le etme SEE i a =. us F i : we < 7 OE OR ae ee se, 
rae S BSCS ST eee SS en EER EER Se NINE: Glen egy Sa BE, all aa ee ae ee ee Lee epee io RAN ae gh me b . ine 
ey : oo a s eh gf EN iereescte | eas 


ea 
f 


needed. 

Chait’s suggested minimum budget of 
$100,000 is too small. The Bureau of Ad- 
vertising of the ANPA is reported to have 
a budget of around $2,000,000 and the 
promotion budgets of several other me- 
dia bureaus hover around a million each. 
Yet these bureaus face only a part of 
the task any direct mai] bureau must do. 
Their primary effort is to sell a few mil- 
lion advertisers and agencies on their 
value as advertising media. The direct 
mail effort must do this, but must also 
educate 175,000,000 people on the place 
of direct mail in our economy. Half a 
million dollars is nearer the minimum 
budget needed. 

That looks quite easy—only a little 
over 3/100 of 1% of the total amount 
spent for direct mail by business. News- 
papers spend about double that percent- 
age of their advertising receipts and oth- 
er media somewhere near that. Surely 


Agencies Ask Us... 


the sellers and users of direct mail could 
invest their small percentage to safe- 
guard and improve their results. 


s But the trouble is that direct mail has 
comparatively few large sellers and too 
many small in size. And promotion mon- 
ey for a medium must come primarily 
from the sellers—those who have a 
vested interest in the medium; the 
users feel less concern for its welfare. 
Most advertisers use direct mail as one 
of several media and would invest little 
or nothing to boost direct mail. 

So any campaign fund must be given 
by the letter shops and printers, the en- 
velope and paper houses and direct mail 
consultants and agencies, and the print- 
ing machinery manufacturers with some 
assist, perhaps, from the mail order 
houses and those advertisers who use 
only direct mail. It will take Herculean 
effort to raise the necessary amounts. + 


We Need Less Worry and More Work 


“Ken” Groesbeck was graduated from 
the College of the City of New York (Phi 
Beta Kappa), got his master’s degree at 
Columbia, ran his own agency, Groes- 
beck-Hearn Inc., within 10 years after 
graduation. He spent seven years as vp 
of McCann-Erickson, 14 years as vp of 
Ruthrauff & Ryan. More recently he has 
been an advertising agency consultant, 
which resulted in the department of Ad- 
vertising Agency Magazine, called “Agen- 
cies Ask Us,” continued here following 
the recent purchase of that publication. 


By Kenneth Groesbeck 
Advertising Agency Consultant 


“Advertising is falling into disrepute,” 
remarks a midwest agency head sadly. 
“Look at that Institute of Student Opin- 
ion poll, sponsored by Scholastic Maga- 
zines, for example. Over 11,000 boys and 
girls from 11 to 19, 
asked their choice of 
careers, put ‘advertis- 
ing-public relations’ in 
18th place out of 20 
total. Look at the best- 
selling novels taking a 
swipe at our profes- 
sion. What can we 
agency people do, what 
can everybody in ad- 
vertising do, to reverse 
this trend, this unfair and false opinion?” 

Well, friend, you’re seeing the hole in 
the doughnut. You’re off on the wrong 
foot—considering advertising as a pro- 
fession, in the first place. Professions are 
occupations requiring long years of pre- 
paration before one can practice them. 
They are rigorously regulated, from with- 
out and within, since so many of them 
vitally affect public welfare. While ad- 
vertising may, in some cases, be so well 
executed as to approach professional stat- 
ure, it is fundamentally a business. 


Kenneth Groesbeck 


s Apart from sensational attacks which 
are inherent in the size and glamor of 
our occupation, people really look upon 
advertising as necessary and informative; 
they often find it extremely interesting. 
Do they believe it? Yes, when it is true; 
no, when it isn’t. Realistically and good- 
naturedly they know this is a salesman 
talking: they make the obvious allow- 
ances for enthusiasm and the fact of 
interested pleading. 

Sheer pressure of advertising, so far 
outstripping population growth percent- 
age-wise, has caused human minds to 
cultivate a protective shell—‘shutter 
minds,” as Richard D. Crisp calls them— 
which close automatically against most 
stimuli unless they are quickly perceived 
to be important to the individual’s wel- 
fare. When meretricious claims or ap- 
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proaches are perceived—as they are, 
quickly—a mental shrug of the shoulders 
results. But no great resentment or an- 
tagonism, I think. Rather, “Well, they 
don’t get away with that.” 


s It’s no more serious a situation than 
results when any false or unworthy ap- 
proach to another mind is attempted, 
in all personal contacts, spoken or written. 

This is not to say that false or exag- 
gerated advertising does not hurt us. Of 
course it does. Each such piece of decep- 
tion, major or minor, increases the norm- 
al incredulity our defensive minds possess 
against all selling endeavors. Conversely, 
the more true and informative advertising 
appears, the more this defense is broken 
down. 

What can we advertising people do 
about it? Certainly we shall never get 
to first base with campaigns, no matter 
how extensive, protesting that advertis- 
ing is valuable and good for you. Rather 
such endeavors indicate our realization 
of public mistrust. Why labor it? Why 


drive it home, by arguing against it? 
“Methinks the lady doth protest too 
much.” 


® Two positive things we can, and 
should, do. Both agencies and media, for 
the good of our business, should exercise 
much greater care and refuse to take ad- 
vertising of unworthy products, or which 
are promoted with false or dubious 
claims. It is not enough to assume virtue. 
It should be established, because both 
media and agencies imply endorsement 
when they take such advertising. There 
is a definite responsibility here, a public 
trust which is either to be honored or 
abused. 

Second, both parties need to realize 
the dollars and cents handicaps erected 
against all advertising by any of it which 
is untrue. The more we prove to people 
that we cannot be trusted, the more it 
costs us to create belief. Heaven knows 
there is enough normal resistance, with- 
out so stupidly increasing it! 


= The most hopeful element in the whole 
problem is the demonstrable fact that 
true, sincere, and informative advertising 
pays off, while false advertising falls 
flat on its face. The more agencies and 
all advertising people realize this fact of 
life, the better advertising will get. 
Humans being what they are, there is 
a degree of falsification and interested 
pleading in all communications. Making 
allowances for the conceded characteris- 
tics of all selling, advertising, I think, 
behaves pretty well. Granted we should 
behave better, if only because it pays. 
Food advertising people have learned 
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this lesson. Their messages are in the 
main true and informative. Industrial 
advertising, addressed to informed minds, 
is usually constructive and of value. 
Drug advertising has to behave, with the 
FTC on the job. Cigarets, liquor, and 
cosmetics are still too often refusing to 
see the handwriting on the wall. Depart- 
ment store and all other immediate re- 
sult advertising is self-correcting. 

One thing we do need in our business, 
which will arm us against attacks, is 
more pride in it. If you think industrial 
progress is important, and the high 
standard of living it brings, you cannot 
but be conscious that advertising is its 
very voice. Advertising is the master 
communicator in the wider dissemina- 
tion of goods and services. We are the 
people who bring the makers and the 
users together, for the least money, with 
the greatest speed and efficacy. 


Employe Communications... 


Kennedy-Ives Bill 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


The late Kennedy-Ives bill, passed by 
the Senate but clobbered in the House, 
threw a genuine fright into everyone in 
communications and public relations. If 
passed, it would have so hamstrung 
communications personne] in presenting 
management views that many pr offices 
probably would have been shuttered. 

The bill is nominally dead. Messrs. 
Kennedy and Ives will probably not 
champion another round, but something 
akin to Kennedy-Ives will undoubtedly 
appear before the next session of Con- 
gress. Communications people—and oth- 
ers—will do well to watch it. 

Kennedy-Ives was far from being all 
wrong; it had many good features. In in- 
tent the bill would have been acceptable 
to most, because it sought to correct 
some of the abuses in organized labor. 
It was presumably beamed at racketeer- 
ing and corruption in the labor move- 
ment. Its weaknesses lay in the fact that 
it dealt half-heartedly with the racket- 
eering problem and, in an effort to ap- 
pear fair to labor as well as management, 
it hung needless penalties on employers. 
Actually it was the feeling of the bill’s 
champions that this was the strongest 
bill that had any real chance of enact- 
ment. It was so watered down, in fact, 
that the AFL-CIO was willing to ac- 
cept it. 

The bill provided for no adequate ma- 
chinery for safeguarding union funds, 
and it did little or nothing to help unions 
get rid of racketeering officers. The Sec- 
retary of Labor would have been em- 
powered to inspect a union’s books, but 
the bill would have given him inadequate 


Tips for the Production Man... 


Advertising Age, October 20, 1958 


Let’s stop worrying (unless we deserve 
to do so about our own output) and 
keep on working. There are rascals in 
every vocation. Advertising men and 
women, in the main, are worthy of their 
trust. 


= Just as I was reading proof on the 
above, I came upon Dr. Theodore Levitt’s 
piece in our Oct. 6 issue. This is a magni- 
ficent and informed contribution, but I 
disagree strongly with just one statement 
made regarding the responsibility of the 
business man. Dr. Levitt says, “The cul- 
tural, spiritual, social, moral, etc., conse- 
quences of his actions are none of his oc- 
cupational concern.” In my book, adver- 
tising wields too potent a weapon to be 
allowed to use it without responsibility. 
All communication arts share in this ob- 
ligation. They involve an inherent trust, 
which may not be abused. # 


Due for Re-Birth 


investigative or enforcement power. 
There were other flaws in the bill that 
deprived it of teeth. 

Management spokesmen opposed the 
bill because of the burdens of censorship 
it needlessly imposed, and because heavy 
penalties were attached to violations. 
Since violations were not at all clearly 
defined, management in most cases prob- 
ably would have preferred no communi- 
cation with employes at all. 


s The proposed bill slipped through the 
Senate by a vote of 88 to 1, and it was 
established afterward that many of the 
members of that body simply failed to 
discern the “jokers” between the lines. 
It is possible that even the authors 
themselves did not take into full account 
the possible interpretation of certain 
sections. 

The 198 members of both political 
parties who killed the bill deserve much 
credit for identifying Kennedy-Ives as a 
weak bill. Some of them probably have 
a lot to answer for right now to a stormy 
electorate which feels that a chance to 
crack down on labor racketeering had 
been wrecked by them. Actually, the bill 
would have provided no real cure for 
present abuses, and it would have creat- 
ed several others. 


= Communications people might want to 
talk about this whole problem in employe 
publications and other literature to em- 
ployes. It goes without saying that the 
issue is hot, that most managements 
will shudder at the very prospect of be- 
ing so candid with the help. Some man- 
agements will be, however. Some manage- 
ments will speak up about the rights of 
working men, as well as the rights of 
managements, and they won’t be a day 
too early in doing it. + 


Europe Invades America... with Type 


By Kenneth B. Butler 

Each of the great wars of this century 
has concluded without foreign invasion 
of American soil. Where the armies of 
wartime failed, however, the peacetime 
European type foundries have trium- 
phantly succeeded. 

And, what’s more, most American 
typographers have been rejoicing at the 
invasion, for the wily French, Germans, 
Swiss, Italians, Dutch, and Spanish have 
been doing some wonderfully inventive 


things with this alphabet of ours. 

The initial success of the invasion can 
be attributed in part to the immediate 
click of one face—Venus Extrabold Ex- 
tended—which not only caught on like 
wildfire but also caught the American 
foundries asleep at the switch, and sug- 
gested to alert compositors that there 
might be still more gold waiting to be dis- 
covered in the Old Country. 


® Many of the styles produced by Ger. 
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SOV MOO os .0 SMP Alico 


* SEVENTEEN and girls understand each other fully...admire each other deeply. They think the same 
thoughts, feel the same emotions, speak the same language. That’s smmpatico! And that’s why 
SEVENTEEN’s readers are so strongly motivated by what they see in its pages. No wonder advertisers 
place more linage in SEVENTEEN than in any other women’s monthly magazine! 


A girl’s best friend is her SeVen(een 


..and a teacher's best friend is her 


SEVENTEEN-AT-SCHOOL 


A sister publication of sevenTeeN, and the only magazine of its kind, 3 x ~*~. i 
SEVENTEEN-at-School adapts SEVENTEEN’s editorial content into lesson plan ; © 
form...carries your advertising—via SEvENTEEN—into the classrooms of a aes A y WOU VO 
75% of the nation's high school Home Economics teachers. In addition, Wa we eS : / 

your educational materials are made available to the 19,500 Home Eco- ey tall, ee 

nomics teachers who are its regular subscribers. Ask us about it. 


it's easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue - New York 22 - PLaza 9-8100 
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many’s Bauersche Giesserei were well 
known in the United States before the 
last war—among them Futura, Corvinus, 
and Beton—the foundry being represented 
on this side of the Atlantic by Bauer Al- 
phabets Inc. 

A few progressive typographers, such 
as St. Louis’s Warwick Typographers Inc., 
were also bringing European designs to 
American attention by means of direct 
import. 

This was a costly procedure, however, 
for European type was mounted at the 
Didot system height of 0.928 inch, and 
had to be especially cut down on order to 
the American type height of 0.918 inch. 

Since the war, many of the leading 
European foundries have realized the 
vast potential of the American market, 
and have begun making special castings 
of key type designs at the American 
height. 


® Amsterdam-Continental Inc., 268 4th 
Ave., New York, now serves as an 
importing agent for many of these 
foundries, and has effectively introduced 
in this country such faces as Microgramma 
(Societa Nebiolo, Italy), Profil (Haas, 
Switzerland), Studio (Amsterdam, Hol- 
land), Standard (Berthold, Germany), 
Duo (Klingspor, Germany), Delphin 
(Weber, Germany), Astur (Fundicion 
Typographica Nacional, Spain), Banco 
(Fonderie Typographique Francaise, 
France) and Royal (Stempel, Germany). 

Ludwig & Mayer has also been actively 
exporting a variety of styles including 
Allegro, Stop and Erbar, and is currently 
represented through Inter Continental 
Equipment & Supply Co. Ltd., 152 Belan- 
ger St. E., Montreal. American Wood Type 
Mfg. Co., 42-25 Ninth St., Long Island 
City 1, N. Y., offers the designs of 
England’s Stephenson-Blake, including 
Latin Wide, Egyptian Expanded and 
Thorne Shaded. 

Bauer, in the meantime, has increased 
its importing activities and, in addition 


Die Tat ist alleanichta Rubm 
Another advantage is Cigne 
BUCHERGILOE 
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of English Wall 
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FOREIGN INVASION—Among the European 
imports which have been winning the, re- 
spect of American typographers are Del- 
phin II (Weber, Germany); Cigno (Soci- 
eta Nebiolo, Italy); Mosaik (Stempel, 
Germany); Astur (Fundicion Typographi- 
ca Nacional, Spain); Pan (Stempel, Ger- 
many); Microgramma Condensed (Societa 
Nebiolo, Italy); all imported through Am- 
sterdam-Continental; Maxime (Bauersche 
Giesserei, Germany), offered by Bauer Al- 
phabets; Francesca Ronde (Stephenson- 
Blake, England), imported by American 
Wood Type, and the familiar Allegro 
(Ludwig & Mayer, Germany), imported 
by Inter Continental Equipment & Supply. 


to the aforementioned Venus, is now dis- 
tributing Fortune. 

All in all, the invasion has been more 
than successful, and many contemporary 
European faces are as familiar to the eye 
as our own American styles. + 


From an Art Director's Viewpoint... 


Of Time and the Liver 


By Andy Armstrong 

As a category of advertisers, the air- 
lines have been edging out in front with 
their imaginative reach for new graphics, 
new thoughts. They have caught onto the 
idea that they are the flag-bearers of a 
new age and should 
look the part with no 
visual hangovers from 
the Iron Horse era. 

But even among the 
airlines we see an early 
separation of men from 
boys—leaders in the 
new spirit, like EL-AL, 
and some that have not 
yet grown up to it, like 
KLM. 

EL-AL’s distorted watch may owe 
something to Dali, as Picasso owes some- 
thing to an African mask-carver, only 
less. Further than that, it is blown up to 
wall-clock size, a surrealistic and shock- 
ing idea even without the distortion. 

KLM shows a watch because KLM, too, 
is talking about time, but you don’t quite 
know where the watch is, and the picture 
is so dull that you don’t care to find out. 
The entire layout is a dreary arrange- 
ment of assorted circles and rectangles in 
a pattern about as interesting as a rug’s, 
and as sedative to the eye. 


Andy Armstrong 


= But the basic difference between EL- 
AL and KLM goes a lot deeper than the 
graphic style and content. The picture 


“The time just flew!” 
RP eyansed the cwewn - and its hard to befley> the trip is ower Om pce 
A hgh te woderstand amre you's Meer KIM Theres ot 
Ane sack « trteaglty cl mate ess Ghee, the 
poinine |b axgurn. Why, ever the simadest fare beaten » Getieary ie the 
grit bam of © RLM master het 
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MLM Moya! Outch Airlines, 430 Part Avene, Mew Yort 22. 6 


and the copy-thought are inseparable in 
the EL-AL ad, poles apart in the KLM 
ad. EL-AL successfully pictures every 
word of a headline that ordinarily would 
be considered too abstract to illustrate. 


\ 


KLM’s picture relates to only one head- 
lined word ... “time” . . . and so bro- 
midically that you wonder why they didn’t 
show an old man with a scythe, or an 
hourglass. 

You would think that by this time 
every advertiser must have heard of the 
marriage of picture and thought, whether 
in print or television, as the keystone of 
good advertising. KLM’s main office is 
nearer, geographically, to the fountain- 
head of this axiom than EL-AL’s. How 
come EL-AL heard about it first? + 
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1. See what a variety of “openings” 
for tv spots you can get with dif- 
ferent perspective (different view- 
points). 

2. See how these visual ideas lead to 
others, when you sketch them, 
however roughly. 

3. Give the art department plenty of 
leeway. 


You, too, can be the art department’s delight . 
Try this experiment. 


Using Perspective in TV Storyboards 


.. when you think visually! 


‘a 


Save your ideas in “storyboard” 
form, says Henry B. Kreer, 952 N. 
Michigan, Chicago 11, who is of- 
fering a Pocket TV Pad for story- 
board ideas. Your name on a post- 
card to him will bring details. 


Next Lesson: “Handy Hints for Copywriters” 
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| Shinola Opens Ad Push The Saturday Evening Post, and, Two Join Cohen & Aleshire 

Best Foods’ Shinola has launched This Week Magazine, plus outdoor, Alvin E. Jaderland, formerly 
a campaign plugging its “once-a- ads in 20 selected markets. Sulli-| with Coffee Products Corp., has 
week shoe polish” in fractional ads| van, Stauffer, Colwell & Bayles|joined Cohen & Aleshire, New 


in b&w in The American Weekly, | is the agency. | York, as office manager. Walbeth 


95 


Ludwig, who left the agency in 


| 1956 to go to Compton Advertising, 


has rejoined Cohen & Aleshire as 
comptroller and assistant treas- 


| urer, 


NEW—Carnation Co. is introducing | 
two instant malted milks. Com-| 
mercials on “Art Linkletter’s House | 
Party” will promote the products. 
Erwin Wasey, Ruthrauff & Ryan, 
Los Angeles, is the agency. 


Marketers Carry | 
Heavy Responsibility, 
| Cross Tells Oil Men 


Dayton, Oct. 14—“From now on 
the company, large or small, that 
prospers will do so in direct ratio 
to the ability of its marketing peo-| 
| ple to produce volume, make mon- 
| ey, roll with the economic punches 
and maintain position in what will 
be the hottest competition ever 
known in the business world.” 

This forecast was made by W. D. 
Cross Jr., western vp of the 
Sinclair Refining Co. at the 
annual meeting of the Ohio Petro- 
leum Marketers Assn. More than 
300 members attended the two-day 
session. 


= Harry L. Moir, assistant vp and 
general manager of retail market- 
ing for Pure Oil Co., urged mem- 
bers to select service stations with 
more care; continue to liquidate 
obsolete service stations, and exer- 
cise more care in dealer selection 
and training if the oil industry is 
to “make maximum marketing 
progress in a coming era of an ex- 
panding economy.” + 


Screen Gems Names Three 
Three new syndication appoint- | 
ments have been made by Screen 
Gems, New York, tv film produc- 
er-distributor. Robert Seidelman, 
formerly syndication sales manag- 
er, has been named director of| 
syndication sales, succeeding Jerry 
Hyams, who was elected vp in 
charge of syndication last July. 
Tom Gries has been named director 
of syndication production and Wal- 
lace MacDonald director of syndi-_ 
cated programs for a new Screen 
Gems Hollywood production unit. 
Mr. Gries is a tv director-writer 
and Mr. MacDonald formerly was 
a Columbia Pictures producer. The 
new unit will handle production of 
three series for first-run syndica- 
tion per year, starting with “Stake- 
(/* out,” a tv film based on the crim- 
inal investigations of the Florida) 
sheriff’s bureau. 


Re a Scie 


bigger than — 


DENVER, COLORADO. ..... . $1,115,309,000 
PORTLAND, OREGON...... . $1,028,701,000 


*K SAN DIEGO: A BIGGER MARKET 


With 1957 retail sales totaling $1,133,359,000.00 


the San Diego market ranks 23rd among the nation’s 280 Metropolitan County areas... 


NEW ORLEANS, LOUISIANA .. . $949,465,000 
INDIANAPOLIS, INDIANA ...... $934,631,000 


Sell this rich and responsive market through The San Diego Union and Evening Tribune. 


Combined daily circulation: 202,242! 84.4% readership — unduplicated. 


Miles Labs Pushes One-A-Day 
Vitamins in Newspaper Drive 

Miles Laboratories, Elkhart, 
Ind., has launched a heavy fall 
newspaper campaign for its One- 
A-Day vitamins. Three two-color | 
page insertions are being used in| 
each of about 20 dailies in major 
markets. The drive, which will get 
heavy merchandising support, will 
run until Nov. 25. 

Geoffrey Wade Advertising, Chi- 
cago, is the Miles agency. 


COPLEY 


Larkin Buys Adams Co. 

Claude D. Adams has announced | 
sale of Adams Outdoor Adver- 
tising Co. to Hayward Larkin Co.,| 
both of Spokane. Mr. Adams is! 
extending his interests to the hel-| 
icopter field. 


SALES ESTIMATES: COPYRIGHT 1958 SALES MANAGEMENT SURVEY OF BUYING POWER. CIRCULATION: 6 MONTHS ENDING MARCH 31, 1958, AS SUBMITTED TO A.B.C, 


He San Diego Union - VENING TRIBUNE 


WO r P - - ‘s° ' “ hk ap ‘ 1 sigh Es 
I "The Ring a) Of Truth?) See oe ei ORE: SS ELIE SELLE EES ALI 


NEWSPAPER 
15 “Hometown” Newspapers covering San Diego, California — Northern Illinois — Springfield, Illinois — 
and Greater Los Angeles . . . Served by the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., 


READERSHIP FIGURE: 1957 FACTS CONSOLIDATED, 
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ome 
alone 


YOUR 

BUILDING 
PRODUCTS | 
ADVERTISING 


focuses on 
all your best 
customers in 
home building 


BUILDERS AND &% 
CONTRACTORS § 


yho prepare the plans 
and designs which set up 


_ APPRAISERS 
AND LENDERS 
who appraise and finance 


inclusion in mortgages 


_— 
DISTRIBUTORS 
AND DEALERS 


REA Ko el 

who evaluate and sell & 
your products at § 

the final point of sale 


HOUSE & HOME is the only maga- 
zine through which you can tell your 
sales story to all these profession- 
als who control product sales in 
home building. 


In HOUSE & HOME alone your ad- 
vertisement is read by the builders 
of as many houses as read any 
builder magazine, the architects 
of as many houses as read any 
architectural magazine, more 
mortgage lenders than read any 
mortgage finance magazine, more 
distributors than read any dealer 


magazine, more 
realty men than ouse 
ome 


& 


Dunlap 


Chamberlain 


Frey 


RESEARCHiING—Comparing notes at the fourth annual Advertising Re- 
search Foundation meeting in New York are Harry M. Dunlap, G. 


Harry Chamberlain and Richard E. 


Deems, all of Good Housekeeping, 


Klein 


Ackoff 


and Prof. Albert W. Frey of Dartmouth College. Don Klein of the 
Chicago Tribune pursues a point with Russell L. Ackoff of the Case 
Institute of Technology, one of the program speakers. 


General Acceptance Wins Top| RCA Will Market 


Award in NCFA Ad Contest 
General Acceptance Corp., Al- 
lentown, Pa., received the top ad- 
vertising award of the National 
Consumer Finance Assn. for 1958 


at the NCFA’s 44th annual con- | 


vention Oct. 2. The award-win- 
ning entry was a booklet, “Vaca- 
tion Tips,” created to provide 
information on how to plan a vaca- 
tion. Thorp Finance Corp., Thorp, 
Wis., and Pacific Finance Corp., 
Los Angeles, received honorable 
mention in the 87-entry competi- 
tion. The Thorp entry was a series 
of eight newspaper display ads. 
Pacific Finance submitted a one- 
column newspaper display ad car- 
rying a coupon for a free booklet 
entitled “Some Odd Facts About 
Money.” 

The judging committee was 
comprised of ADVERTISING AGE 
staff members headed by Sidney 
Bernstein, editorial director. 


Electro-Typesetter 
for Dow Jones & Co. 


| New York, Oct. 14—Wall Street 
| Journal and Radio Corp. of Amer- 
jica announced an agreement un- 
|der which RCA will produce and 
|market an electronic typesetting 
/machine, developed by Dow Jones 
|& Co., reportedly capable of pre- 
| paring metal type more than three 
times as fast as conventional type- 
setting machines. 

The agreement was announced 
jointly by Bernard Kilgore, presi- 
dent of Dow Jones & Co., publisher 
of the Wall Street Journal, and 
John L. Burns, RCA president. 

At the same time, Mr. Burns an- 
nounced that RCA has formed a 
new automation products depart- 
ment, with full engineering, pro- 
duction and marketing facilities. 
In addition to the newspaper au- 


tomation equipment—which in- 
cludes the electro-typesetter, tape 
editing and collation apparatus, 
and a strip labeler for addressing 
newspapers and other printed mat- 
ter—the new department will also 
handle RCA’s materials handling 
equipment, electronic inspection 
units for beverages, foodstuffs, 
metal products and plastics, and 
metal grinder controls. 

The electro-ty ,esetters have 
been in use in the Wall Street} 
Journal’s own printing plants for 
more than five years. They make 
possible the simultaneous publica- 
tion of the newspaper, identical in 
news and editorial content, in New 
York, Washington, Chicago, Dal- 
las and San Francisco. + 


Millar to ‘Progressive Farmer’ 

John A. Millar Jr. has joined 
the New York advertising sales 
staff of Progressive Farmer. He 
formerly was with American Le- 
gion Magazine. 


The Roanoke 
PRIMARY 


request. 


Virginia’s rd 


Situated in West Central Virginia, isolated from 
others, this 16-county Roanoke primary market 
embraces 552,000 people and 7,516 sq. miles. As 
The Roanoke Times and The Roanoke World-News 
are the only daily newspapers that cover this area, 
they are the most effective and economical media 
to reach them and sell them. Detailed facts on 


SOLID MERCHANDISING COOPERATION 


NEARLY '/2 BILLION 
DOLLAR MARKET 


16 COUNTY 
COVERAGE 


552,000 
PEOPLE 


100% Coverage 
Roanoke City 


95% Coverage 
61 principal 
cities and towns 


"65% Coverage 16 
county primary 
market 


INTACT TEST 
MARKET 


SELF-CONTAINED 
ECONOMY 


Newspapers 
Market is 


Market 


ROANOKE 


oe 


read any realty 

magazine 

home building’s only industry magazine 
9 Rockefeller Plaza, New York 20, N. Y, 


Roanoke is a “Burgoyne” City 


Rit 


_ National Representatives tee 
_ SAWYER — FERGUSON — WALKER CO. 


TIMES AND 
WORLD-NEWS 


Spot Color is available 


Grant, Detroit, Boosts 

Robert Conroy, John Wilson 
Grant Advertising, Detroit, has 
appointed Robert B. Conroy, for- 
merly director of regional account 
executives, account executive for 


John Wilson Robert Conroy 


the Plymouth division tv adver- 
tising. 

John H. Wilson Jr., formerly 
Grant director of merchandising 
and sales promotion, was named 
director of regional account exec- 
utives, succeeding Mr. Conroy. 


Zift-Davis Names Two 

Ziff-Davis Publishing Co., New 
York, has named Stanley N. Anton, 
formerly with the New York Mir- 
ror, copy chief in charge of media 
promotion of its-magazines, Flying, 
Popular Boating and Sports Car 
Illustrated. Ziff-Davis also has 
named Howard Stoughton JZJr., 
formerly assistant treasurer of 
Hewitt-Robins, treasurer, succeed- 
ing Victor Stabile, who resigned 
earlier this year. 


In the leadership spotlight 


Top-drawer advertisers 


are buying WGN 


You’re in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
WGN ’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


CHICAGO, ILLINOIS 
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‘Detroiters’' Is New 
Novel About (Despite 


Disclaimer) Admen 


Boston, Oct. 14—The latest of | 
the fiction pieces on the aivertia.| 
ing profession rolls off the presses | 
of Houghton Mifflin Co., Boston, | 
this month. 

“The Detroiters,” by Harold 
Livingston ($3.95), is the story of 
the Edson Smith Co., a hypotheti- 
cal Detroit agency, and its soup 
bone account, Coronado Motors 
Corp. 

Central character of the book is 
David Manning, a hot-shot adman 
who is brought in as account su- 
pervisor to keep the shaky $24,- 
000,000 Coronado account in the 
shop. His first task is to get Don 
Tucker, a top tv personality, to do 
a series of shows for Coronado. 
After that he has to grapple with 
internal agency battles as well as 
agency-client scuffles. 

Mr. Livingston formerly was 
with D. P. Brother & Co., Detroit, 
reportedly as group chief on the 
Guide Lamp division of General 
Motors and copywriter on the 
Oldsmobile account. He prefaces 
his book, however, with this state- 
ment: 


a “There has been, in recent fic- 
tion, a tendency toward thinly dis- 
guised characterizations of prom- 
inent people and real events, es- 
pecially those employed in the 
field of mass communications. 

“From an author’s viewpoint, 
the ‘expose’ novel is an under- 
standable temptation. Unfortunate- 
ly, however, it always ends up as 
so many hundreds of pages of sour 
grapes. And while this may purge 
the author’s soul, it never makes 
good reading. 

“The people and events in this 
book are in no way intended to 
portray real people, living or dead, 
or actual events. Any resemblance 
is purely and accidentally coinci- | 
dental.” 

That statement notwithstand- 
ing, readers familiar with the De-| 
troit advertising scene are sure to) 
be looking for identifiable char-| 
acters in “The Detroiters.” 


= Some leading characters in the 
book, besides David Manning, are 
Vic Sanders, the Coronado presi- | 
dent, who likes advertising with! 
“oomph”; Don Tucker, the tv star 
who rose from the slums; Edson 
Smith, the agency president who | 
pulls all the stops to keep the ac- 
count; and Ray Cantrell, account 
executive, whose wife spices up 
the plot. = 


Warner-Lambert, Reynolds 
Holding Merger Talks 

Warner-Lambert Pharmaceuti- 
cal Co. and R. J. Reynolds Tobacco 
Co. have been holding discussions | 
for several months leading to a 
possible merger. If consummated, 
the merger will be on the basis of 
a one-for-one exchange of common 
stock, and both companies would 
retain their autonomy. 

Last year Reynolds had sales of 
more than $1.05 billion, Warner- 
Lambert $157,887,505. Reynolds 
spent an estimated $33,000,000 for 
advertising in 1957, Warner-Lam- 
bert about $28,000,000. 


Ganiy Joins OAI 

Raymond H. Ganly, formerly ed- 
itor of Modern Brewery Age, and 
before that on the staff of Printers’ 
Ink, has joined Outdoor Advertis- 
ing Inc., New York, as an assist- 
ant to William F. Flower, vp and 
director of public relations. 


Chemstrand Promotes Carvin 
Charles W. Carvin Jr., formerly 
executive assistant in the merchan- 
dising department, has been ap- 
pointed assistant to W. G. Luttge, 
vp and general manager, market- 
ing, Chemstrand Corp., New York. 
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ACCOLADE—Montgomery Ward & Co. likes Kansas City, too, as it 

promotes its coming store in the Blue Ridge shopping center. The 

store-opening—and newspaper campaign—follows a similar, but 

more impassioned, promotion in Denver (AA, Aug. 25). Ward’s re- 
tail advertising department prepared the advertising. 


Bits: 


| 


‘Space Digest to Bow 

Air Force Assn., Washington, 
will publish Space Digest Nov. 1 
as a “full-fledged magazine” with- 
in the magazine Air Force, its of- 
ficial publication. The advertising 


|rates of the new publication will 
be the same as Air Force, currently | 


$825 for a one-page, one-time b&w 
insertion. New rates become effec- 
tive Jan. 1, 
rate per page will be $975. 


1959, when the base) 


me 
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| BBDO Boosts Brown, Martin 
R. C. (Jim) Brown, with Batten, 
Barton, Durstine & Osborn, New 
| York, for the past 14 years, has 
been named manager of the public 
relations and corporate pr division. 
He succeeds Richard M. Detwiler, 
who resigned to become director 
lof publicity for the Wool Bureau. 
|John E. Martin, copy chief in 
|BBDO’s Minneapolis office, has 
| been elected a vp of the agency. 


effective with the — 1958 


12 HURON ROAD ¢ od bgnatg i5, OHIO 


DO THE JO 


B RIGHT 


TO COVER THE WHOLE 
DELAWARE VALLEY, YOU NEED 


COURIER-POST 


and THE TRENTON Times | 


ia 


The men who pilot huge ocean liners rely on the sturdy 
tugboat to bring them home every time. Choice of the 
proper vehicle is as vital to seamanship, as it is to 


successful advertising. 


When it comes to choosing the proper vehicle for a 
heavy-duty sales message, top national advertisers 
are pretty seasoned salts. Many of them will testify 
with pleasure that best newspaper coverage of Dela- 
ware Valley's rich eastern half is offered solely by a 


power-packed pair of local papers, 


the CAMDEN 


COURIER-POST and the TRENTON TIMES. They sell 


best where coverage is tailored to audience (local 


papers 


where all buying and selling is local'') and 


where rates are trimmed to suit the most modest of 


budgets (just 63c a line for 
reasonable? Let's talk. 


both papers). Sound 


IT PAYS TO CROSS THE DELAWARE 


TRENTON TIMES 


Established 1883 


CAMDEN COURIER-POST 


Represented nationally by GEORGE A. McDEVITT CO., 


Established 1875 
INCORPORATED 


NEW YORK © CHICAGO ® PHILADELPHIA © DETROIT © LOS ANGELES 
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Here's the Way Some of AA's Readers Reacted to 
Theodore Levitt's Views on Advertising-Marketing 


To the Editor: No doubt most! Yet the article does raise certain 
of those who read Dr. Theodore questions, such as: How could a 
Levitt’s article, “Are Advertising| mind evidently so immature, and 
and Marketing Corrupting Soci-|so lacking in logic; so bewildered 
ety?” (AA, Oct. 6) did so with | and so uninformed, have received a 
startled unbelief, and mingled | doctorate? Any kind of a doctor- 


amusement and pity; that is, with | ate? Is this another indication of | 


the same emotions the mature mind | the failure of our colleges and uni- 

listens to a bumptious high school | versities? 

boy grandly settling problems) 

about which his words proclaim his | perilous times as these echo the 

ignorance. | same basic materialistic philosophy 
Of course, the Levitt article—j|that actuated Hitler, and Stalin, 

which is nothing less than a plea | and everyone else who has taught 


for moral anarchy—answers and| (or who teaches today) that we) 


condemns itself. It does so in the have no responsibility for our 
same fashion that anyone, raving| brother men; that we must live 
wildly against the moral code, an- | only to satisfy only our own ideas 
swers and condemns himself. 
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selling the area. There is no substitute. 


ROP Spot or full color available 
in all issues. 


r-: 


“~~ LAKE ERIE 


so 


a Ceveano 
Le} 


CUYAHOGA COUNTY 


STARK COUNTY 


SS ee 


AKRON BEACON JOURNAL 


AREA OF INFLUENCE 
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Total Buying FRE rece: 
~ $1,349,384,000. cpdouenal os 159,532 74.996 
$ 958,138,000. Plain Dealer .. 21,596 10 
° D as c 0% 
~-$ 238,114,000. [cleveland Press. 7.525 3.5% 
cn 132,837,000, preveland News . 2,081 0.9% 
Fr-H-R Sales .$ 44,996,000. [SUNDAY 
Akron Beacon 
a... $ 205,680,000. Journal ...... 160,139 = 75.0% 
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“Ohio’s Most Complete Newspaper” 
Represented by STORY, BROOKS & FINLEY 


4OHN S$. KNIGHT, Publisher 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Again: How can anyone in such | 


‘of the pleasurable life, no matter | 


, “Quadragesimo Anno,” said: “For, 
| though economic science and mor- 


|its own principle in its own 
sphere, it is false that the two 
orders are so distinct and alien 
that the former in no way de- 
,how much pain or loss this may pends on the latter. The so- 
cause to others? And how could called laws of economics, derived 
ADVERTISING AGE, despite its de-| from the nature of earthly goods 
light in exciting controversy, have | and from the qualities of the hu- 
|decided to waste space on such a|'man body and soul, determine 
wordy, juvenile hodge-podge of what aims are unattainable or at- 
pretentious nothingness? |tainable in economic matters and 

For all Dr. Levitt has to say|what means are thereby necessa- 
could be better said in one sen-|ry, while reason itself clearly 
tence: “Let’s throw the Ten Com-| deduces from the nature of things 
mandments, and the command-|and from the individual and social 


ment of love of one’s brother man character of man, what is the) 


under the Fatherhood of God, out 
the window, and live for and unto 
ourselves.” 


end and object of the whole eco- 
nomic order assigned by God the 
Creator. For it is the moral law 


James P. Derum, alone which commands us to seek 


Detroit. (in all our conduct our supreme 
e and final end, and to strive di- 
To the Editor: Dr. Theodore rectly in our specific actions for 


those ends which nature, or rath- 
er, the Author of Nature, has es- 
tablished for them, duly subordi- 
nating the particular to the 
general.” 


| Levitt makes out a good case for 
the sort of thinking that could turn 
our democracy into a dictatorship. 

Excess is piled upon excess until 


we are compelled to accept a net- : 
/work of un-American restrictive And only last month, Rabbi 


legislation simply as a means of | Louis Finkelstein, chancellor of 


| survival. If this happens in enough | manag sate We thevata tae. 


| areas of our economy we wake up| et 
y P “Today’s crisis demands 


‘one day to fi | azine, 
e day to find Wat freedom has | the business man’s leadership in 
|the area of human behavior,” for 


|been replaced by regimentation. 
| From there it’s only a short step to | 
} “ ; 
‘dictatorship 4 la Joseph Stalin, | ‘he world needs “ethical leader- 
We are far enough along the road atid a those it respects aa ri 
| to regimentation right now without | _ocinremape practical.” Rabbi Finkel- 
‘needing a shove from Dr. Levitt. | 5*@!” called for the supremacy of 
| Blig statements smack of an aca- ethics in business, as in all other 
Hage , : hases of life 
demic ivory towerism which bears PB oor a a 
little relation to reality. | I haven't had the time to look 
Jack Reid, 


Los Angeles. |ject, but have no doubt they will 


refute Dr. Levitt. 
ag | I am wondering why you de- 
| To the Editor: I just finished | cided to print this article? First, 
reading the “extremely thought-|there’s nothing new in it; there 
ful, provocative piece” written isn’t a fresh, new, sparkling here- 
by Dr. Levitt. After studying it/sy in the collection. His argu- 
carefully, I think another descrip- ments are time-worn and hoary. 
tive cliche would be more appro-| 
priate—say, “half-baked and 
sophomoric.” Dr. Levitt seems) 
incredibly ignorant of the funda-| trary to AA’s own excellent edi- 
mentals of morality, ethics, phi-| torial policy, which holds business 
losophy and theology. ;men responsible for the conse- 
One of his basic points is that) quences of their actions. Fourth, 
“the cultural, spiritual, social,| the article deals with subjects on 
/moral, etc., consequences of his| which Dr. Levitt is obviously no 
(the business man’s) actions are | authority. Fifth, if the advertising 
none of his occupational con-/| industry were to accept his views 


ganized and poorly written. Third, 


Jews and Protestants|time. (And we _ have 
| trouble in Washington as it is.) 
Walter Holan, 
| Editor, Outdoor Advertising 
| Association News, Chicago. 
« 
To THE EpiITor: I WOULD LIKE TO 


| Catholics, 
alike. 
Pope Pius XI in his encyclical, | 


fin the leadership spotlight 


|LACK OF PRINCIPLES. (“ARE ADVER- 
| TISING AND MARKETING CORRUPTING 
|Socrety? It’s Not Your Worry, 
| Levitt TELLS BUSINEss.” 

SURELY HIS ASSERTIONS WILL 
|BRING SOOTHING EASE OF HEART TO 
BUSINESS MEN WHO, UNTIL NOw, 
HAVE BEEN UNLUCKY ENOUGH TO BE 
UNNECESSARILY BEDEVILED BY CON- 
CERN FOR THE HUMAN CONSEQUENCES 
OF THEIR ACTIVITIES. NOW, THANKS 
TO Dr. LEVITT’s RATIONALE, SUCH 
|CONCERN IS NO LONGER NECESSARY. 
| I PARTICULARLY ADMIRE HIS OWN 
| FAITHFULNESS TO THE PURE PROFIT 
MOTIVE HE ADVOCATES. CUNNINGLY 
HE DISTRIBUTES HIS BALM ONLY TO 
THAT PART OF SOCIETY WHICH IS IN 
A POSITION TO DO BUSINESS MAN 
LEVITT THE MOST GOOD. 

As ANYONE CAN PLAINLY SEE, 
HOWEVER, HIS CREDO APPLIES EQUAL- 
LY AS WELL TO ALL OCCUPATIONS AND 
PARTS OF SOCIETY. UNDOUBTEDLY HIS 
DISCOVERY WILL BE NAUGHTILY STOL- 
EN BY OTHER GROUPS. WE CAN LOOK 
FORWARD TO THE PLEASANT PROSPECT 
OF ERYONE—FROM FACTORY 
WORKERS TO PHYSICIANS—ENJOYING 
THE SAME DELIGHTFUL FREEDOM 
FROM RESPONSIBILITY. AND, FOR 
THAT MATTER, WHY NOT BUSINESS 
MEN IN THEIR ROLES AS COMMUNITY 
LEADERS AND PARENTS? PICTURE THE 
SIMPLE JOYS OF PROFESSIONS, 


" 


Top-drawer advertisers 


are buying WGN 


You’re in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
WGN ’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


CHICAGO, ILLINOIS 


al discipline are guided each by | 


|up Protestant sources on this sub-| 


Second, the article is poorly or-| 


his article runs completely con-| 


cern.” This is a hoary argument literally, it would be legislated | 
that has been logically refuted by|out of business in a very short 
enough | 


|COMMEND Dr. LEVITT ON HIS HIGH 
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| PRIESTHOOD AND PARENTHOOD ALL 
PURSUED FOR PURE PROFIT. 
OBVIOUSLY, THOUGH, WITH Dr. 
LEVITT’S DEVOTION TO THE UNADUL- 
TERATED PROFIT MOTIVE, WE CAN AS- 
SUME THAT HE ACTUALLY IS NOT 
FILLED WITH UNSELFISH CONCERN FOR 
|THE WELFARE OF HIS BUSINESS AU- 
| DIENCE—AS HE PRETENDS TO BE. WE 
|CAN ASSUME HE DOES NOT REALLY 
| MEAN WHAT HE SAYS, AND THAT HE 
IS SIMPLY TRYING TO DRUM UP TRADE 
FOR MARKETING AND ECONOMICS 
| CONSULTANT LEVITT BY EFFICIENTLY 
| CURRYING FAVOR AMONG PROSPECTIVE 
BUSINESS CLIENTS. SO IT IS PROBABLY 
RIDICULOUS TO TAKE HIS STATEMENTS 
| SERIOUSLY. 
I AM SURE ALL OF US, INCLUDING 
|Dr. LEVITT, REALIZE THAT IT IS A 
| FAR CRY FROM RECOGNIZING THAT WE 
|CAN NOT EACH BE PERFECT ARBITERS 
|IN ALL THINGS—TO THE CONCLUSION 
| THAT WE HAVE NO PERSONAL RESPON- 
| SIBILITY FOR OUR ACTIONS WHATSO- 
|/EVER. THE IMMENSE BENEFITS OF 
BUSINESS TO SOCIETY ARE OBVIOUS. 
| Dr. LEVITT’S UNCALLED-FOR DEFENSE 
|IS SO WEAK IT IS, IN EFFECT, DAM- 
| NATION, FOR WHICH THE ADVERTISING 
AND BUSINESS WORLD SHOULD NOT 
SOON FORGIVE HIM. 
Milner W. Thom, 
MacManus, JOHN & ADAMS 
Inc., BLOOMFIELD HILLs, MICcH. 


To the Editor: Time spent con- 
troverting Dr. Levitt’s thesis (AA, 
Oct. 6) is an obvious waste, 
since, by implication even the 
writing and reading of such arti- 
cles must be considered a frivo- 
lous diversion from the business 
at hand. 

Not only is there fallacy-by- 
jimplication; there is’ glaring 
| weakness in the main argument: 
When a critic suggests that 
| “We should get away from norm- 
j}ative considerations entirely,” he 
lis automatically if not metaphysi- 
‘eally trapped by his own judg- 
ment of what is right and wrong. 
Why bother, one wonders, to 
agree or disagree? He has created 
his own special limbo; let him lie. 

Yet personally I found the arti- 
|cle excellent, colorful, and pro- 
|vocative. Not only do I believe 
| as marketeers we need more such 
|essays, as men we need the wis- 
|dom to see value behind all dog- 
|ma, no matter how ingeniously 
| contrived. 


Louis Graff, 
Director, Advertising and Pub- 
lic Relations, Michigan Blue 
Cross-Blue Shield, Detroit. 


To the Editor: Having spent 20 
happy years in the advertising 
agency business and now being 
/equally happily engaged in manu- 
facturing, I found Dr. Levitt’s 
piece in the Oct. 6 issue “provoca- 
tive,” indeed. 

Talk about the Devil quoting 
Scripture. 

Stripped of its literate preten- 
sions and learned references to 
Thoreau and Toynbee, Lerner and 
Menen, what does the Levitt thesis 
amount to? 

He quotes from Jesus of Naza- 
reth and St. Augustine. But the 
question he poses is as old as Cain. 

“Generating evil? It’s not your 
worry,” counsels this marketing 
and economic consultant. Wonder- 
ful. The conscience-stricken pro- 
moter of a phony cancer remedy 
should beat a path to his door and 
save on psychiatrist fees. 

How consoling to be told that if 
you do seem to feel some concern 
for more truth and less cynicism in 
business, you’re likely to do as 
much harm as good. 

Didn’t the line use to go some- 
thing like “If you give them social 
security or unemployment com- 
pensation they won’t work?” 

“If what is offered can be sold 
at a profit, then it’s legitimate,” Dr. 
Levitt writes (with a straight face, 
presumably). 

Including phony bait vacuum 
cleaners or misleading drug label- 
ing? (To say nothing of narcotics, 
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99 
white slave traffic and stolen! A limited out-of-season budget|er of our up-ended ads diminished f 
Pentagon secrets?) | on a seasonal specialty item, com-|in the company of many others mere “ os noe Grocebosk 
Do we hear an echo here of the| bined with a desire to maintain a|and the idea was dropped. The) On the way: be rig’ Saree: SF wee pleasing 
“public be damned” philosophy of | weekly schedule, permitted inser-|imitators discontinued their up-| ,_— “ve eariemeng 10 learn that you 
late, unlamented memory? |tion of a weekly ad of 90 to 100 | and-down ads shortly afterward. | cae engaged the services of Ken- 
Anybody who is unable to make | lines, single column width. Nat. G. Bodian, Cars that Y; _— Grossbeck and that a cal- 
a distinction between the ethics| To gain maximum attention val-| Advertising Manager, The C. ie 4 ewhang jnragys Sera Us, will  l 
involved in marketing antibiotics ue, the brief copy, which included| E. Sheppard Co., Long Island d 7 ee every other week in the 
and selling switchblade knives to|a two or three-column wide logo,) City, N.Y. can do typ ne yy of ADVERTISING AGE. 
teen-agers not only has a strong| was inserted in a vertical posi- ° e e h ot only Goss Mr. Grossbeck 
stomach, he has a thick head. tion. The result, of course, was the what th look like ave © em eee er. ee 8e- 
4 If the world’s greatest trade pa-| equivalent of a three or four-col- Tip to Cigaret Makers ey pres ose sound and show out- 
per is going to serve up sociologi-| umn ad of very shallow depth, but To the Editor: Our cigaret in- Howie Ba het oy ee 
cal comment, let’s have Whyte and | standing on end. dustry keeps missi - | th can di wd ey be te me : : 
cishe and Galea net some. a ee silt Geedetiiie (dalieihe oa. ps missing a good of | ey O eee nee Thanks and congratulations to 


you for your alertness in picking 


thing that reads like a collabora- pulled well), the ad was reinserted| It is “possible” that cigarets. up this fine feature 


tion of Samuel Insull and Norman/on the same day each week for|bump off a few Americans each 
Vincent Peale. 


c. _. |half a dozen or more consecutive | year via lung cancer. New 1969 Care of The Forward Look ergy t te 
Or am I missing some deep vein | weeks. Before long, more than half} It is “positive” they save mil- from Chrysler Corporation Prell & Dolk In red B 5 
of irony Dr. Levitt has been min- |g dozen advertisers using the same|lions of others from the extra) ™™*™ ° "© ~ Dm + cumin - ome — —_ 
ing? If so, all apologies for confus- | publication on the same day were | poundage that promotes heart at- , ’ . Py 4 
ing sophistication with sophistry. | rynning their ads in the same ver-| tacks. Like’ Comes Up Again _Pessimists! 
Alfred H. Edelson, —_ tical style, and, ultimately, the} Look what happens to the aver-| To the Editor: Here’s another To the Editor: “Direct mail isa 
President, The Rytex Co., In- | newspaper grouped all the ads on|age man’s middle when he stops|@84 in the Winston grammar-be- waste of money!” 
dianapolis. ' the same page so that it was neces-| reaching for Luckies. Cold, hard damned style—only it goes Win-| ‘The man who told me that also 
° ‘sary for the reader to rotate the| medical facts might prove cigarets | Ston one better, or worse! told me, “Business is awful.” 


To the Editor: In regard to an| 


. rn /paper but once to read the entire | are indeed a blessing. Allen Glasser, E. A. H. King, 
po hog by a Levitt in the | group. Walt Seifert, Production Manager, Floor- | Sales Manager, Clark-O’Neill 
» © Issue OF ADVERTISING “AGE: | Needless to say, the pulling pow- Columbus, O. ing, New York. | Inc., Fairview, N.J. 


Many young business men today 
find it less embarrassing to burn ia tii — es ' : yous oapem us Ta a 
those sophomore year essays upon mi 4 ‘i a See ee ee ae ee a ee A bo yy ae aa 


graduation from college. 
Laurence S. Heely Jr., 
Northbrook, Il. 


Yi 


7 
To the Editor: In the light of 
Dr. Levitt’s provocative article in 
the Oct. 6 issue, I urge the presen- 
tation of an annual award to the 
business man who conforms “most- 
est” to the doctor’s thesis. ° 

The award will be in the form) 
of a statuette. If keeping with | 
such things it will be called a “Lev-| 
ity.” Details of its design can be) 
worked out. In general, it will be a 
semi-abstract design of the uni-| 
versal dedicated man, hollow, of | 
course, with a cloud base. Refine- | 
ments might be added—tin ears, 
myopic eyes, no neck, etc. 

I also would like to nominate 
this year’s sure-fire candidate— | 
the man who made the first Zippo. | 
You know the fellow: “He still) 
runs the show ... learned his trade | 
...developed manual skills...| 
mastered machinery ... learned to| 
love and respect workmanship for | 
its own sake... made a thing that 
worked ...and lasted...guaran- 
tees it forever...he does pretty 
well...” 

One question however. I wonder 
about a possible disqualifying fac- 
tor. I would assume that, as a busi- 
ness man of “Levity” stature, my 
nominee has a rare good feeling | 
that comes from making a product | 
that works. But he doesn’t. “...He | 
has a rare good feeling when he} 
goes to bed each night.” If he goes | 
to bed, he must be human. 

Would this disqualify him? 


Paul Lenihan, 
Weston, Conn. 
° © » 
Rogers Christmas Doesn't 
Appeal to This Reader 
To the Editor: I had to take an- 
other look at Page 3 of your Sept. 
29 issue to believe that your arti- | 


j cle on the Roy Rogers Frontiers | bé 99 éé ” 
Inc. Christmas promotion was con- 
sidered for publication in the first | an are fa e j 


place. While ADVERTISING AGE and | 


- i REG. UV. S. PAT. OFF. REG. VU. &. PAT. OFF. 
the advertising industry are begin- ; ee ; : 
— » “ne viganaee mae soe" As this familiar signal of the football referee desig- — when using these trademarks, always remember to: 
inate bad taste and unbelievabi Risa pa =. wm TAN RBS f 
in advertising, we are now asked nates that a score has been made, our trademarks Distinguish “Orlon" and “Dacron''—Capitalize and use quotes or ital 


ics, or otherwise distinguish by color, lettering, art work, ete 


designate the unique qualities and characteristics —_pescribe them—Use the phrase “Dacron” polyester fiber (or “Orlon” 
acrylic fiber) at least once in any text. 


to treat our sons to a better kind 
of Christmas—a REAL Roy Rogers 


Christmas! Instead of putting Be “ ” aa \ 
Christ in Christmas, let’s all do our of two of our modern living fibers. “Orlon desig Designate them—In a footnote or otherwise, designate “Orlon” as 


’ ' : » os ” Du Pont's trademark for its acrylic fiber and “Dacron” as Du Pont’s 
best for good = fant ames nates our acrylic fiber; ““Dacron’’, our polyester ne seach deny ene ede. 


Chicago. fiber. As we use and protect these trademarks, 
© o * ° 
Tintex ‘T’ Is Reminder they become more meaningful and valuable both TEXTILE FIBERS DEPARTMENT 
of Another Experiment to consumers and to the trade. 
To the Editor: The “Tintex ‘T’ 
Copy” article on Page 8 of your For handy folders on proper use of the trademarks 
Sept. 22 issue and your editorial a , : : 
comments about it brought to mind Orlon” and “Dacron”, write Textile Fibers De- 
a somewhat similar experience in- ‘ REG. U.§. PAT.OFF 
volving one of the writer’s ad pro- Perron, Reetien AA, Room N-6516, E. 1. de Pont BETTER THINGS FOR BETTER LIVING. . . THROUGH CHEMISTRY 
grams for another company in a de Nemours & Co. (Inc.), Wilmington 98, Delaware. 


New Jersey daily some years ago. 
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WPTF 


Raleigh-Durham 
the Nation's 


has a larger 


POPULATION 
than 6th 
Metropolitan 
Market 


You're ahead when you buy 
radio by Radio Markets. 
That’s the way to reach the 
maximum number of people 
per ad dollars. 


These figures tell the story: 


28th Radio Market 
3,179,300 


28th Metropolitan Market 
705,300 


6th Metropolitan Market 
3,003,200 


NATION'S 
28th RADIO 
MARKET } 


NIELSEN 92 


WPTF 


50,000 WATTS 680 KC 
NBC Affiliate for Raleigh-Durham 
and Eastern North Carolina 
R. H. Mason, General Manager 
Gus Youngsteadt, Sales Manager 


PETERS, GRIFFIN, WOODWARD, INC. 


Notional! Representatives 


Risk Joins Mott] & Siteman; 
Siteman Resigns as Partner 
Lealand E. Risk, formerly man- 
ager, brand promotion section, 
Safeway Stores, has joined the ac- | 
count executive staff of Mott] & 
Siteman Advertising, Los Angeles. 
He replaces I. L. Siteman, who has | 
resigned as a partner in the agency, | 
selling his interest to Charles A.| 
Mottl, who now is sole owner.| 
There are no plans to change the) 
agency’s name, and all personnel | 
will be retained. | 


‘Family Weekly’ Rates Up 

Family Weekly has issued a new 
rate card, No. 14, noting an in-| 
crease in its distribution from) 
4,287,741, effective since Dec. 9, | 
1957, to 4,408,016. The rate on a 
\four-color page is increased from | 
/$16,400 to $17,600. The card also) 
‘announces a combination discount | 
‘to advertisers in both Family | 
| Weekly and Suburbia Today, the 
| latter to begin publication in Janu- 
ary, 1959. 


| 


_ It’s comforting to have Full 
| Coverage. 

You won’t be out “in the 
cold” in San Bernardino, 
California, when you use the 
San Bernardino Sun and 
Telegram. The only daily 
and Sunday newspaper in 
this outstanding market. 

Only .0066% of the total 
circulation of the Los Ange- 
les dailies reach this rich, 
profitable, independent Mar- 
ket over 60 miles from Los 
Angeles. 

Please remember . . . San 
Bernardino is the major mar- 
ket in California’s 4th Larg- 
est Metropolitan Area, 6th 


| 
60 MILES 


| in the Pacific Coast,and 29th J 
in the Nation. SAN 
BERNARDINO 


NEW PAINT—Palmer Field (right), 
promotion of W. P. Fuller & Co., and Fred Crawshaw, account super- 


visor of Young & Rubicam, San 


| 


director of advertising and sales 


Francisco, look over an ad which 


will launch Fuller’s new semi-gloss interior enamel paint. Sunday 


supplements and dailies will be 
eight western states. Trade 


used in the kick-off campaign in 
magazines will also be used. 


Study Shows Magazine Ads Merchandised 
to Salesmen at National, Regional Meetings 


New York, Oct. 14—How do 


| companies merchandise their mag- 
| . ss 
azine advertising to salesmen? 


The answer to that question is 


|meatly wrapped into a new bro- 
| chure, “Presentation of Magazine 


Campaign Plans to Sales Forces,” 
which is the result of collaboration 
between the Magazine Advertising 
Bureau of the Magazine Publishers 
Assn. and the Assn. of National 
Advertisers last fall. 

Briefly, it shows that most com- 
panies present their advertising 
program regionally and nationally, 
although about one in five does it 
only nationally, and more than one 
in four does it only on a regional 
basis. 


# About 63% of the companies do 
it once a year, but more than 25% 
do it every six months, and nearly 
10% more often than every six 
months. 

Companies tend to give between 
a half hour and an hour to presen- 
tation of their magazine program 
to salesmen at national meetings— 
about 44.3% of the companies use 
this time segment. Another 28.3% 
is more terse—15 to 30 minutes. 
At the regional meetings, every- 
thing moves faster: a third still 
take from 30 minutes to an hour; 
31.8% do the job in 15 to 30 min- 
utes, and about one company in 
five devotes less than 15 minutes 
to explaining the magazine pro- 
gram. 


s What proportion of the media 
presentation time in national meet- 
ings do magazines get? Well, a lit- 
tle less than half the companies 
(45.7%) give magazines between 
a quarter and half the time, and 
a little more than a quarter of the 
companies (27%) give magazines 
less than a quarter of the time. 

Regional meetings are about the 
same, with somewhat fewer com- 
panies giving as much time to 
magazines in both categories. 

Almost all the companies expect 
the advertising manager to make 
part or all of the presentation. 
About a third of the companies 
have their advertising agencies do 
the job—alone or in combination 
with company officials. Sales man- 
agers do it in 7.2% of the cases, 
and a larger percentage (9%) is 
done by representatives of maga- 
zine. 


= By and large, the old easel or 


card presentation is the trusty 
weapon, and is used by 80% of the 
companies. Slides or slide-films are 


the companies. 
Usually the advertising depart- | 
ment prepares the props for the 
presentation, although in about 
half the cases all or part of the 
job is assigned to advertising agen- 
cies. 
| The questionnaire on which the 
|findings are based went to 185 
| companies, all ANA members, and 
|replies came from 175 companies; 
most were magazine users (25% 
spent more than three-quarters of | 
their budget in magazines) 


al- | 
though a similar percentage spent | 
less than 25% of their budget in| 
magazines. By size, 29.5% of the) 
|respondents spent more than $1,-| 
|000,000 in magazines in 1957; 24.3% | 
spent somewhere between $500,- 
000 and $1,000,000; 16.7% spent) 


| “Monitor” 


used by more than two-thirds of || 
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$250,000 to $500,000, and 29.5% 
'spent less than $250,000. + 


Kellogg. RCA Team Up to 
Offer $1 Disc as Premium 

Kellogg Co., Battle Creek, is 
teaming up with RCA Victor to 
offer a Red Seal long-play record, 
“Sound Spectaculars for °59,” for 
'$1 and two star ends from either 
| Kellogg’s Variety or Handi-Pak or 
‘one of each. The album is valued 
at $4.98. It features 50 minutes of 
music recorded in Orthophonic 
high fidelity sound—eight com- 
|plete selections from new classi- 
}cal albums. 

Ad support will be given the 
premium in Esquire, Look, Life, 
The New Yorker and Saturday Re- 
view, on “What’s My Line?” 
\“Garry Moore Show,” and “Art 
| Linkletter” on CBS-TV and on the 
\“Perry Como Show” and the 
|'George Gobel and Eddie Fisher 
programs on NBC-TV. 25 weekend 
spot announcements 
will be used on radio. 


pore a — 


—“ 


In the leadership spotlight 


7 ae . : 
= Re 
Top-drawer advertisers 


are buying WGN 


You’re in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
WGN’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


CHICAGO, ILLINOIS 


IRGINIAS ° 
Tremendously 

important 
TRIANGLE 


ws 
ON HOPEWELL 
er 
PETERSBURG 


PETERSBURG ¢ 


© City Zone 


PETERSBURG, VIRGINIA 


Evenings and Sunday 


JOHNSON 
New York * Chicago * Boston + Atlanta + 


IN PER 
FAMILY 


© Retail FOOD SALES 
© AUTOMOTIVE SALES 


POPULATION 
© Per Family INCOME 


To SELL Virginio, you 
Triangle with the d 9 
undivided attention provided by these TWO Inde- 
pendently Published Virginia New 


HOPEWELL « COLONIAL HEIGHTS 


GASOLINE Ser. SALES 
Effective Buying 


INCOME 
Total RETAIL SALES 
Retail APPAREL SALES 


must sell Virginia's Thriving 
i t local 


spapers. 
figures SM 1958 


The Progress- Index THE HOPEWELL NEWS 


HOPEWELL, VIRGINIA 


Evenings except Scturday 


matt 


NATIONAL REPRESENTATIVES 
, KENT, GAVIN & SINDING, INC. 


Greensboro + San Francisco + Los Angeles 


“3 : ty ‘ % ats i fay rE See Oy tae HUM bb SS dee lie: sed- sabia . ——-- ey hc i iad Re toi) > tal : - 
ns ears fi ss 7 ae o z - va =. e et ae a : pee Yee a eR 5 or Ser ec ~ a -yied =r z a i hl a oid gn aie fee * : y ° Pash a a 2 
oa oa, ES 
ae ie . 
5 Bid ‘ “ : Bi ~ vee = " oS 
# we “ 1" a ¥ e 
? $ i ss rhe ‘ 
: a i : 
ae e se Me : { : ; : | , ” 
on os : . i= * . a i si pet, - 
2 ns ae PS me a 
3 —— tame elite tant? 
= a,  - se 
7 e k ae. ee i. ah —<— — é j Ly 
fi Rad 10 Ma r et "3 ee m co = 5. , i ‘ - ; ~~ = ot 
? CaP eel cae, actin ik es Be ee 4 oe | 
ait ii € -. | ‘ Maal ee 
ss Gy ae | ee 
S +2 SURE > | ES 
"J { ol Iie ee | 
a Vite ae aU) Se | | 
a ) —Th Cv, ay AAG | | ' | 
a tay > * YN SY is _ & i : 
Cre ecm ies | err en er | ‘ | 
i RRR ARC. i | (Bode 
‘ TI Ney 4 = in 
=| 45 | ~ j Fox a 
mm ZEWOS seal o | x 
me “ nd Bes o ‘ G at! Cy SS LLTOOCOCOCOCSCSCi‘S 
2 BERT :' 7 e 7, 
a EY } GH <= —— 
a rey a ¢ ' 
3s ~S | 
oe - | } 
3 | 
; or 
ha 
bes , | 
is 
al | wee & | 
| 1 | 
; . 2 ze CS 
ope i 
Oe Sl 
\ “SE ‘DS _ | 
a | é PEELE ee 
: ee | Bsa | : 
ae vie ad | 
tT Ist Sales... | am 
: % Bar a 
as — | a 5th Market .. 2 
ey a ° 4 IN = 
we ube . =: 
| a g . a : = 
ef : eS . Roe i Bo 
of om cost puts x 
ie She.. | Your ad in a 
e “2 © BOTH se 
| | | — eee 
nS ) ee 
+ Bic earner cee rem od Sa 
mS 
Be se See, Smee es! eS Poe Ries: Bie Pe ~ BO tee peepee oy a Sa a ae la RR i GT Sa a ee ee rs ee Fmemiegicters()- -° Sali Mes Bie 
But 1 eee we OIE i a ar ae Nine Re a arate a eee 0 ET RM Siar snes ae ee 
fom eS EE Ree ie i ae SUR eee eee SES 7 aaa sk. a ed ere eee we 
f bers anced ee ee oe 


Advertising Age, October 20, 1958 


REGAL HAS THE N SHOE’ 
ALL SEWED UP 


it's our new “Seriats Soft-Satch 


REGAL ~ 


SEWED uUP—A new-type stitching 

precreases leather and results in 

greater flexibility, says Regal Shoe 

Co., which is introducing its new 

shoe in 1,000-line newspaper ads 

in major cities. Emil Mogul Co., 
New York, is the agency. 


‘Oakland Tribune’ 
Sees More Market 
Expansion by 1970 


OAKLAND, CAL., Oct. 14—Popu- 
lation trends in the San Francisco 
Bay area indicate the greatest in- 
creases in the next 12 years will be 
made in Alameda and Contra Costa 
counties, the primary market of the 
Oakland Tribune, the newspaper 
asserts in a new market progress 
report. 

Bay area population leadership 
was achieved by metropolitan Oak- 
land in 1950 when for the first 
time it exceeded the San Francisco 
metropolitan area population in 
San Francisco, San Mateo and Ma- 
rin counties. 


® Since 1940 the metropolitan 
Oakland population has increased 
109% (to 1,384,800) while the met- 
ropolitan San Francisco population 
has increased 64.7% (to 1,317,100). 
The Oakland Tribune cites US. 
Census predictions that the 1950 
to 1970 population increase will be 
80% for metropolitan Oakland and 
40% for metropolitan San Francis- 
co. 

Paralleling the population gain, 
the report says, retail sales of met- 
ropolitan Oakland have increased 
from $1,032,569,000 in 1950 to $1,- 
639,558,000 in 1957—a 58.8% gain. 

During this same period the 
Tribune’s daily circulation has in- 
creased 35.8% and its Sunday cir- 
culation 41%. The paper’s daily 
circulation is now 210,537, its Sun- 
day circulation 240,809. + 


Advertisers Sign Up 
for ‘Colonel Flack’ Film 


“Colonel Flack,” the newest 


Charles Bowes Names Three 
Charles Bowes Advertising, Los 
| Angeles, has appointed Joseph M. 
|Barnett Jr., and Howard C. Bor- 
schel Jr. account executives. Mr. 
Barnett was formerly with Flet- 
cher D. Richards Inc., New York, 
as account executive on U. S. 
Rubber’s industrial products. Mr. 
|Borschel had been with Brown- 
Forman Distillers since 1951, most 
recently as assistant to the direc- 
tor of sales planning and brand 
development at company head- 
quarters in Louisville. Bowes also 


|tion manager. Previously he was, 
‘with Burke Dowling Adams Inc. | 


CBS Names Mason and Hurst 
G. E. (Buck) Hurst, formerly | 


with the CBS Radio sales depart-. 


ment, has been promoted to Pacific | 
Coast network sales manager. Mr. 
Hurst replaces Jack Donahue, who 


resigned to join KTLA, Los Ange- | 
les tv station. Gordon Mason, pre- | 
viously director of sales develop- | 
ment, has been named sales man-| 


ager of the CBS Radio Pacific net- 


|work and KNX, Los Angeles. Mr. | 
/has named John Bergland produc- ‘Mason succeeds Maurie Webster, ' Hackett Agency, New York. 


who was named general manager | 
of KCBS, CBS-owned San Francis- | 
‘co radio station. 


R. D. Spahn Semi-Retires 

Robert D. Spahn, for many years| 
vp of Criterion Advertising, New} 
York, has gone into semi-retire- 
ment in Augusta, N. J. He intends 
to act as an advertising consultant 
on temporary assignments. Prior! 
to his connection with Criterion, 
Mr. Spahn was a vp and member | 
|of the plans board of Roy S. Dur- 
stine Inc. and was also with M. H. 
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getting 100% attention? 


Expertly produced 
motion pictures 
interest the pub- 
lic—reach people 
—pvut your ideas 
on film 

Warning: select 
an experienced producer. 


Atlas Film Copeoration 
OAK PARK, ILL. 
CHICAGO PHONE: AUstin 7-8620 
Washington Chicago Hollywood 


property offered for syndication 
by CBS Television Films Sales, 
New York, has been booked in| 
more than 80 markets. In most of | 
these cities, the comedy series has 
a sponsor waiting in the wings, 
with Old Heidelberg beer set for 
a lineup of nine stations and Pa- 
cific Gas & Electric Co. down for 
seven. 

Most of the sponsor support is 
coming from the utilities, oil, food 
or beer business. Among other ad- 
vertisers backing the film are Col- 
gate-Palmolive Co., Standard Oil 
of Indiana, La Clede Gas Co. of 
St. Louis, Dayton Power & Light 
Co., Oklahoma Gas & Electric Co., 
Kroger Co., Loblaw’s Supermar- 
kets and Bell Bakeries. “Annie 


Oakley,” another CBS Films se- 
ries, has been renewed in 76 mar- 
kets by Continental Baking Co. 
The company, which has backed 
the tv cowgirl for three years al- 
ready, signed for two more. | 


AKRON, O. 
The Akron Typesetting Co. 
ATLANTA, GA. 
Higgins-McArthur Company 
BALFIMORE, MD. 

The Maran Printing Company 
BOSTON, MASS. 

The Berkeley Press 

i McMennamin 

Machine Composition Co. 
BUFFALO, N. Y. 

Sahlin Typographic Service 
CHICAGO, ILL. 

J.M. eer wre Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, 0. 

Bohme & Blinkmann, Inc. 
Schlick- Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


There are 
only four reasons for 
insisting on good typography 


in an advertisement: 


Those are 
pretty basic reasons, 
however, for giving more 
than just a passing thought to 
Creative (or Selling) Typography. 
It’s a sound idea—and it costs no more— 
to use one of the ATA members listed 


on this page for 


COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, 
Dayton Typographic Service 
DENVER, COLO. 
The A. B. Hirschfeld Press. - 
Hoflund-Schmidt Typographic Service 
DETROIT, 
Arnold- Powers, Inc. 

he Thos. P. Henry Co. 
George Willens & Company 
INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 
Mahoney Typographers, Inc. 
LOS ANGELES, CALIF. 
Adtype Service Co., Inc. 
MILWAUKEE, WISC. 
Arrow Press 


oO. 


MICH. 


Advertising Agencies’ Service Co., Inc. 


your typography. 


MINNEAPOLIS, MINN, 
Duragraph, Inc. 
NEWARK, N. J. 
Barton Press 

William Patrick Co., Inc. 
NEW YORK, N.Y. 

Ad Service Cramer 


Artintype, Inc. 

Associated Typographers, Pe 
Atlas Typographic Service, I 

ntral go“: Press, ioe. 

The Composing Room, Inc. 

Sempontien Service, Inc. 

Dinmppt By pograph ic Service, i 

A. T y 


wards Typography, I 
Graphic Arts Typegransers, ine. 
Huxley House 


ren erial Ad Service 
ic Service Corp. 


inocraft *Fyposraphers Inc. 
fompany 


Master Ty 
Chee Isen 


Frederic Nelson Phillipe: Inc. 
hilmac Typesrappers, Inc. 
Royal Ty oqrapners. Inc. 

Frederick iW. Schmidt, Inc. 
Harry Silverstein, Inc. 


ing Typogr 


Advertising Typographers Associa ton of America, inc. 


Executive offices: 461 Eighth Avenue, New York 1, N.Y. 


Supreme Ad Service, Inc. 
Tri-Arts Press, 
Frpagrepnie Craftsmen, Inc. 


Inc. 


ypographic Service Co. 


Vanderbilt. apron Typography, Inc. 
Kurt H. Volk, Inc. 
PHILADELPHIA, PENNA. 

Walter T. Armoteons. Inc. 

Alfred J. Jordan, I 
Progressive Composition Co. 
Typographic Service, Inc. 
PITTSBURGH, PENNA, 

Davis & Warde, Inc. 

PORTLAND, ORE. 

Paul O. Giesey, Adcrafters 
ROCHESTER, N. Y. 

Rochester Monotype Composition Co. 
ST. LOUIS, MO, 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

Frank McCaffrey 

TORONTO, CAN, 

Cooper & Beatty, Ltd. 
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alone 


YOUR 

BUILDING 
“PRODUCTS 

ADVERTISING 


<< 


BUILDERS AND 

CONTRACTORS 
who buy 

your products 


| j 
i I} 
ARCHITEC 
who prepare 


the plans and desi 
which set up yo 


rT sales 
z=. 


ii 


| | 
ti | 
i} 


APPRAISERS @ who appraise 
AND and finance 
LENDERS your products 
i} for inclusion 
in 
mortgages 


DISTRIBUTORS 

AND DEALERS 

who supply and 
promote 

your products 


REALTORS 
who evaluate and sell 
your products at 
the final point of sale 


HOUSE & HOME is the only maga- 
zine through which you can tell your 
sales story to all these profession- 
als who control product sales in 
home building. 

In HOUSE & HOME alone your ad- 
vertisement is read by the builders 
of as many houses as read any 
builder magazine, the architects 
of as many houses as read any 
architectural magazine, more 
mortgage lenders than read any 
mortgage finance magazine, more 
distributors than read any dealer 


magazine, more 
realty men than ouse 
ome 


read any realty * 


magazine ..... 


home building’s only industry magazine 
8 Rockefeller Plaza, New York 20,N. Y. 


_Zubrow Adds Three Accounts Give Better Market |agency with a new client entering 


Advertising Age, October 20, 1958 


_ Armstrong to Mercedes-Benz 


MISS THANKSGIVING—Movie actress Joan Bradshaw, 
| qua Thanksgiving promotion theme girl for Crys- 
| tal Pack plastic containers, shows off decorated lid 


S. E. Zubrow Co., Philadelphia, 
has added three new accounts: 
K. I. K. Co., Bethlehem, Pa. 
(brushless denture cleaner); R- 
Line Store Fixture Co., Philadel-| 
phia, and Tigrett Industries, Jack-| 
son, Tenn. (Little Orby toys). 


offered by Mutu 
Cal. There is space on the lid for advertiser’s mes- 
sage and trademark, 


Data, Freede Urges 


Business Papers | 
NEw York, Oct. 14—Business pa- 


|pers are suffering from “creeping | 


‘complacency,” an advertising agen- | 


Kudner Agency Names Gandel 

Herbert Gandel, space buyer of 
Kudner Agency, New York, will 
assume the additional duties of 
radio and tv time buyer. Mr. Gan- 
del succeeds Marjorie C. Scanlan, 
who has moved to Florida. 


Guild Names Garrison 

John G. Garrison, central divi- 
sion manager of Guild Films, New 
York, has been named to the new 
post of national syndication di-| 
rector of the tv film producer- 
distributor. 


cy president told the Assn. of Pub- | 
lishers’ Representatives here. 

S. Robert Freede, president of 
Riedl & Freede, with offices here 
and in Clifton, N.J., suggested that 
business papers could take out in- | 
surance for continued growth by | 
providing “services to the adver-| 
tising agency and its client beyond 
mere space.” 

“Few publications,” he pointed 
out, “have prepared kits with the 
latest marketing information avail- 
able in their fields. This is invalu- 
able information, specially for an 


|\a “Marketing information services, 


al Plastic Mold Corp., South Gate, 


a new field. 


so desperately needed by agency 
and client,” he said, “could be the 
sputnik to keep business papers’ 
circulation and prestige climbing in 
the next decade. 

“Business papers,” he said, “will 
have to do more than just sell | 
space in the years ahead. In es- | 
sence, they will have to become 
partners of advertising agencies in 
an all-out effort to produce great- | 
er sales for clients. 

“For the client, results are all) 
that count. If the advertising agen- 
cy does not have the marketing | 
information it needs for a particu- | 
lar industry, and business papers | 


|cannot help supply it, then busi-| 


ness papers are likely to get fewer 
contracts. 
““Magazine representatives,” Mr. 


|'Freede said, “should be able to 
N EW es . fron Dun & Bradstreet | provide agencies with information 


Million Dollar 
Directory 


Identifying for the 

first time America’s 
biggest businesses 

and the men and women 


| who manage them 


| Now in a single volume basic facts 


about 21,000 businesses with indi- 
cated worth of $1 million or more. 

For maximum utility the MIL- 
LION DOLLAR DIRECTORY is ar- 
ranged four ways. Section I lists 
businesses alphabetically showing: 


| @® Address @ State of Incorpora- 
| tion @ Standard Industrial Classifi- 
| cation Numbers for Major Functions 
| @ Description of Business Func- 


tion § Name and Function of Operat- 
ing Divisions @® Sales to nearest 
million @ Number of Employees 


| @ Names of Officers, and functions 
| where known @ Names of Directors 


@ Names of Individuals responsible 


for Purchasing and Production, 
| where available. 


Section I] lists businesses by cities 


| and towns; Section III is arranged 
| by line of business; Section IV is an 
| alphabetical arrangement of Officers 
' and Directors. 


The MILLION DOLLAR DIREcTORY, 
ready January Ist, puts at your 
fingertips facts about clients and 
prospective clients—to build mail- 
ing lists—to plan sales promotions 
—for market studies. 


ACT NOW — SAVE $14 
on special pre-publication Charter 
Subscription offer of $84.50. Regular 
price, $98.50. 

Use coupon for additional information. 


DUN & BRADSTREET, INC. 


eee eee ee eee -<-4 


DUN & BRADSTREET, INC. 
Direetory Division, Dept. A 
99 Church Street 

New York 8, New York 


© Send us more information on your 
MILLION DoLLAR DirecToRY 

O Reserve copies of the 
Mixti0on DoLLaR Directory. Bill 


"}sultant to the Sherry Publishing 


and advice. If an agency is using 
the wrong approach to sell a par- 
ticular market, the business paper 
serving that market should tell the 
agency what it is doing wrong and | 
why, and how to correct it.” # 


‘N.Y. Mirror,’ ‘News,’ ‘Times’ 
Hike Sunday Price Outside N.Y. 
Three New York newspapers 
have increased prices of Sunday 
editions for papers sold outside the 
metropolitan area. The New York 
Mirror, which increased its Sunday 
edition price to 15¢ beyond the 
suburbs some time ago, has hiked 
its Sunday price to 15¢ from 10¢ in 
Canada. The New York News has 
raised its price from 10¢ to 15¢ for 
Sunday papers sold beyond a 50- 
mile radius, as has the New York 
Times, which now sells for 35¢ 
beyond the suburbs, up from 25¢. 


Gramercy Adds Two 

Frank Millman Distributors, 
Newark, distributor of record 
players, radios and air condition- 
ers, has appointed Gramercy Ad- 
vertising Co., New York, to handle 
its advertising, merchandising and 
promotion. The agency’s research 
bureau has been appointed con- 


us later. 
TO as seven endneendoisrnce's% 
CRN. 60 sin Karr ndesahb vers the 
AGG OR, 4 0.0.0.000.000nibee ph diasrraneda : 
FT tin eT Zone... . State... ; 
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Co., New York, for its Jewelers’ 
Buyers Guide and its new publica- 


F. L. Armstrong has been named 
general sales manager of Mer- 
cedes-Benz Sales Inc., South Bend, 
Ind., new subsidiary of Stude- 
baker-Packard Corp. Mr. Arm- 
strong, who joined Packard Motor 
Car Co. in 1941, was named assist- 
ant to the general sales manager 
of Studebaker-Packard in 1956 and 
was placed in charge of domestic 
sales of Mercedes-Benz cars in 
August of last year. Richard A. 
Baldwin, formerly a Studebaker- 
Packard district sales manager, has 
been named administrative man- 
ager of Mercedes-Benz Sales. 


Jacobson Boosts Two 

F. Jacobson & Sons, New York, 
maker of Jayson and Excello shirts, 
pajamas and leisure wear, has pro- 
moted Paul Groetzinger to vp and 
general sales manager and John 
K. Northway to assistant general 
sales manager, following the resig- 
nation of Monroe L. Mayer as 
senior vp and general sales man- 
ager. Mr. Mayer is continuing as a 
sales consultant. Mr. Groetzinger 
formerly was midwestern sales 
manager. Mr. Northway has been 
advertising and sales promotion 
manager. His successor will be ap- 


pointed shortly. 


“Certainly agencies and studios, too, as grow- 
ing sales records prove. 


Filmotype is “the” means to a desirable 
oui profitable busi iidine? 


oe ig! 
It's remarkably easy to produce highest 
quality repro proofs right from the 
Filmotype machiné. Actually invites your 
layout department to be as creative and 
eye-catching as desired. Whatever the 
Situation, Filmotype quickly supplies the 
typography and lettering called for. 
wality and readership go up... your 
costs go down! See what we mean.. . 
have a Filmotype demonstration in 
your own office . . . it’s an education. 
@ Unlimited type selection! The right alphab 
available for any approach. 
®@ Easy (and fun) to operate ... anyone 
becomes an expert after brief instruction. 
©@ Low cost “Poys-for-ltself” plan makes 
Filmotype easy to own. 


“USE THIS. COUPON Seeing the 
Operate deserves priority consideration if it's 
quality and economy you're after. 


RSS ao © a mo oS po a my 


| betel eae 7500 McCormick Bivd., 
‘okie, lll, 
| |- § Have the Filmotype representative make 
| @n appointment in my own office for a 
demonstration. 
| (7) Ser4,me, further information about the 
Filmotype Photo Lettering Machine. 


Name. 


|tion, Jewelers’ Spring & Fall Pre-| 


view. 
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Popai Panel Hits 
Practice of Asking 


for ‘Free’ Designs 


(Continued from Page 1) 
requirements, Mr. Harris said. 
These invitations include a four- 
page, one-color set of specifica- 
tions, “including the ways the 
logotypes of their two brands must 
be used on all submissions. The 
implication is that quantities will 
range from 2,000 to 5,000. 


= “They provide no information 
as to what type of material they 
have bought in the past,” he con- 
tinued, “or what types they think 
they may want this year, the tenth 
in a series of such contests. The 
1958 debacle swindled a total of 
350 entries from 60 different pro- 
ducers,” Mr. Harris said, without 
costing the agency or the company 
anything at all. 

The problem of receiving all 
these entries made it “inconveni- 
ent,” he added, for either the agen- 
cy or the company “to discuss 
any of the entries or problems 
with the suppliers, either in per- 
son or in response to repeated let- 
ters. The freely contributed spec- 
ulative samples were so little 
‘appreciated’ that the recipients 
wouldn’t even spend the time or 
extend the courtesy of discussion 
or correspondence,” Mr. Harris 
maintained. 


= “We have been trying for weeks 
to find out how many of the 350 
items submitted were purchased 
from how many of the 60 com- 
petitors. They so far have refused 
to tell us, probably for fear that 
as an industry we may wake up 
to the fact that we have been had 
for years, and shut off the flow 
of free goodies. It might even 
come to pass that out of his 15% 
the agency owner might have to 
pay for samples or do without,” 
he said. 

Mr. Harris called for “a halt to 
this nonsense” by formulating a 
new code fair to buyers and sellers 
“alike” and “eliminate as much 
senseless waste as possible.” 

Earlier in his presentation, Mr. 
Harris said he discussed the prob- 
lem of speculative presentations 
with a large buyer. 


s “This buyer purchases about 
$3,000,000 worth of point of pur- 
chase materials a year, and one 
of his more successful suppliers, a 
knowledgeable broker of lithog- 
raphy, assured him that he was 
happy with the speculative ar- 
rangement because he batted 40% 
successfully,” he said. “In other 
words, only 60% of his creative 
cost was wasted. The large buyer 
has said that he will seriously 
consider changing his policy and 
agree to pay for all authorized 
models if his principal suppliers 
will sign a proposed new policy 
statement indicating that they 
want them to pay for all models. 
The trouble has been that when 
asked if everything about this pol- 
icy is agreeable, most salesmen 
have assured the buyer that they 
were very happy about the busi- 
ness they are getting—just don’t 
rock the boat.” 

Unless the industry gets togeth- 
er on some sound and sensible 
business practices, a lot of boats 
may swamp, Mr. Harris said. 

His proposal: refuse to specu- 
late with more than four compa- 
nies. 


a Another proposal, by Richard E. 
Vogt, president of Kirby-Coge- 
shall-Steinau Co., Milwaukee, a 
director of Popai, was: Refuse to 
knowingly bid on another man’s 
design and confine presentations 
to a limited number of sketches. 
“Quoting on a re-run of an item 
that someone else has produced 
originally is in the same category 
as bidding on someone else’s de- 
sign,” he said. 


| 


IN RECOGNITION—Keith J. Evans (right), first president of the Na- 
tional Industrial Advertisers Assn. (1922), accepts plaque given in 
recognition of his contributions to industrial advertising. The plaque 


was presented at a meeting of the 


Chicago chapter of NIAA by G. D. 


Crain Jr., publisher of Advertising Age, Industrial Marketing and 
Advertising Requirements. 


Chicago NIAA Unit 


Honors Keith Evans 


Cuicaco, Oct. 14—Members of 
the Chicago chapter of National 
Industrial Advertisers Assn. paid 
tribute last night to Keith J. Evans, 
first president of NIAA when it 
was formed in 1922. 

Mr. Evans is retiring as market- 
ing and public relations consultant 
at Joseph T. Ryerson & Son, Chi- 
cago steel company, Nov. 1. 

G. D. Crain Jr., publisher of 
ADVERTISING Ace, Industrial Mar- 
keting and Advertising Require- 
ments, presented Mr. Evans with 
a testimonial plaque “in recogni- 


tion of his many years of service 
and leadership in industrial adver- 
tising.” 

Mr. Evans, who started with 
Ryerson as an office boy in 1912, 
became ad manager of the com- 
pany and in 1921-22 was elected 
president of the Engincering Ad- 
vertisers Assn. He persuaded the 
Associated Advertising Clubs of 
the World (predecessor of the Ad- 
vertising Federation of America) 
to establish an industrial depart- 
mental, and was subsequently cho- 
sen first president of NIAA. 

He was director of marketing 
and public relations of Ryerson 
until July, 1957, when he was 
named consullant. + 


might expect to save money on a 
re-run by shopping around but 
this is where some irresponsible 
price competition has come in. 
To quote a low, unrealistic price 
for a re-run of another supplicr’s 
idea is bad practice. 

“It brings no proof to the pro- 
ducer, it encourages a misunder- 
standing in the mind of the buyer 
about the fair extent of initial 
cost, it deprives the original pro- 
ducer of an additional profit on 
his creativity, and if the custo- 
mer is known as a ‘shopper’ he will 
not get the best price on the origi- 
nal run because the original sup- 
plier knows that it might be t!.e 
only opportunity to profit from his 


idea,” he continued. “If we cor-, 


demn the customer for shopping 
around, we must condemn with 
equal vehemence the producer 
who thinks he is smart by taking 
a re-run job away from the ori @i- 
nal supplier through the unfair 
means of an uneconomic price.” 


a Mr. Vogt concluded that Popai 
as industry spokesman has the 
responsibility to take a_ strong 
stand. “Outward manifestations 
such as contracts, rubber stamps 
and trade practice rules serve to 
support ethical suppliers, but let’s 
be realistic. 

“To raise the level of our prac- 
tices depends on the integrity of 
the large maj rity of the members 
of o-r industry,” he said. “When 
sound practices are the daily rou- 
tine of many suppliers, everyone 
will benefit. Until that time those 
who feel a conviction about this 
will have to be patient, even suf- 
fer a disadvantage occasionally.” 

He added: “High grade people 
among producers and buyers find 
a satisfactory answer in their mu- 
tual confidence znd respect, which 


ing, a record of promises kept, 
|and quality maintained. Such peo- 
;ple don’t need rules. But for the 
|minecrity, there must be laws, and 
\for the occasional sharpy there 
must even be some barbed wire.” 


® Popai President O. H. Stark, vp 
and sales manager of Snyder & 
Black, told ApvertistInc AcE the 
subject of speculation is not cov- 
ered adequatcly in the Popai code 
of ethics adopied two years ago. 
He wrapped up the panel pres- 
entation by listing four things 
Popai can do to put substance be- 
hind the panelists’ proposals. These 
are: 
Bn * 


“opai has inaugurated a new 
jc rs’co to its members—a point of 
yeichtse pocket newsletter, a 
monthly digest to general man- 
agement, advertising management 
jand agency executives containing 
|eapsule case histories of success- 
ful p.o.p. promotions, industry 
itrends and other pertinent infor- 
| mation. 


| 2. Working with the Popai ad- 
vertiser advisory board and with 
|other advertising associations, the 
institute plans to develop an au- 
|thoritative brochure covering the 
\responsibilities of the producer 
|and the user in the production of 
merchandising materials. 


3. Working with its trade prac- 
tices committee, Popai will issue 
|a series of trade practices reports 
| showing instances where there are 
serious infractions of good trade 
practices. 


4. The institute will start an 
educational advertising program 
through trade paper advertising 
|to tell its story to producers who 
lare not Popai members and to 
/users and potential users of point 


“The customer | grows out of a history of fair dv:al-|of purcha”. # 
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Film Man, Adman Blast 
Kickbacks on TV Ads 


(Continued from Page 1) 
be permitted to work with us.” 


s Mr. Mogul wrote the letter fol- 
lowing trade reports that the graft 
in tv commercials had become so 
widespread as to be almost rou- 
tine. 

Other agencies contacted : this 
week were very much aware of 
kickback reports, but their ;;eneral 
reaction—and many did not even 
want to be quoted on that—was 
“it doesn’t happen in our agency.” 

On the other hand, the suppli- 
ers, the men who reportedly have 


to do the bribing to get the busi-| 


ness, were for the most part dis- 
inclined to minimize their dilem- 
ma. An exception was Transfilm, 
whose president, William Miese- 
gaes, said: “It is a well known fact 
that the majority of tv commer- 
cial business is rotated,” that most 
major producers, at one time or 
another, produce for practically 
every product advertised on tv. 


# But William Gibbs, director of 
tv commercial production for 
MGM-TV, Hollywood, told AA 
that MGM had been approached 
many times with obvious come- 
ons for payoffs. For example: 

“An agency man may put on the 
squeeze by saying that he has had 
so much experience with commer- 
cials that he would like to direct 
the commercials himself—for a 
fee, of course. 

“An agency man has said he 
would like to come out to Holly- 
wood to supervise the filming of 
the commercial and we would be 
supposed to pay his ticket, living 
and any extra hotel bills, then he 
goes back and turns in an expense 
account for the same amount. In 
a case like this, we might call his 
superior and say that if the agency 
wanted to send him out to Holly- 
wood, we could include the cost 
of it in our estimate.” 

Mr. Gibbs said MGM-TV’s 
problem is “to fight this type. of 
competition from the fly-by-night 
producers who can wheel and deal 
whereas we can’t. Our first step 
in eliminating any possibility of 
its occurring has been not to have 
our salesmen sell on a commission 
basis. That is where a great deal 
of this takes place. A salesman 
working on a commission and des- 
perate for a sale will offer to split 
the commission, which may 
amount to $1,000 or more, with the 
agency man. We give our sales- 
man what we consider to be a 
good, liveable salary and we have 
refused to consider paying off to 
anybody.” 


s Several people raised the point 
that kickbacks are no worse— 
however bad—in tv film com- 
mercials than elsewhere in any 
business where a single individual 


may make a big buying decision. | 


Among them was Arnold Kaiser, 
vp of MPO Television Films, who 
said his company has 
controls set up to limit chances of 


internal | 


kickbacks and questioned “‘wheth- | 


er it is a good or bad thing to 
throw light’ on this problem. 

But Ted Westerman of Wild- 
ing Picture Productions expressed 
delight that “somebody has the 
courage to raise the issue.” Mr. 
Westerman, who said he isn’t par- 


ticularly active in the commercials | 


area any more, gave agencies with 
“stature and reputation” a pretty 
clean rating, with “rare excep- 
tions.” However, he thinks the 
dishonest practice has grown along 
with tv’s billings growth. 

But another very big film com- 
pany—the executive asked that 
his name as well as the name of 
the producer be withheld—singled 
out four of the country’s top agen- 


cies as the very worst offenders 
He said the payoffs go to the com- 
mercial film production manager. 


® Among agency comments: 


BBDO—“This is a case of one 
bad apple spoiling all of us. There 
are a few who do it. But certainly 
reputable agencies like our own 
wouldn’t have that type of people 
working for us,” said Herminio 


| Traviesas, vp and manager of the 


radio-tv department. He said 
BBDO deals with practically all 
the producers at one time or an- 
other, selecting them on the basis 
of who is good for animation, live 
action, outdoor photography or 
whatever the script calls for. He 
added that this kind of talk has 
been going on for years and that 
it also comes up in connection with 
people who make buying decisions 
for any types of material or me- 
dia. He said he personally had 
never been approached with a 
great offer. 

William Esty Co.—‘“I have 
warned my staff very strongly 
against anything of the sort and I 
believe in their personal integ- 
rity. They know that if I got any 
wind of any such thing happening, 
they immediately would be fired. 
I personally have never been ap- 
proached ... and I have never had 
to fire anyone at the agency for 
this reason. I have heard about 
so-and-so and such-and-such be- 
ing a quick buck artist, but it is 
all hearsay and I don’t take it for 
a fact until I have seen it with 
my own eyes,” Joseph Forest, vp 
and commercial, radio and tv di- 
rector, said. 


® Two agencies that didn’t want 
to be named said they have guard- 
ed against temptation by having 
more than one person responsible 
for the assignment of film com- 
mercial contracts. 

One film company complained 
that AA was “opening up a bag 
full of worms.” This film man said 
there is no way of stamping it out 
entirely, but he offered this sug- 
gestion to agencies: 

When assignments are to be 
made, he advised that agencies 
call all interested producers to a 
briefing session on the job to be 
done and then invite the submis- 
sion of sealed bids. But the film 
man thinks the contract should 
go, not necessarily to the lowest 
bidder, but to the man who can do 
the job best at the price offered. + 


Package Designers Elect Fink 

Karl Fink, head of Karl Fink & 
Associates, New York, industrial 
designer, has been elected presi- 
dent of the Package Designers 
Council, New York. 


® 
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The Art and Secrets of Chinese Cookery 
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7 CHINESE TREATS—LaChoy Food 

Products will run this page ad in 

the November issue of McCall’s 

which features seven Chinese spe- 

cialties and offers a 32-page recipe 
booklet 
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THE ADVERTISING 


| 


>; Market PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines — 


(maximum—two) 30 letters and 


sentative 
Angeles, 8. 


HELP WANTED | 
Representative for established quality 
Custom Coler Lab. Sell top quality Dye 
Transfers as well as Type “C”, Dupes, 
Art Copies to agencies. Following pre- 
ferred. Compensation Flexible. 
kept confidential. 

Box 1836, ADVERTISING AGE / 
480 Lexington Ave., New York 17, N. Y. 


MOLENE 


Editors iene ..Publie Relations 
Copywriters : * dvg. Managers 
Artists Media .....Production ......5ervice 


“All is grist, which comes to our mill” 
Andover %-4424, 105 W. Adams St., Chge 3 
Account Executive: Medium size Ohio 
agency wants AE to service some present 
accounts and develop new business. 

Box 1928, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilinois 


CREATIVE DIRECT MAIL WRITER 
Would you like to plan and write direct 
mail advertising (not mail order) pieces 
and campaigns for manufacturers and re- 
tailers? There's a job open in a well- 
established direct mail agency in Ohio. 

Write Box 1929, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
460 E. Ohie St., Chicage, SU 7-2255 
ADVERTISING MANAGER 
MAIL ORDER AND RETAIL 
Required—experience in newspaper adver- 
tising, copy and production, planning and 
producing small consumer catalogs of 
jewelry and gifts, direct mail creation 
from idea to finish, promotional sales let- 

ters. Self-starter—age 28-35. 
Rewarding opportunity for growth but 
requires shirt sleeve work. Salary com- 
mensurate with ability and experience. 
Atlanta, Georgia location. State complete- 
ly experience, background, past employ- 
ers and earnings in own handwriting. All 
replies confidential. 

Box 1930, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF PLACEMENTS 

GEORGE WILLIAMS—PLACEMENTS 

109 So. State St. HA 17-1991 Chicago 


Sales Manager to develop sales for print- 
ing and publishing house in Philadelphia. 
Must be capable of developing sales ideas 
to gain new business in agency field and 
brochures for schools and industry. Sub- 
mit resume to: | 
Box 1931, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING-MARKETING 
Dir. of Advtg., Cosmetics ............ to .. ; 
Product Adv. Mgr, Cosmetics ....to .. $25,000 
Market Research Dir, Cosmetica ....$18,000 
SHAY EMPLOYMENT AGENCY 
55 Fast Washington, Chicago 2, Il. 


AGENCY EXECUTIVE AVAILABLE 


Highly successful in many areas 
—account supervision, marketing, 
creative, plans board. Also, as 
agency officer, well versed in man- 
agement, organization, procedures, 
and administration. Strong on 
consumer packaged goods. ow 
industrial field, too. 
Seeking permanent affiliation with 
well established, successful agen- 
cy, or a smaller one with a nucle- 
us of the abilities necessary to 
growth. 
alified for, and interested in, 
e following positions: 
—Account Supervisor. 
—Policy, administration, super- 
vision, and general manage- 
ment responsibilities. 
—Marketing Director. 
—Manager of Chicago office of 
agency with headquarters 
elsewhere. 
Box 267, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


spaces per line; upper & lower case 40 per line. Add 
two lines for box number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
(Classified only); Classified Departments, Inc., 4041 Mariton Ave., Los 
Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 
preceding publication date. Display classified takes card rate of $18.75 per column 
inch, and card discounts, size and frequency apply. 


ee AGE PAID CIRCULATION FOR 
6 MONTHS €NDING JUNE 30, 1958 


| 


41,961 — 


POSITIONS WANTED 
EXPERIENCED SALESMAN 
Seeking new opportunity to further an. 
already successful career in the promo-) 
tion, advertising sales and public rela- 


invited. i 


Box 1932, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


12 years exp: 4A agency, company, retail. 
Strong creative + merchandising, contact, 
campaigns, 34, BA, married. For resume 
write Box 1933, ADVERTISING AG 
480 Lexington Ave., New York 17,N. Y. | 
ADVERTISING MANAGER 
Agency, Newspaper, Building Products| 
and Industrial advertising experience. 
Work with agency and top management. 
Age 37, married, family, veteran, M.A. 
degree. Salary $7200 to $8000. Prefer Mid 
west. R on request. Write i 
Box 1934, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois | 


SPACE SALES 
successful space sales experience 
—trade, industrial, financial, and con- | 
sumer. Fully acquainted with agencies | 
and clients in Ohio and Western Pa. Un- 
der 40. College Grad. Excellent ref. 


Box 1935, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Layout artist highly creative industrial 
& retail. 4 years experience. Salary open. 
Box 1936, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Illinois | 
CREATIVE YOUNG ART & PROD. MAN 
8 years exp., 6 with international mag., 
% million cire. Also handled advt. pro- 
motional brochures, booklets, direct mail 
& mag. advt. Strong in layout, illus 
& photography. I know offset, letterpress 
printing and typography. Salary open. 
Married, age 29 
JOS SCHIAVO 347 4ist St. 
Downers Grove, lil. Wo 8-5878 


LOOKING FOR A GOOD BUY? 
PR man, ex-newsman, editor, publicist, 
now employed Madison Ave. as PR writer. | 
Can't tell more here because boss also 
reads this. Non-flanneled, creative, hard- 
working;real“buy”’for ad agency,PR firm. 
Box 1937, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


TUMBLE LINE ADS 
Give me the chance to write 
your rhyme— 
I'll help sell your product 
in double-quick time— 

Describe your needs....$1.50 a line. 
RANDLES Box 1163 HUTCHINSON, KAN. 
ADVERTISING, SALES PROM. MGR. 
20 yrs. exp. Last 12 yrs. creative director, 
prod. mgr. with 4A agency. Salary $8,000 
to $10,000. R on req t | 

Box 1938, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois | 
ACCOUNT EXECUTIVE OR AD DEPT. | 
9 yrs. experience, over 5 with agencies | 
as AE on farm and industrials. Know all | 
phases of agency operation & manage- | 
ment. Good background on copy, produc- | 
tion, research, & marketing. Present loca- | 
tion midwest. Age 35, married, will relo- | 
cate anywhere. Resume sent to all replies. 
Box 1939, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, lIlinois 
INDEPENDENT GRAPHIC DESIGNER 
would like to provide accomplished serv- 
ices for one or two additional clients. Di- 
versified experience. 
Box 1942, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EDITOR—PRINTER. Able, exper. news- 
Paperman available for newspaper, week- 
ly magazine, publicity, adv. production. 
Prefer L.A. area. Clarence Martin, 
Rowena Ave., LA 27. NO 1-7800. 
COLLEGE GRADUATE—with experience 
in newspapers, magazines, public rela- 
tions and advertising work, desire per- 
manent position. HOllywood 9-7273 (LA) 


REPRESENTATIVES AVAILABLE 
NEWLY FORMED REP ORGAN 
offering quality coverage to publishers 
interested in bldg. vol. from NYC area. 
Box 1940, ADVERTISING AGE 

480 Lexington Ave., New York 7, N. Y. 


9 yrs. 


This small Chicago agency servicing 
a variety of national accounts is un- 
dergoing its first major expansion of 
creative staff. 

The man who joins us today will 
move farther and faster than he could 
elsewhere—and his work load will be 
commensurate. 

He must be an experienced and 
versatile copy writer. He will get his 
facts directly from clients, and must 


952 NORTH MICHIGAN AVENU 


UNUSUAL OPPORTUNITY FOR 
A COPY WRITER WHO IS TOUGH ENOUGH 
TO REALLY WORK FOR IT. 


HENRY B. KREER & CO. 


ADVERTISING 


be the kind of individual who likes 
to work with both. 

He will be worth more than his 
salary, which will not be in “five 
figures”—but he will be making no 
greater sacrifice than the rest of us 
against a really unusual growth op- 
portunity. 

If you believe you are this man, 
please address your qualifications in 
writing to: 


E + CHICAGO 11, ILLINOIS 


& 


BUSINESS OPPORTUNITIES 


TRADE MAGAZINE WANTED 
Wish to buy a going property. Will take 
all or part. Arrangements possible for 
owners desiring long term payout 

Box 1926, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
MISCELLANEOUS 
YOUR SUBSCRIBER SURVEYS— 
if they are to win agency and advertiser 
acceptance, must be done by experts . .. 
ERDOS and MORGAN clients include 
such outstanding publications as the At- 
lantic, Harper's, Nat'l Geographic, Red- 
, Time, Wall St.J’nl, and many others. 
ERDOS and MORGAN 
Mail Survey Specialists 
1181 Broadway, New York 1, MU 4-5191 


Marketing counsel, designing, prototypes 
and production available to agencies sin- 
cerely interested in “piping in” the force 
of national advertising at the point-of- 
sale. 


| le. 
Replies | tions field. Exchange of correspondence! we offer a workable plan that under- 


stands the ad agency problem in rela- 
tion to the clients’ need for dealer mer- 
chandising. Twenty years experience with 


| ACOT. EXEC.-BRAND MGR.-ADV. MGR. ‘OP accounts. Replies confidential. Write 


Box 1941, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PRIVATE OFFICE, furnished. alr cond... 


use of reception room, in P.R. firm’s 
suite, General Motors Bidg., New York, 


ClIrcle 7-3537. 


OLD TOWN STUDIO APT. 
$160 to $170 

2 bedrm., firepl., new kit. 

Also garden apt. Pvt. patio. 


See Bornet, 450 Webster or 
ANdover 3-6176 — Chicago 


OPENING 
FOR AN ACCOUNT EXECUTIVE 


If you would like to become an asso- 

ciate in a medium-sized Chicago 

agency; have some billing and can 

take over additional accounts, see 

us for 

@ More opportunity for increased 
income 

@ More freedom of action 

@ More future 

We are a sound and successful agen- 

cy with many years of experience in 

many fields. Write for an appoint- 

ment with our President. All replies 

confidential, of course. 


Box 269, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


consultant 

to agencies, advertisers 
and media on management and 
sales problems. Results guaranteed. 
Write for chart of services. 


W. H. LONG 5347 N. SANTA MONICA 


MILWAUKEE 17, WIS. * WOODRUFF 2-6100 


SALES RESEARCH MAN 


Manufacturer of fast moving con- 
sumer items requires a man to 
organize a department to feed mar- 
keting facts to the Sales Department. 

man should: have experience 
with fast moving consumer items, 
be accustomed to working with large 
national advertising budgets, have 
working knowledge of the various 
research services, must have expe- 
rience in the practical sales appli- 
cation of research and marketing 
information. This is an excellent 
opportunity, with a solid, aggressive, 
growing company, to organize and 
head up a department that will in- 
crease in value as the company 
grows. Excellent salary. Good fringe 
benefits, etc. Box 270, Advertising 
Age, 200 E. Illinois St., Chicago 11, 
Illinois. 


WANT A * 
BETTER JOB? 


Good resumes make a big difference. 
Our kit helps you write your own. 
Includes (1) instructions for writing; 
(2) suggestions for best use; (3) sam- 
ples of successful resumes; and (4) 
costs of printing resumes. For com- 
plete kit, send $2 to 


RESUME SERVICE 
Box 13 Bath, Ohio 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines— a complete 
bianketing of the American magazine 
field as listed in Bacon’s Publicity Checker. 
You can check your own publicity, compe- 


tition’s publicity, competitive advertis- 
ing or subject research. Here is the 
complete service for magazines. Best 
coverage, fastest service, highest 
accuracy. 
* BUSINESS * FARM 
* CONSUMER 


Send for Booklet No 56 
ne Business Uses Clippings’” 
BACON'S CLIPPING BUREAU 
RA Es: _, Chicago 4, Uinors- 
oi naar ries 28419 


elt Zo) ured 


eras 
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Airing of Liquor Ads 
Sparks NAB Conflict 


(Continued from Page 2) 
| protest from NAB, of which it is a 
| member, protesting the acceptance 
of liquor advertising. There have 
been complaints from the Women’s 
Christian Temperance Union. 
Mr. Jones said he didn’t know 
| that the NAB code bans hard liquor 


AE, air conditioning. Agency 
exp. Big account, big agcy. 
MEDIA DIR., big growing agey. 

COPY, all-around. Foods, 
consumer. Big agency. 
COPY, proprietary drug. TV- 
radio. Print, some TV pro- 
duction helpful. $12-15M 
SLS. PROM., agency. Creative, 
contact. Consumer, incl. food. to $10M 
SLS. PROM. MGR. Agency or 
mfr. consumer exper. Trade 
shows, some publicity. to $9M 


GLADER CORPORATIO 


Dir. Adv. Div., 
CE 6-5353 


to $20M 
$17-19M 
$15M 


Don Harris, 
110 8S. Dearborn 


Fe ou 


1958 - 1959 
| votes WHOLESALE «ou 


RP §- AUTOMOBILES: 


all models BOX 331, BERKELEY 
AUTO-DEX CALIFORNIA 


advertising. (The code reads: “The 
advertising of hard liquor should 
not be accepted.”) When informed 
that it does, he replied, “We sin- 
cerely believe in the NAB and what 
it stands for, but we think there is 
nothing wrong with accepting this 
kind of advertising for our type of 
audience.” 


® Francis Kadow, geenral man- 
ager of the Manitowoc radio sta- 
tion, told ApverTIsING AGE his sta- 
tion has revised its policy because 
“we wanted to be a little realistic. 

“If The Saturday Evening Post 
can change its policy and take 
liquor advertising, we can do so, 
provided the advertising is han- 
dled with good judgment and good © 
taste and at the proper time,” 
Mr. Kadow said, “like grown-up 
men and women, not like little 
children.” 

He said he thought the step was 
especially appropriate in Wiscon- 
sin which, he asserted, has the 
highest consumption rate for beer 
and wine of any state and the 
lowest alcoholism rate. 

“Of course,” he said, “we 
wouldn’t carry liquor commercials 
on a high school basketball show, 
but we might, for example, on a 
pro football game. 

“This broadcasting business is 


ASSISTANT ADVERTISING MANAGER 


Here’s a terrific opportunity for a young man with ideas 
and ambition. We’re the world’s largest manufacturer of 
a line of nationally-advertised consumer products. We 
want someone who can make a place for himself in our 
expanding marketing division. Our requirements: at 
least two years of advertising experience (company or 
agency) PLUS the initiative and aggressiveness to see a 
job through from start to finish. If you're interested in 
moving ahead with a growing company, tell us about 
yourself. Send a complete resume to: Box 271, Advertis- 
ing Age, 200 E. Illinois St., Chicago 11, Illinois. 


The Midwest's 

outstanding placement 

service for Adv. * Art & 
allied fields. 

By appointment only 

59 E. MADISON + SUITE 1417 

CHICAGO 2, til. 

CEntral 6-5670 


JOHN ANDREWS 
poultry livestock artist 


STOCK ART SERVICE © 1504 


— Health - Happiness - Profit — 


city. 


St., Chicago 11, Illinois. 


A RETIRED MAN’S DREAM OR A YOUNG MAN’S OPPORTUNITY 
A three man agency for sale in Southwest’s fastest growing 


Has been operating successfully for 13 years. 

Gross billing in 1957 exceeded $220,000. 

Net profit approximately $24,000. 

Affiliated with Agency Associations. 

Excellent year around climate with vacation surroundings. 
Present owner would remain 6 months if desired. 

Total price $47,800—full particulars and statement are 
available to interested parties. 


Please write Box 268, ADVERTISING AGE, 200 E. Illinois 


@ The Four Sixty-Five’s BULL PEN 
is dedicated to the 
advertising, newspaper, radio 
a ee Ne 


The Bull Pen room 


We feature: Generous martinis and 


GR. 


@ Rooms for Private Parties _ 
@ specialize in dinners 


4G Lexington Restacrant LEXINGTON AVE., BET. 45th AND 4éth ST., N.Y. 


$t., @maha, Nebe. 
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ges! 


Hanlon 


solid enough to stand up against 
the dry. organizations,” he said. 
“Our skirts are clean.” 

He indicated that he expected 
that the bulk of whatever liquor 
business the station may get to 
be national rather than local. 


® In commenting on “rumors that 
one or two radio stations in the 
country may be willing to broad- 
cast hard liquor commercials,” Mr. 
Fellows said: 

“In this free nation the radio 
and television broadcasters have 
voluntarily elected not to accept 
hard liquor advertising. While a 
station may have the right to carry 
such advertising, there is a moral 
question. Broadcasters decided 
long ago that the public interest is 
best served by not broadcasting 
hard liquor commercials. 

“The soundness of this decision 
is underscored by the overwhelm- 
ing public approval it has won. As 
far as I know there are no hard 
liquor commercials on the air at 
this time, and it would be re- 
grettable if there ever were.” 


= Speaking to the radio station 
men, Vincent Wasilewski, NAB 
manager of government relations, 
pointed out that the drys’ attempts 
to promote legislation prohibiting 
the advertising of all alcoholic bev- 
erages are a continuing threat to 
the industry. He predicted a “real 
legislative hassle” should hard liq- 
uor be advertised on the air. 

The voluntary abstinence of sta- 
tions from carrying liquor adver- 
tising, he said, has been an 
important factor in congressional 
decisions to eschew controlling 
liquor advertising by law. 

This threat, however, is only a 
secondary consideration in NAB’s 
position on hard liquor advertis- 
ing; the important consideration, 
he said, is the moral one. 


s The possible existence of a trend 
toward more ad libbed commer- 
cials was brought up in a panel 
discussion among radio station 
men, 

Robert Fehlman, manager of 
WHBC, Canton, O., asked the pan- 
elists if they shared his feeling 
that advertisers and agencies are 
asking for more ad libbing. He 
expressed concern that if the prac- 
tice grows widespread it will 
wreak havoc with station record 
keeping and possibly with stations’ 
relations with the Federal Com- 
munications Commission and the 
Federal Trade Commission. 

Mr. Fehlman cited instructions 
in connection with a Clapp’s baby 
food commercial which said the 
advertiser “would like the com- 
mercials to be ad libbed unless the 
[performer] is a confirmed bach- 
elor and has so told his audience 
over and over again.” 


# Mr. Fehlman told ApvERTISING 
AGE that four or five advertisers 
in the past six months have sent 
fact sheets to his station and asked 
that the local personality put the 
material on the air in his own 
words. Some of these have been 
national, he said, others regional. 

In many cases, he said, ad- 


Calibraro 
RADIO-TV MEN—Informal groupings formed, reformed and unformed at the reception held 
at the Milwaukee regional meeting of the National Assn. of Broadcasters. At left, Jim 
Hanlon and Dan Calibraro, WGN, Chicago, and Robert McIntosh, of WWJ, Detroit, 
enjoy a quip by Haydn Evans, of WBAY-TV, Green Bay, Wis. Getting a laugh in cen- 


Mcintosh Livesay 


vertisers have asked that the sta- 
tion personality lead into and/or 
out of the prepared commercial 
with ad libbed phrasing. 

“T don’t see any particular dan- 
ger in doing this with a lead-in,” 
Mr. Fehlman said. “It delivers a 
little warmth with the selling mes- 
sage. 

“But if we are faced with in- 
creasing requests for ad libbed 
commercials given from fact 
sheets, despite the pressure on us 
to avoid exaggerated claims and 
the necessity to avoid copyright 
infringements, I think that is a 
danger.” 

An announcer who must deliver 
a multitude of commercials in the 
course of a week might well in- 
advertently use one advertiser’s 
phrase when ad libbing commen- 
tary on another advertiser’s prod- 
uct, he pointed out. 

Besides putting a burden on the 
station personality delivering the 
commercial, he said, it also adds 
to the station’s record-keeping 
chores. 

“We're in for an FTC check 
shortly,” he said, “and we’re just 
going to tape everything to be on 
the safe side.” 


® Sterling B. Beeson, president of 
Headley-Reed Co., New York, sta- 
tion representative, told Mr. Fehl- 
man he thought the ad libbing 
threat was not as great as the 
Ohio broadcaster had indicated. 

Recalling a Life campaign which 
had asked for ad libs, for the “ob- 
vious” reason that this would en- 
able broadcasters to localize the 
advertising, he said that so far as 
he knew the practice is rare and 


Safford Diehm Lazar 


used only in situations in which it 
seems especially appropriate. 


® A suggestion that stations be 
circumspect in dealing with new 
agencies was offered to radio men 
by Robert D. Enoch, exec vp and 
general manager of WXLW, In- 
dianapolis. 

“When your station gets near 
to dominance in your market, a 
lot of out-of-the-back-end-of-a- 
car agencies start knocking on 
your door and signing up your 
customers,” he said—“people 
you’ve had on the air for years.” 


s Edward H. Bronson, NAB’s di- 
rector of code affairs, told a tele- 
vision session of the meeting that 
he felt the furor over triple-spot- 
ting has quieted down following 
discussions between NAB men and 
officers of agencies which had 
denounced the practice. 

By upholding the NAB code, 
which provides for two 20-second 
spots and a 10-second local ID 
between network programs, Mr. 
Bronson said, the effort helped 
protect an important income source 
of broadcasters. 


= Wesley I. Nunn, advertising 
manager of Standard Oil Co. (In- 
diana), lined up four media used 
by the company in terms of rela- 
tive cost and gladdened the broad- 
casters’ hearts by reporting that, 
according to his figures, radio is 
the best bargain, followed in order 
by tv, newspapers and magazines. 

Mr. Nunn pointed out that the 
two broadcast media got more 
than 70% of Indiana Standard’s 
total advertising budget. 


A Technique 
for Producing 


Where do the mone 

ideas come from—those ideas 
which make success novels, ra- 
dio and television programs, 
moving pictures sales compaigns 
and businesses? 


James Webb Young, one of 
the highest paid idea men in 
the vertising business, set 
out to answer this question for 
his students at the University of 
Chicago. The result is a little 
book which you can read in an 
hour but remember the rest 
of your life. 


In the simplest and clearest 
of | . Young has suc- 
ceed in describing the way 
the works in all creative 
people. He gives you the formula 


which they consciously or un- 
consciously follow in » Mw Bo 
ideas. He shows you how to 
train your mind so that idea 
production is, as he says, “as 
definite as the process by which 
motor cars are prod’ ‘wg 
Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, 
advertising men, salesmen 
business ee who ~ 


A TECHNIQL UETOR ‘PROBUS. 
NG IDES ID 
postpaid. 


ADVERTISING 
AGE cus ia 


ter group are J. R. Livesay, WLBH, Mattoon, IIl.; 
tor Diehm, WAVL, Hazleton, Pa.; Bob Lazar, Forjoe & Co., Chicago, and Robert Fehl- 
man, WHBC, Canton, O. At right: Arthur Casey and Don Schomburg, KSD, St. Louis; 
Frank Shakespeare, WXIX, Milwaukee; Ed Peterson, Keystone Broadcasting System. 
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Fehiman Shakespeare Peterson Schomburg 


Harold Safford, WLS, Chicago; Vic- 


Casey 


He figured that the unit cost per|b&w, in 1,700 newspapers) at 
copy of a color page in Life, Look |0.5¢ per “sales call” made by the 
and The Saturday Evening Post|ad; a tv quiz at less than 0.2¢ 
at 0.6¢; a newspaper ad typical of|per home per commercial minute, 
those used by his company (vari-| and a radio message slightly under 
ous sizes, some color and some! 0.1¢ per set in use. # 


He WANTED a 
TOP NOTCH AD MAN 


... and got replies 
from 43 applicants! 


Total cost? Only $13.75 for the single 
classified ad in Ad Age. 


It’s almost too good to be true — the ease with which 
you can hire good men through the Advertising Market 
Place in Ad Age. 


And, of course, it works both ways. No matter which 
side of the fence you’re on—buying or selling—use the 
Advertising Market Place for quick, low cost results! 


For each week’s issue of Ad Age is read by almost 150,000 
key advertising, selling and marketing executives. And 
The Advertising Market Place is one of the best-read 
pages in best-read Advertising Age! 


Use this handy coupon to mail your classified ad today. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Clos osing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


so go Classified Rates: take card rate of $18.75 per column inch, 
discounts, size and frequency apply. 


1 am enclosing $ 


1 State 
THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


Clip and mail 
this form to: 
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Merger Is Agencies’ 
Destiny, Says Durham 


(Continued from Page 1) 
been made in the first place. 


|gins and increasing costs, he as-| 
|serted profitable operation re- 


Usually financial considerations | quires balanced selling. This he 
are the easiest part of arranging | defined as the proper balance of 


mergers, he said. When it comes/sales between high-volume traf-| 


to the people involved, personal fic items with low profit margins | 


factors should be studied from an | and high-profit, 


slower-moving | 


objective point of view, he added./impulse items the store makes 
Mergers are the quick answer | profit on. 


need for security and | 


Mr. 


to the 
growth, 


Durham believes. . Leading off a session on the 
However, they should be made by | creative side, Eugene Harrington, 


the strong to get stronger, never|chairman of the board, Honig- | 
as a panacea for weakness, he | | Cooper, Harrington & Miner, as- 


declared. 


s Advertising must play a vital 


part in the task of expanding our| 


standard of living fast enough to 
keep up with our productive abil- 
ity, Arno H. Johnson, vp and se- 
nior economist, J. Walter Thomp- 
son Co., told the convention 

Observing that he was not fore- 
casting but presenting an “analy- 
sis of opportunity,” Mr. Johnson 
gave these facts to consider in 
appraising the role of advertising 
in our economy: 


e As a result of measures mis- 
takenly taken to fight inflation, 
there is a backlog of $30 billion of 
consumer buying waiting activa- 
tion. 


e Activation of this backlog would 
make possible more than a 10% 
increase in consumer purchases. 


e This could mean a 1959 con- 
sumer expenditure level of more 
than $318 billion and a total of 
$330 billion in 1960. 


Mr. Johnson thinks that this 
10% to 15% increase in consumer 
demand over the next two years 
could change government deficits 
to surpluses; would make possible 
tax reductions; would stop infla- 
tionary pressures and stimulate 
plant and equipment expansion 
and research for new and improved 
products and packaging. 


# Mr. Johnson said that ten years 
from now we can look for a pro- 
ductive ability that will require a 
standard of living 50% higher 
than today’s. Only one-third of 
this increase will be accounted for 
by increased population, leaving 


| 


iserted it is a shocking statistic 
that less than 25% of the payroll 
in larger agencies goes to crea- 
tive—to the makers of advertis- 
ing’s product, the ad. Making a 
“deep and respectful bow to the 
researchers and the testers, the 
merchandisers and analyzers,” he 
urged that the actual ad maker 
be allowed to participate in the 
total operation. 


= Starting with the premise that 
all trade is conducted in the hu- 
man mind and results from ideas, 
Margot Sherman, McCann-Erick- 
son, broadly defined “what makes 
a good idea.” Basically, she said, a 
good idea honestly, simply and de- 
sirably answers a human need, 
whether it is known or not. 

Other characteristics of a good 
idea: It must be true or it will 
have a short life. It must be be- 
lievable and believably stated. It 
should be meaningful or provoca- 
tive, because you can’t change a 
mind you cannot touch. The com- 
munication should have a “civil- 
ized sense of proportion”—if there 
is no excitement in an idea, an 
exclamation mark will not help, 
she said. 

Additionally, she said, an idea 
should be demonstrable; fresh, in 
that it looks and sounds wholly 
contemporary; and be durable in 
its effect. 


s Edward G. Zern, Geyer Adver- 
tising, declared, “We've traded 
our business birthrights of judg- 
ment and taste and intuition for 
a mass of Starch figures...” Yet, 
he said, “Unless we nurture our 
own free-wheeling, self-starting 
judgment—unless we reserve the 


the remainder to be brought about | right to decide, on the basis of 


by changed habits and desires, he 
said. 

He said that much of the lag 
in buying is caused by people with 
rising incomes retaining their old 
habits of buying. This makes nec- 
essary greatly increased advertis- 
ing to bring about changes in 
living habits to increase the stand- 
ard of living rapidly enough to 
support the growth in production. 

At the same time, advertisers 
must increase their ad budgets 
substantially to keep up with 
changes in potential, he said. Bas- 
ing his estimates on the increase 
per-1,000 cost in the five major 
media and the increasing number 
of households, the matching in- 
erease of messages by competing 
national advertisers and the in- 
creased disposable income per 
family, he said the national ad- 
vertiser in 1959 will need a budg- 
et 121% greater than in 1951 and 
34% more than in 1955. 


= Plumping vigorously for a 
better understanding of the prob- 
lems of food store operators, Le- 
Roy M. King, merchandising di- 
rector of Food Topics and Food 
Field Reporter, declared, “Store 
promotion is the life blood of the 
food industry and the major guar- 
antee that the vast amounts of 
money spent on consumer adver- 
tising programs will work.” 
Pointing out that food. stores 
operate on ever-narrowing mar- 


our own un-Starched knowledge 
and experience and intelligence, 
that the Buick announcement copy 
was trying too hard, or that the 
Irish whisky campaign is bright 
and impudent and friend-making 
—we aren’t likely to be able to 
create fresh, vital, stand-out ad- 
vertising for our own clients when 
we need to.” 

This is so, he said, because the 
critical faculty is a dynamically 
important part of the creative 
process. And if critical faculty is 
abdicated to readership research- 
ers and allowed to atrophy, “we’re 
in trouble, and so are our clients,” 
he said. 


= Mr. Zern commented that al- 
though a copywriter should be 
willing to work the hours required 
to get the job done, some crises 
can be avoided through planning. 
Even though conceived under hec- 
tic circumstances, an idea ought 
to have a “relatively calm gesta- 
tion period,” he said. 

Discussing characteristics desir- 
able in a copywriter, Mr. Zern 
said he should be inquisitive about 
everything; that he should learn 
to sum up the main facts in a few 
words; learn the language of his 
audience in order to use it nat- 
urally and convincingly; cultivate 
a documentary approach to prod- 
ucts; be honest, because being 
otherwise hurts the whole fabric 


of the business; develop an ear for 
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LATEST—Advertising for new coffee 
cake from Kitchens of Sara Lee, 
Chicago, broke in the New York 
area last week with large space ads 
in 27 newspapers. Ads also begin 
this month in New England, Phila- 
delphia, Baltimore, Texas and New 
Orleans. Cunningham & Walsh, 
Chicago, is the agency. 


richness and color in his copy. 


= The expanding horizons that 
will open before American indus- 
try in the ’60s will present a big 
job and opportunity for advertis- 
ing and new problems for agen- 
cies, J. Davis Danforth, chairman 
of the Four A’s and exec vp of 
Batten, Barton, Durstine & Os- 
born, said. 

The first job will be to get the 
trained and creative manpower, he 
said, adding that unless better re- 
lations are cultivated with educa- 
tors and students to encourage 
desirable young people to come 
into advertising—and unless such 
new people are properly oriented 
in their own agencies and in the 
business, the only answer can be 
personnel piracy. 


= Norton W. Mogge, Atherton 
Mogge Privett, Los Angeles, was 
elected 1958-59 chairman of the 
Four A’s western region. Other 
officers: John H. Hoefer, Hoefer, 
Dieterich & Brown, San Francisco, 
vice-chairman, and Robert C. 
Temple, Raymond R. Morgan Co., 
Los Angeles, secretary-treasurer. + 


McGavren-Quinn Adds WNTA, 
Newark; KOKE, Austin 


McGavren-Quinn, New York, 
has been named to _ represent 
WNTA, Newark. The radio station 
has had no national sales repre- 
sentative since it was purchased 
with its sister station, WNTA-TV, 
in October, 1957, by National Tele- 
film Associates, tv film producer- 
distributor. WNTA-TV will con- 
tinue to be handled by Katz Agen- 
cy. 

McGavren-Quinn also has been 
named to represent KOKE, Austin, 
Tex. The radio station, which re- 
cently changed its call letters from 
KTXN, previously was represented 
in New York and Chicago by Na- 
tional Time Sales, in Los Angeles 
and San Francisco by Harlan 
Oakes Associates, and in Austin, 
Tex., by Joe Harry. 


GE Buys CBS ‘College Quiz’ 

General Electric Co., New York, 
will sponsor a series of CBS-TV 
Sunday afternoon programs called 
“College Quiz Bowl,” starting Jan. 
4. The panel quiz will feature un- 
dergraduates of colleges and uni- 
versities competing for cash prizes 
which will go to the scholarship 
funds of their respective schools. 
The show will originate from the 
various campuses represented on 
the series. Maxon Inc. is the 
agency for the GE housewares and 
radio receiver division. 


Pabst, NC&K 
Squabble Over 
Radio Charges 


(Continued from Page 1) 

| The agency was standing firm 
|for prior payment by the adver- 
| tiser. The union was insisting that, 
|since the order came from the 
agency, the agency pay the charges 
and settle with the advertiser 
jlater. The network—blamed by 
both agency and union—was non- 
commital. 

Here’s the background on the 
argument: 

The dispute over talent pay- 
ment arose out of a 39-week week- 
end package which ran on NBC 
radio from Jan. 4 through Aug. 24. 
The package included co-sponsor- 
ship of George Gobel and Ed 
Gardner five-minute vignettes on 
“Monitor,” plus 30-second an- 
nouncements on “Bandstand” and 
“Nighttime.” 


s Somebody, reportedly an NBC 
executive, led the sponsor and 
agency to think that “they could 
get away” with paying the “wild 
spot” rate for the announcer and 
jingle singers in the commercials 
on those shows. 

But several months later Amer- 
ican Federation of Television & 
Radio Artists, which has blown the 
whistle on other “Monitor” ad- 
vertisers in the past, became 
aware of the situation and filed a 
claim with the agency for payment 
of the talent on a network basis. 
Because of the number of pro- 
grams involved, the back payments 
amounted to approximately $72,- 
000. 


= Under AFTRA’s contract, if 
artists are paid in advance, the 
minimum for an announcer’s fee 
for a wild spot is $45; for a net- 
work announcement the minimum 
is $640. Both payments, if made 
in advance of use, entitle an ad- 
vertiser to unlimited use on a spot 
basis for the wild spot or on a 
network basis for the network an- 
nouncement for a 13-week period. 

There was a quartet of singers 
in the jingle that would get $39 
each for the use of their work on 
a wild spot if paid in advance and 
$640 on a network basis, if paid 
in advance. 


= Since the talent payments had 
not been made in advance, the 
buyer was then charged on a per 
program basis—both for the an- 
nouncers and the singers, with per 
use payments varying depending 
on the length of the show with 
which the commercials were aired. 

Earlier, the Madison Ave. can- 
yons carried a whisper of prob- 
able litigation among the inter- 
ested parties to determine who 
paid whom and for what. But at 
least the initial question was set- 
tled: NC&K would pay AFTRA. 


= Since Blatz Brewing Co. has 
merged with Pabst, and Blatz ex- 
ecutives are now running the 
Pabst operation, and the former 
Blatz agency—Kenyon & Eck- 
hardt—has been named to take 
over Pabst advertising as well, it 
seemed likely that some time 
might intervene before final pay- 
ments were made. It left NC&K 
awaiting resolution of bookkeeping 
confusion, to achieve payment 
from a client it no longer has for a 
program it no longer sponsors. # 


Schram Promotes Mandel 
Shirlyn Mandel has been ap- 
pointed media director of Schram 
Advertising Co., Chicago. Miss 
Mandel has been associated with 
Schram for more than two years 
in the copy and media departments. 
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Meyerhoff Wary of 
‘Psychoanalysis’ as 
Creative Ad Tool 


(Continued from Page 2) 
almost as much as the technical 
knowledge of the science itself.” 

The agency president maintained 
that psychoanalysis is primarily 
therapy, and advertising is pri- 
marily creativity, and he ques- 
tioned whether the twain could 
meet. “When an advertising prac- 
titioner claims that ‘the uncon- 
scious approach’ is the magic key 
to successful advertising, I say— 
‘Brother, here we go again with 
another formula to make copy- 
writing safe, scientific and above 
all, simple.’ 

“Personally, I think that some 
of the people who are now touting 
the motivational angle to the skies 
are either taking themselves too 
seriously or are taking somebody 
for a ride,” he said. 

Mr. Meyerhoff assured his au- 
dience that he is not opposed to 
research, and considers research 
as a vital tool in the advertising 
field. However, he said he believes 
only in “honest research.” 

He warned copywriters not to 
“get obsessed with ‘unconscious 
motivation’ as a magic formula, 
because it isn’t magic and because, 
like any other pat formula fol- 
lowed too consciously, it will cramp 
your creative thinking. 

“Even worse, it might cause you 
to be highly enthusiastic about an 
advertising theme that will leave 
most prospects cold or even an- 
tagonistic toward your client’s 
product.” + 


Benjamin Allen, 61, 
Curtis Circulation 
President, Is Dead 


PHILADELPHIA, Oct. 15—Benjamin 
Allen, 61, senior vp and director 
of circulation of Curtis Publishing 
Co., died yesterday, apparently of 
a heart attack, at his summer home 
in Stone Harbor, N. J. 

Mr. Allen, one of the most 
widely known circulation direc- 
tors in the mag- 
azine field, had 
been on leave of 
absence since 
May 15 because 
of ill health. He 
was found uncon- 
scious in his au- 
tomobile in his 
garage by a laun- 
dry man about 
noon yesterday 
and died before 
he reached the 
hospital at Cape May Court House, 
N. J. 

Born here, he was graduated 
from the William Penn Charter 
School and served as a lieutenant 
in the Navy in World War I. 

In 1921, Mr. Allen joined Curt- 
is as assistant manager in the cir- 
culation department. He was ap- 
pointed circulation director in 1936 
and elected a vp in 1942. 

Mr. Allen was also president of 
Curtis’ wholly owned subsidiary, 
Curtis Circulation Co. 


Benjamin Allen 


= Mr. Allen was regarded as a 
pioneer in modern methods of 
magazine selling. He had been a 
director of the Audit Bureau of 
Circulations from 1948 until early 
this year, when he resigned be- 
cause of ill health. He was also 
one of the founders of the Cen- 
tral Registry, a joint magazine- 
subscription agency and policing 
body for magazine subscription 
solicitors. # 


Philadelphia Sign Adds Lynch 


Philadelphia Sign Co. has named 
Ted Lynch manager of its chain 
store division. He formerly was 
president of Chain Store Promo- 
tions, Philadelphia. 
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Weiss & Geller 
Called ‘Inefficient’ 
in Bon Ami Reply 


(Continued from Page 1) 
August, before Bon Ami appointed 
Cole, Fischer, but also on future 
advertising scheduled to run until 
the end of 1958. 

In its answer, Bon Ami denies | 
most of W&G’s allegat‘ons, then | 
charges that its con‘ract with 
W&G was void because of the 
relationships between Dr. Max 
Geller, head of W&G, and Bon 
Ami’s management. 


® The company asserts that the 
advertising contract “was born 
out of” the “fact and circum- 
stance” that at or about the time 
of the contract: 


e Bon Ami’s management was 
also the management of United 
Dye & Chemical Corp. (now 
known as Chemoil Industries) . 


e Dr. Geller was made a director | 


of United Dye & Chemical. 


e Dr. Geller and Howard Lawn 
(unidentified in the papers) were 
seeking to “purchase control of 
Bon Ami and paid monies for an 
option in connection therewith, 
but negotiations were never con- 
cluded, and option monies were 
forfeited.” 


e S. David Leibowitt, legal coun- 
sel for Dr. Geller, was also the 
attorney for Bon Ami and for 
United Dye. 


When asked by ADVERTISING AGE 
how these circumstances would 
make the contract void, the com- 
pany declined to elaborate. 

Bon Ami also claims that the 
contract is void on the technicali- 
ty that it was signed by the com- 
pany’s secretary, an officer “with- 
out power or authority to bind the 
company” to a contract. 


@ The answer goes on to main- 
tain that Weiss & Geller’s serv- 
ices “were entirely inefficient and 
unsatisfactory” and that “among 
other things, it failed to contract 
for tv time requested by defend- 
ant, although plaintiff had rep- 
resented that it had contracted for 
same, and failed to examine the 
schedules of barter tv time spots 
furnished by Guild Films Co.” 

As a result of this the com- 
pany believes it has been over- 
charged and damaged to the ex- 
tent of $150,000. 

Another bone of contention be- 
tween the two parties is a barter 
tv contract negotiated in February 
with Guild Films. In its counter 
action, Bon Ami alleges. that 
W&G is not entitled to commis- 
sions on this barter tv time be- 
cause “it rendered no services in its 
connection.” 


e@ Weiss & Geller’s reaction to 
these allegations is, “Instead of 
these vituperations, we should be 
receiving accolades for holding 
that company together.” The agen- 
cy particularly protests the accu- 
sations that it “rendered no serv- 
ices” on the Guild Films barter tv 
contract. 

(Bon Ami’s motion to lift the at- 
tachment now placed on its bank 
account [tying up about $56,000] 
will be argued in court Monday.) 

The agency has filed an armload 
of documents to show that the re- 
negotiation of the barter contract 
was its own particular coup. 
Through its work, the agency says, 
it reduced Bon Ami’s payments to 
Guild from $40,000 a month for 
five years to $2,000 a month for 15 
months. The agency also claims 
that it got back a film package val- 
ued at $1,000,000 which is now 
counted among Bon Ami’s assets. 


The renegotiation also made W&G 


Here’s the fresh NEW LOOK for 
THAT GOOD ARNOLD TASTE ! 


From Armwid Bakers come bright sew srappers 
fer all eur products 
We hope they i make it caver for sou 
te Gad “That Good Amul Taste” 


At your Grocers NOW! 


TRUE BLUE—Arnold Baking Co. in- 
troduced a new blue bread package 
to southern consumers via this b&w 
page in the Miami Herald. Shaded 
areas turned a bright blue when 
dampened with water. Charles W. 
Hoyt Co. is the agency. 


a party to the contract. 

The agency filed other docu- 
ments to show that it worked con- 
tinually to get better time spots, 
better stations, and merchandising 
help not ordinarily granted on a 
barter contract, and to adjust Guild 
“overcharges.” 


= Among the items turned up in 


| the documents is the interesting as- 


sertion that the agency frequently 
found it possible to buy tv spots for 
cash cheaper than it was getting 
them on its barter plan. One ex- 
ample: On KET, Omaha, the com- 
pany was paying $1,050 (gross) per 
week for seven 20-second night- 
time spots with a rating of 119.4. 
On a cash purchase however, the 
company could have bought 16 
one-minute spots, rating 201.2, for 
only $346.25 per week. 

As for Bon Ami’s arguments for 
calling its advertising contract 
void, “These are merely a smoke 
screen, and are not only immateri- 
al but untrue,” Maxwell Tendrich, 
exec vp of W&G, told ADVERTISING 
AGE. + 


‘La Presse’ Strike Ends 
After 15-Day Walkout 


The editorial department strike 
against La Presse, Montreal, largest 
daily in French Canada, ended Oct. 
15 after the paper had been closed 
down 15 days. The end of the la- 
bor dispute also marked the de- 
mise of the 10-day-old La Presse 
Syndicale, 16-page tabloid print- 
ed by the strikers. Editorial 
employes went on strike when 
management refused to grant a 
leave of absence to a desk man 
who had been elected to a high 
union post. 

Other trade unions representing 
many of the daily’s 1,000 employes 
refused to cross the picket line 
during the strike. Fearing a 
lengthy shutdown, many of La 
Presse’s regular advertisers took 
space in the strikers’ tabloid. 


Hayhurst Gets Philco Ltd. 
Philco Corp. of Canada Ltd. has 
appointed F. H. Hayhurst Co., 
Toronto, to handle its advertising. 
Hayhurst will take over duties im- 
mediately from Hutchins Adver- 
tising Co., which has had the ac- 
count for 20 years, and billings 
will become effective Jan. 1. Hay- 
hurst has announced that the 
Philco appointment has necessi- 
tated the resignation of the Gen- 
eral Steel Wares Ltd. account. 


To Transportation Displays 

Beverly Harper, formerly with 
This Week Magazine, has been ap- 
pointed director of promotion of 
Transportation Displays, New 
York. 
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| Last Minute News Flashes = General Mills Offers 


DSI Ban on Women in Liquor Ads Crumbling 

| NEw York, Oct. 17—The taboo against use of women in liquor ad- 
| vertising is off. At a meeting of a special committee of Distilled Spirits 
Institute in Louisville yesterday, a resolution was adopted to permit DSI 
members to use illustrations of women in liquor advertising if done in a 
dignified manner. Formal adoption of the resolution in legal phraseol- 
ogy is expected to be completed by the DSI board next month. The 
industry code against use of women in liquor ads has been in effect 25 
years. It has been adhered to without exception by DSI members, which 
do about 90% of the distilled spirits business in the U. S. Recently there 
has been growing pressure to lift the ban against women in liquor ads 
(AA, Feb. 24, Oct. 6). Rums of Puerto Rico a year ago used women in 
ads but stopped doing so under pressure from the DSI (AA, Sept. 16, 
57). C. F. Heublein & Bro., Hartford, Conn., maker of Smirnoff vodka, 
Ready-to-Serve cocktails and other brands, is expected to be one of the 
first of the distillers to break ads with pictures of women. It has sched- 
uled a meeting with its agency, Lawrence C. Gumbinner Advertising 
Agency, here next week. Most other distillers have been slow getting 
the word, but quick action is expected. 


‘Concentration’ Replaces ‘Twenty One’ on NBC-TV 
New York, Oct. 17—“Twenty One” (NBC-TV) will be replaced Oct. 
30 by “Concentration,” currently a daytime quiz. Pharmaceuticals Inc., 
“Twenty-One’s” sponsor until it folded, will back “Concentration.” The 
advertiser also has taken on alternate sponsorship of “Arthur Murray 
Party” (NBC-TV) and a slew of alternate daytime quarter hours on 
NBC-TV. “$64,000 Question” (CBS-TV) is rumored to be shaky. 


‘Post’ Hikes Circulation Guarantee, Rates 
PHILADELPHIA, Oct. 7—The Saturday Evening Post will increase its 
circulation base from 5,600,000 to 5,800,000, effective with its April 
11, ’59, issue. The Post also is increasing its schedule of volume 
discounts from 15% maximum to 22%. Cost of a b&w page under the 
new rate will be $25,285, compared with the current rate of $23,475. 


Benrus Leaves L&N; May Name Grey 

New York, Oct. 17—Benrus Watch Co., which moved to Lennen & 
Newell July 1, 56, will end its relationship with that agency Nov. 1 
“with friendliest cordiality.” While no announcement is expected on 
the new agency until next week, jewelry circles believe Grey Advertis- 
ing Agency, which recently lost Gruen to L. H. Hartman, might come 
up with the account. Jack Tarcher, who handled Benrus at the Biow Co. 
and also at L&N, said today he would “definitely not follow” the ac- 
|count. In June, Benrus named Burke Dowling Adams Inc. to handle 
the Sovereign, a low-price line. 


Calavo Drops FC&B; to Stress Non-Media Promotion 


Los ANGELES, Oct. 17—Calavo Growers of California and Foote, Cone 
& Belding, Los Angeles, will terminate their relationship effective 
Nov. 1. The parting results from a decision of Calavo, which last year 
spent some $165,000 in media and about $150,000 on promotional and 
in-store activities, to concentrate almost wholly on the latter this year. 


NBC Signs ABC Outlets in Seattle, Portland 


SEATTLE, Oct. 17—National Broadcasting Co. has signed affiliation 
agreements with four King Broadcasting Co. stations heretofore affili- 
ated with American Broadcasting Co. KING and KING-TV will replace 
KOMO and KOMO-TV as NBC outlets in Seattle. In Portland, KGW- 
TV replaces KPTV, and KGW replaces KGON. ABC was taken by sur- 
prise by the move, as was KOMO. “We are amazed,” said W. W. War- 
ren, general manager of KOMO and KOMO-TYV, “that NBC would have 
the audacity to make a package deal...which sells one of its oldest 
friends [32 years’ affiliation] and staunchest supporters down the 
river.” 


Howard, Yates Join ]. Walter Thompson 

New York, Oct. 17—William H. Howard, a top vp at Young & Rubi- 
cam for the past ten years, leaves his post Oct. 27 to join the account 
management staff of J. Walter Thompson Co. Mr. Howard has been 
senior vp in charge of new business. Before joining Y&R he was an 
exec vp and advertising head of R. H. Macy & Co. No successor has been 
named at Y&R. James Yates has joined JWT as an art supervisor. Co- 
founder of William Esty Co., Mr. Yates was with Reach, Yates & Mat- 
toon and most recently was an art supervisor at Leo Burnett Co. 


Zenith Names Driscoll A.M.; Other Late News 


e Harold F. Driscoll, who left the ad director’s post at Bell & Howell, 
Chicago, last February, has been appointed ad manager of Zenith Ra- 
dio Corp., Chicago, where he will serve under Erik Isgrig, the adver- 
tising vp. Mr. Driscoll replaces Robert Stevens, who has resigned. Pete 
Marshall succeeded Mr. Driscoll at Bell & Howell (AA, Feb. 17). 


e Donald A. Steward has been named ad manager of C. F. Hathaway 
Co., New York, succeeding Barry Loughrane, who has joined the Rock- 
more Co. as an account executive. Mr. Steward was formerly assistant 
ad manager of Hathaway. 


e H. A. (Audie) Countryman has been named editor of Power Indus- 
try, Chicago, a Putman publication. Mr. Countryman for the past 14 
years has been with Crane Co, as editor of “Valve World” and industrial 
advertising manager. He had been an assistant editor of Power Industry 
20 years ago. As editor he succeeds Bruce Fader, who has joined Har- 
old Schor, New York public relations company. 


e Revlon Inc., according to rumors in Wall St. this week, is about to 
purchase Schick Inc., Lancaster, Pa. Long on the diversification trail, 
Revlon acquired Knomark Mfg. Co. (Esquire shoe polish) last year; 
before that it was unsuccessful in a bid to gain control of Schering 
Corp. Asked for comment, Schick said: “We know nothing of it.” Ben- 
ton & Bowles, New York, is the Schick agency. Revion’s nine-month 
sales and net hit alltime highs this year. Today sales were reported up 
15%, to $80,040,000; net up 5%, to $6,593,000. 


e John J. Hackett, chief time buyer at Knox Reeves Advertising, Min- 
neapolis, will join the Minneapolis office of Erwin Wasey, Ruthrauff & 


Reeves has been made as yet. 


| 


Cost of Half Page in 
‘AA’ as Top Prize 


MINNEAPOLIS, Oct. 16—Genera! 
Mills is offering the cost of a half- 
page ad in ADVERTISING AGE as the 
top prize in a merchandising con- 
test for television stations and 
newspapers carrying the introduc- 
tory campaign for Protein Plus, 
new Betty Crocker hot cereal. 

About 60 television stations and 
100 newspapers in all areas of the 
country except the South are 
carrying the Protein Plus intro- 
ductory campaign. Each of them 
has been told of the merchandising 
contest covering the introductory 
period—Oct. 1 to Dec. 1—in which 
a cash prize of $551.25 is offered 
for the best tv station and best 
newspaper merchandising effort. 

The peculiar monetary value of 
the prize is explained to news- 
papers and stations as “because 
that is the cost of a half-page ad in 
ADVERTISING AGE. Winners are en- 
couraged to advertise their mer- 
chandising achievements with the 
full endorsement of General 
Mills,” the letter says. 


= The letter was signed by Gordon 
Morrison, media manager of Gen- 
eral Mills, and the unusual twist 
to the prizes was suggested by 
Knox Reeves Advertising, which 
is handling Protein Plus. Mer- 
chandising entries are to be sub- 
mitted to General Mills district 
managers, who will pick district 
winners to compete in the finals, 


to be judged by General Mills 
advertising personnel. 
Although participants in the 


merchandising competition do not 
yet know it, they will benefit 
from a rate increase announced by 
ADVERTISING AGE after the original 
letters were mailed. The current 
one-time rate for a half page in 
ADVERTISING AGE is $586.25, so this 
is what winners in the contest 
will receive, rather than the 
$551.25 originally announced. * 


Radio, TV Muff 
Info Job: Murrow 


Cuicaco, Oct. 15—Radio and tel- 
evision have failed to keep the 
American public informed of the 
present mortal danger this country 
is in, Edward R. Murrow, CBS vp 
and commentator, said tonight. 

Mr. Murrow addressed the con- 
vention of the Radio Television 
News Directors Assn. Mr. Murrow 
made it clear he spoke for himself 
and not for his network. 

He said a future historian, view- 
ing kinescopes of the programming 
for the three networks during the 
prime hours of one week, would 
find “evidence of decadence, es- 
capism and insulation from the 
realities of the world we live in.” 


= One remedy he suggested to help 
radio and tv do a better job: Let 
the top 20 or 30 corporations which 
are radio and tv advertisers turn 
over one program a week to the 
networks to be used for a program 
of information. 

“T refuse to believe that the pres- 
idents and chairmen of the boards 
of these big corporations want 
their ‘corporate image’ to consist 
exclusively of a solemn voice in 
an echo chamber—or a pretty gir! 
opening the door of a refrigerator 
—or a horse that talks. They want 
something better and some of them 
have demonstrated it.” 

“For radio to progress,” he con- 
tinued, “it need only go backwards 
to the time when singing commer- 
cials were not allowed on news 
reports; when there was no middle 
commercial in a 15-minute report; 


Ryan Nov. 1 as media director. No specific replacement for him at Knox | when radio was rather proud, alert 
and fast.” # 
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B+C + 948 + Be + O48 


9+8 + B+C + 948 + B4+C + 3948+ BHe. O+8 + B+C + 948+ B4C + d4G- B+C +- 3+8- 


Bertsch + 
Cooper 


.. th also means 


Type faces used are: 
Bertschtypes No, 70B and 89A 


(Continued from Page 2) 
second, interrupt the viewer—not | 
with a tricky effort just to get his 
attention—but with an exciting 
presentation of the sales message.” | 


® “We've done a lot of pioneer- 
ing,” she said, “and we’ve had lots 
of followers. I’m almost sorry I 
ever thought up that lisping little 
boy for the ‘Wevy’s Thinamon 
Waison Bred’ commercial. I’m so 
tired of all the cute kids that fol- 
lowed.” 

Does it get harder to be fresh 
and original year after year? 

“No, it gets easier. The more we 
do, the more we know better and 
better what we’re doing. Once you 
get over that panicky feeling that 
you'll dry up and run out of ideas 
—once you realize that if you have 
talent, you’ll never have that trou- 
ble—then you can sit down at your 
typewriter and be perfectly con- 
fident that the ideas will start 


| 
| 
| 
| 
| 
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: = Kleen 
| Up 
with 
KLEEN-STIK! 
N IDEA NO. 141 


Making Georgia a “‘peachier’’ state 
was the job tackled by the Haber- 
sham Garden Club of Atlanta 
with this novel “Litterbug’’ bag. 
Led by prexy Mrs. Robert Hallock 
the Southern belles distributed 
30,000 of ’em thru Girl Scouts, 
P.T.A., and other groups. The 
Kleen-Stik tab is so easy to 
peel-an’-press into place on auto 
dashboards, store counters, office 
walls—practic’ly any place! Nifty 
production job by Chester Martin, 
president of American Litho- 
graph Co., Atlanta, with imprints 
of local sponsoring firms. 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Outstanding 


P.O. P. Id . | 
Featuring : " 


‘the World's Most 
Versatile Self-Sticking Adhes 


IDEA NO. 142 


K-S “Magic” for Presto 


Meanwhile, back in Eau Claire, 
Wis., Kleen-Stik helps promote a 
different clean-up. This label for 
National Presto Industries, Inc., 
shows how their “Control Master’ 
fits on five Presto appliances... yet 
removes quickly for easy washing of 
Sauce Pan, Fry Pan, or what-have- 
you pan. And because the label’s 
made of magical, moistureless 
Kleen-Stik, it sticks tight, yet 
p-e-e-l-s off easily when desired. 
Bill Lindsay, Presto Adv. Mgr., 
sparked the idea, carried thru “‘jim- 
dandy” production by Everett 
a of Johnson Printing, Inc., 
u 


You'll find plenty of sales 
“*magic”’ in colorful, compell- 
ing P.O.P. displays and labels 
of self-sticking Kleen-Stik. 
Your regular printer, litho- 
grapher, or silk screener can 
explain the trick. 
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KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 


fe ising and Labeling 
7300 W. Wilson Ave ® Chicago 3}, Ill 


jis the prize-winning Chemstrand 


Big Billings Don't Necessarily Constrict 
Creativity, Doyle Dane’s Robinson Declares 


flowing. 

“We are awfully tough on our-| 
selves, though. The rough times 
for us are not when we’re with the 
client, but when we’re with each 
other. We’re very demanding in 
the creative department—some | 
people say we could run another | 
agency out of our wastebaskets— 
and we keep asking, ‘Is it good | 
enough?’ 


s “Along with these very high 
standards, however, we have an 
atmosphere of complete freedom 
to discuss any wild idea, and I 
think that’s a very good combina- 
tion. 

“We change ads even after we 
have the client’s okay. One phrase 
you can never hear around here 
is: ‘But the client’s bought it.’ If 
an ad can be made better, we try 
to do it. 

“Actually we work quite infor- 
mally here. We have no brain- 
storming, no great group meetings, 
no plans board. At every level, an 
ad is the product of a copywriter 
and an art director working to- 
gether—and the spark can come 
from either of them. 

“It’s mever the case of a copy- 
writer going off by himself to think 
up an idea, and then going to the 
art department to have it illus- 
trated. Our art directors have 
learned to be advertising people— 
to be concerned with the selling 
message. So in our ads, art and 
pen +f are completely unified,” she 
said. 


s “Now that doesn’t mean we 
don’t run all-copy ads—or that we 
don’t run no-copy ads. If you read 
your own paper, you know that,” 
she told AA’s reporter, referring 
to the recent controversy caused 
by the no-copy ad for Polaroid 
cameras (AA, Sept. 1). “The copy- 
writer fought very hard to keep 
copy out of that particular ad.” 

As for Mrs. Robinson’s personal 
working habits: “When I’m ready, 
I write very quickly. It cornes out 
in a real spurt—as if it has a life 
of its own. Then I take out the 
black pencil.” 

To show what she meant, she 
dived into her purse for a copy of 
a commercial she’s been laboring 
over—“I took it home with me in 
case I had an idea during the 
evening.” Out came a well-pen- 
ciled draft, with words deleted, 
inserted, transposed. 

One of her favorite commercials 


hosiery commercial—“A lady’s not 
dressed unless her legs are too”— 
which won first honors in its cat- 
egory in the International Adver- 
tising Film Festival in Venice (AA, 
Oct. 13), as well as at the ApvEr- 
TISING AGE Creative Workshop. 


s “I wrote most of the lyrics for 
that commercial in one hour, but 
Bob Gage (the art director) and I 
nursed it along for months, going 
over it word for word, frame by 
frame, to get it exactly right.” 

This commercial also launched 
Mrs. Robinson on a new venture. 
Since the middle of last winter, 
she has been collaborating on a 
Broadway musical with Mitch Lee, 
head of Music Makers, who did the 
music for the Chemstrand com- 
mercial. “We have a _ scene-by- 
scene outline ready, with two songs 
finished and four in the works,” 
she reports. 

The musical is just about the 
only extra-curricular writing she 
has done. “So many people feel 
frustrated in advertising, because 
they don’t have a chance to give 
their all. Creatively, my work is 
very gratifying here, and I have 
never felt I had to make up for it 


on weekends,” she explained. 
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TENDER GRAPES—Almaden Vine- 
yards, Los Gatos, Cal., has sched- 
uled its first four-color magazine 
campaign, utilizing full-page ads 
prepared by Grant Advertising, 
San Francisco. This ad will run in 
the November Sunset Magazine. 


she bewildered her family by an- 
nouncing she was going to be a 
poet. A few years later, she was 
saying she’d like to be in adver- 
tising. 

By college time, however, she 
was a sociology major at Barnard, 
with a deep interest in city plan- 
ning. In her spare hours, she was 
ad manager of the Barnard Bulle- 
tin, penned some songs for the 
college show, and worked on the 
staff of a news magazine (an early 
version of Park East), where she 
did everything from light verse to 
a shopping column. 

After graduation, she worked 
for the federal public housing au- 
thority and contemplated doing 
graduate work in public housing. 
Instead, however, she married Cpl. 
Richard Robinson in mid-World 
War II and took up a new life, 
“camp following” throughout the 
South. 

In the next two years she had 
about six jobs—ranging from a 
billing clerk to fourth grade school 
marm—as her husband was trans- 
ferred from post to post. 


= Two jobs, however, were def- 
inite steps toward her advertising 
future: One was with Methodist 
Publishing Co., as a junior copy- 
writer for such ads as the “100 
Best Sermons.” The other was cov- 
ering the Miami fashion market 
for Fairchild Publications. 

Back in New York after the war, 
she was executive editor of the 
“Tobe Fashion Report” for Tobe 


reers. Her husband then went back 
to Harvard University for his sen- 


Cambridge, where she had her 
“first real agency job”—copywrit- 
er for Bresnick & Solomont, Bos- 
ton. 

When Mr. Robinson was grad- 
uated, the couple returned to New 
York, and Mrs. Robinson joined 


Colburn School for Fashion Ca-|, 


ior year, so she migrated up to/|/ 


* ied 
far 
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New Trading Stamp 
Plan Helps to Pay 


Insurance Premiums 


(Continued from Page 3) 
offer of a check toward an insur- 
ance premium is free of the restric- 
tion which has kept out conven- 
tional stamp plans. On this point 
two merchant associations in Seat- 
tle differ with the insurance stamp 
plan and have raised new ques- 
tions with the state attorney gen- 
eral’s office. 


® The insurance stamps are issued 
by retailers on the basis of 10 for 
each $1 purchase. When the cus- 
tomer fills a book, representing 
$120 in purchases, she may turn it 
in and receive a check made out 
both to her and an insurance com- 
pany of her choice. Thus she can- 
not cash the check, but must en- 
dorse it over to her selected insur- 
ance company, presumably for 
payment of premiums on existing 
or new policies of any nature—life, 
health, accident, fire, etc. 

If the customer prefers cash, she 
may redeem the book for $1.50, 
which is 50¢ less than the value of 
the book when used toward insur- 
ance. A cash value is required in 
Washington. 

T & R Foods in suburban Renton 
is the first retailer to use the 
stamps in this state. The supermar- 
ket says it had better response from 
a page food ad that stressed the 
insurance stamps than on a previ- 
ous weekend, when it used four 
pages of conventional food ads. 

In addition, several Seattle fill- 
ing stations are using insurance 
stamps, and in Spokane all Carter 
Oil Co. filling stations will use the 
stamps. Carter is a subsidiary of 
Standard Oil Co. of New Jersey. 


s Plans call for extension of the 
new stamp program to Oregon, 
Idaho, Montana and Utah, but 
there were indications that Texas 
and Florida might come in ahead 
of some western states. 

Promotion for the plan includes 
newspapers in Seattle, plus radio 
and tv. Robert H. Milburn, associ- 
ated with the new company, han- 
dles advertising and places it di- 
rect. He formerly was with Rogers 
& Smith, Kansas City, and later 
had his own agency in Kansas City. 
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‘In the leadership spotlight 
{ 


Grey Advertising, writing women’s 
“discovered” 


transferred her to the copy de- 
partment, where she thrived for a 
year, until Mr. Bernbach asked 
her to be one of the pioneers in 
Doyle Dane Bernbach. 


= The Robinsons live in Manhat- 
tan; Mr. Robinson is chief psychol- 
ogist for Lenox Hill Hospital and 
also maintains a private practice. 
“We get a tremendous kick out of 
each other’s work—we sort of re- 
charge our batteries on each oth- 
er,” she says. + 


Transport Indemnity to Speer 

Transport Indemnity Co., Los 
Angeles, truck insurance under- 
writer, has appointed Speer Adver- 


|@ She’s always had a fondness for 


| writing verse; when she was seven, | dle its account. 


tising Agency, Los Angeles, to han- 


sales promotion, There she was| 
by Bill Bernbach, |, 
who was then Grey copy chief. He}! 


Top-drawer advertisers 
are buying WGN 


You’re in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
WGN’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


GHICAGO, ILLINOIS 
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Here’s a rare opportunity for everyone who advertises office supplies and equipment, 
office furniture, fashions, cosmetics and other items to the vital secretarial market. 


As our regular issue for April, 1959, Today’s Secretary will publish a memorable 
60th Anniversary Issue based on the theme, “Today’s Secretary Surveys Her 
World.” An exciting and comprehensive review of the secretarial scene over the 
past six decades, this issue will create tremendous interest among secretaries 
throughout the country . . . and will give you an unequalled opportunity to sell 
your product or service to your best secretarial prospects. 


Special articles and illustrations will trace the progress of the secretary since 
1899: the changes in her work, her training, her office, her clothes, the equip- 
ment she uses. A special section will give a fascinating picture of automation and 
the office of the future, as previewed by business authorities. Here’s an issue 
certain to be kept for reference for a long time by secretaries and other key 
people who play a big role in the selection of the products you sell. 


You'll want to take advantage of this special issue to make a lasting impression 
on the largest all-secretarial audience available through any magazine. Regular 
rates will apply ... and the closing date will be February 25, 1959. Don’t miss 
getting full details now. Phone or write Today’s Secretary, today! 


‘ < 
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A FEW OF YOUR UNUSUAL OPPORTUNITIES FOR PROMOTION 


1. Your advertisement in this special issue will reach a paid circulation of 
145,000 Today’s Secretary subscribers, plus 100,000 pass-along readers and a 
big bonus circulation of retailers, business schools and secretarial associations. 


2. You can take advantage of the extensive publicity the issue will receive. 
Leading stationers, office equipment dealers and department stores will fea- 
ture the products of advertisers in this issue. There will be wide coverage in 
trade magazines, newspapers and over TV and radio. 


3. You can tie in with the theme of the issue through your regular ads or 
special ads and inserts portraying the role your product has played. Editorial 
articles on office equipment and supplies will form the perfect background 
for your message, if you sell office products. Advertisers of fashions and 
cosmetics can tie in with the “then and now” fashion articles to be featured. 
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TODAY'S 
SECRETARY 


330 WEST 42ND STREET, NEW YORK 36 + LONGACRE 4-3000 + A GREGG-McGRAW-HILL PUBLICATION 
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